The individual entrepreneurs reputation
INTRODUCTION
This paper argues that the reputation for balanced social responsibility (economic, legal, ethical, philanthropic and environmental) can constitute an economic asset in a small business franchise (47).

However, this earned reputation for a firm, such as The Body Shop, must address the gap between an entrepreneur's idealistic rhetoric and the reality of rganizational processes to sustain that economic asset.

THE SOCIALLY RESPONSIBLE IDEALISTIC ENTREPRENEUR

The Body Shop International began in 1976 by Anita Roddick. It

started from a single store front in Brighton, England. By 1991,

Anita and her husband, Gordon, had made the company public.

Today the Body Shop has nearly 600 franchised stores in 39

different countries. They employ 6,000 and have annual revenues

of II 5.6 million with 20 million in profit (36). The Body Shop

tries to mirror the heart and soul of its founder.

Anita and Gordon Roddick believe that the social and

environmental accomplishments of The Body Shop are much more

important than the profits. The original intent of the store was

to offer cosmetics and personal care products manufactured from

all natural ingredients. In the course of doing business,

however, The Body Shop has run 19 major social environmental

campaigns and over 475 community projects (36). These projects

range from "Save the Whales" to running a newspaper for the

homeless.

Very ecocentric, Anita and Gordon, insist that their products use
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only environmentally safe, natural products. Anita believes that

the overriding long term goal for business should be to forge an

ethic of environmental sustainability. Her dream for The Body

Shop is to put back into the earth more than she takes out. She

uses the phrase, "leave no footprints" to describe her legacy

(32).

Although, Anita has an education degree, she has not pursued a

teaching career. She taught only briefly after college. Bored

with teaching, she moved to Paris to work as a library researcher

for a newspaper. This did not last long, and she was off to

Geneva where she worked for the United Nations. After staying in

Geneva for a year, she quit her job and began traveling the South

Pacific and Africa. There were many hippies traveling the world

at this time and Anita was proud to be one of them. Fascinated

with the people in the third world, she often stayed to learn

more about their customs. She was interested in their use of

natural products for personal skin and hair care, which later

helped her select products for The Body Shop (30).

She then returned to England, and met Gordon, a poet and an

adventurer. They were married, and had two daughters. Always

the entrepreneur she turned their Victorian house into a hotel

before she sold it so that Gordon could pursue his lifelong dream

of riding horseback from Buenos Aires to New York City. Anita

needed to find a way to support herself and her children while

Gordon was away and the idea of The Body Shop came to mind. The

name came from auto repair shops she had seen in the U.S. on a

trip to San Francisco (3).

Gordon returned to England after an unsuccessful trip and was

impressed by the business Anita had started. As her helpmate, he

bottled products and eventually became responsible for the

payroll and other financial aspects of the company. Although

they share the same entrepreneurial vision, Gordon is quiet and

reserved, while Anita is outspoken (30). The Body Shop is an

extension of Anita's personal convictions. Her founding

principle of economic responsibility is that quality products

that make a profit, come first. Then she wanted to create an

honest, exciting and fun environment in her stores, not a

bureaucratic, structured business. Not driven by profits, she

threw away all of the business vocabulary and simply focused on

trading, legally and ethically.

Anita thought that the cosmetic industry could utilize natural

products if they would only learn how native people used their

natural products. She studied and learned from women all over

the world. She still continues to travel and quiz women on their

skin and hair care products. For example, in Sri Lanka she saw

women rubbing pineapple skins on their faces. She talked to her
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lab and found out that pineapple skins contain an enzyme that

removes dead skin cells and thus began to sell Pineapple Face

wash. There are many stories similar to this one, that involve

natural products from all over the world (43).

In the beginning, product development was initiated by samples

that Anita obtained through her travels. She used the creativity

of the herbalist she had worked with, almost from the beginning,

to help develop products using the natural ingredients she found.

The products were tested on volunteers. It was assumed that

there was little risk since most of the products had been around

for centuries. Her stand against animal testing is a founding

principle for The Body Shop. She adamantly refused to use

products that had been tested on animals within the previous five

years (3).

It is difficult to understand how The Body Shop could compete in

the cosmetics' industry because one of Anita's rules concerned no

advertising and no marketing. She did not even have a department

for advertising or marketing. Through the media, however, she

estimated that she averaged 2 million in free publicity each year

because the media adored her. Of course, she was always happy to

articulate her opinions, which have shaped her reputation.

The Body Shop used neither fancy packaging nor discount sales

prices. While attending cosmetic industry events, Anita felt

uncomfortable because they were hiring super models, and Anita

was wearing jeans. They were concerned with profits, and Anita

was concerned about the environment. Outspoken and critical of

the environmental insensitivity of the cosmetic industry, Anita

states, "I hate the beauty business. It is a monster industry

selling unattainable dreams. It exploits women, its major

product lines are packaging and garbage" (36).

Campaigning for the environment she formed an alliance with

Greenpeace. Thus "Save the Whales" posters covered the Body Shop

windows (12). She then had a disagreement with Greenpeace and

switched her alliance to Friends of the Earth because they were

active in issues like acid rain, recycling and ozone depletion.

Eventually, Anita founded her own responsible campaigns and made

sure the company itself was environmentally caring. Soon

thereafter, she broke off her ties with Friends of the Earth.

She has felt that the franchises needed to be active within their

communities and set up a Community Care Department for

philanthropic purposes. She informed the managers and the

franchisees that they should support community projects which

included the participation of all employees (3). Thus Anita and

Gordon are also proud of their "TRADE NOT AID" program which uses

the skills and resources of third world peoples. She created
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trade to help these people meet their own needs (3). Another

example, The Boys' Town Trust, located in India, was a group of

farm communities set up to train poor and homeless boys. The

Body Shop contracted with them to produce their Footsie Rollers,

a mechanical foot massager. The boys were paid the third world

wage rate and the difference between the third and first world

rates were placed in a trust. When a boy left to start an

independent life, he would receive the trust money. In another

example, Anita hired an expert to find an alternative source of

wood for a paper company in Nepal. When a source was found she

hired them to make bags, notebooks and drawer liners. The people

in the village would have been unemployed if it weren't for Anita

Roddick and The Body Shop (30).

During the 1980's both Anita and The Body Shop Franchises became

more political in community and environmental activities. To

combat a 1989 European Community (EC) directive that proposed

animal testing on all cosmetics, (37) Anita issued a massive

media blitz and started petitions in her shops. She collected

five million signatures, and the bill was eventually withdrawn.

Her commitment to the rainforest led her to a Brazilian rally to

protest a dam construction. When she returned to England, she

again started a petition, and a "Stop the Burning" campaign.

Then she and 250 staff members marched on the Brazilian Embassy,

and delivered sacks of protest letters (38).

Since the Body Shop had come of age during "the decade of greed,"

it was difficult to maintain their original idealistic philosophy

when mainstream business practices focused on profits rather than

principles as the corporation was growing. They have built their

business on two foundations: active social responsibility and

quality personal care products. Social responsibility and action

come first. Anita has a mission to create a business world where

companies accept the responsibility that comes with economic

power as a power for social change. For Anita, the entrepreneur,

the notion of using a business as a crusade, of harnessing

success to ideals, set her imagination on fire. Without that

vision, The Body Shop would cease in her eyes, it would be just

another trading business. It has became, however, a tool for

social change. It has become a lobbying group to campaign for

environmental and human rights issues.

The Roddicks are proud that their organization has character, a

sense of values, and a human face. The rapid growth of a large

organization has horrified Anita because it will become like

other multinational institutions looking only at the bottom line.

Anita has not desired to employ bored clock-watchers with

interest only in what they can do for themselves. At the same

time she realized that working in a warehouse was not a rewarding

occupation. She believes that work could and should be a life
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enhancing experience which can be intensified by caring for other

people and for nature. Her role as entrepreneur is to help by

nurturing a sense of corporate idealism (30). This idealism or

sense of social responsibility becomes an economic asset. It can

be used for competitive advantage, as well as promoted for its

own sake. Her environmental responsibility is a good example.

The Body Shop has an ecocentric perspective on environmental

issues. This means that ecosystems have intrinsic value that

limits how business may use them. This places non-human

interests at times above human interests.

Some of the goals of The Body Shop are found in the principles of

deep ecology (8). The Body Shop has campaigned on many different

environmental causes since its inception in 1976. One example,

"Stop the Burning" campaign, was designed to save the

rainforests. The Body Shop felt that the rainforest should be

saved because of the diverse life forms that inhabit the forest.

These life forms, indigenous peoples and nonhuman communities

have an instrumental and intrinsic value. Her reputation for

environmental responsibility is called by Anita, "Profit with

Principle."

In her book, she talks about The Body Shop Training School where

"conventional retailers trained for a sale; we trained for

knowledge. They trained with an eye on the balance sheet; we

trained with an eye on the soul." (30) Her belief is also based

on ecofeminism. Ecological feminism (2) is an environmental

ethic which takes seriously the relationship between the

domination of women and the domination of nature. Women have

been dominated by men for many years, and humans have always felt

the need to conquer nature. Ecological feminists have found a

connection between the two (40). Anita believes that most

business practices would improve immeasurably if they were guided

by the "feminine" principles, developing and sustaining caring,

trading relationships (30).

In her travels of the world, she has seen the effects of an

unhealthy environment on people. She has also noticed how much

women seem to suffer. Women have to gather the food from forests

which are being destroyed. They have to bathe their children in

rivers that have been polluted. They have lost their jobs

because industry has exhausted the natural resources. Ninety

percent of The Body Shop employees are women. Anita truly

believes that the women in her company can help make a difference

(30). Her sense of social responsibility is intensely personal

and not based on mere compliance with law.

She also began an association with Amnesty International and

FREEZE. FREEZE is an anti-nuclear weapon group. Soon there were

complaints from the franchisees, but Anita's first reaction was,
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"If you support nuclear weapons, what the hell are you doing in

one of my shops?" At this time she realized that she did not have

the right to speak for The Body Shop franchises on every issue.

She then said, "I accepted the principle--and completely ignored

it. I have never been able to separate Body Shop values from my

own personal values" (3).

Her vision commits the Body Shop to be socially responsible in

every way. She believes franchises should not just focus on

profits, but also on their responsibilities to the community and

the world around them. She developed this vision through her

travels around the globe. Her travels combined with her 60's

mentality have molded her vision of social responsibility as an

economic asset (29). Implementing this vision in a company with

as many small business franchises as vast as The Body Shop is a

difficult task. To simply hire people with the same principles

and ideals would be one way to carry out her vision, but since

this is impossible, Anita needed to concentrate on education and

communication to her staff about her principles to which each

small business franchise is to adhere in its day-to-day

operations. As the number of franchises have grown, managerial

control has become difficult and a controversy developed.

THE REALITIES OF THE BODY SHOP ORGANIZATION

The Body Shop, has recently been the target of negative

publicity. The organization has been heavily criticized both in

Britain and the U.S. for the image that it projects to consumers

(42). Due to the criticism of its reputation the company has

become the target of investigations by investment firms that

specialize in socially responsible investing (l). The media

contends(19) that it has projected a misleading socially

conscious image to the public. The criticism all began as a

result of an article in Business Ethics (14). In response,

Gordon Roddick issued a rebuttal letter that was mailed to

subscribers as well as the media (33). The rebuttal centered on

claims that the sources for the article were disgruntled

employees and quotes were taken out of context. However, it

should be noted that the article caused Franklin Research and

Development, specialists in socially responsible investing (45),

to withdraw their social rating and sell fifty thousand shares of

The Body Shop stock just before the article was published (41).

When having the reputation for being socially responsible is an

economic asset (44), then any controversy about an organization's

image will affect the stockholders and indeed all of the

stakeholders (5). The Body Shop controversy centers primarily on

the following issues (14): Use of Nonrenewable Petrochemicals,

Animal Testing Policy, Trade Not Aid Program, Environmental

Accidents, Quality Control Procedures. Either the organization

has held itself out justifiably, or it has not projected its
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image justifiably. We will briefly present each of the

controversial claims.

Use of Nonrenewable Petrochemicals

The Body Shop claims to be a naturally-based cosmetics company.

In practice, their products contain very few natural ingredients.

For example, the company markets a hair gel as coming directly

from raw materials found in Ethiopia when the ingredients

actually come from a British chemical company (11). The company

also uses a number of out-dated formulas filled with nonrenewable

petrochemicals. Many competitors in the industry, especially

those with a naturally-based cosmetics line have already

discontinued the used of petrochemicals - recognizing their

harmful effects (46). The Body Shop also makes wide use of

artificial colors, fragrances and synthetic preservatives in

their products. The most disturbing information is that the use

of artificial ingredients and petrochemicals is increasing at The

Body Shop instead of declining, as would be expected (13).

Animal Testing Policy

The Body Shop's original animal testing policy stated that it

avoided any ingredients tested on animals (27). This statement

proved to be very misleading since it is impossible to avoid all

ingredients ever tested on animals, since regulators in the U.S.,

Europe, and Japan still require tests using animals before they

will grant their approval. The company itself acknowledged that

this was impossible to do and after threats of law suits from

various consumer organizations in Britain, the company revised

their animal testing policy (14). The company now claims to have

a policy that it doesn't use any ingredients tested on animals

within the past five years. While the policy has been toned

down, it still is impossible to totally achieve even this goal.

The company also side-stepped the policy by excluding certain

ingredients in its products such as pharmaceuticals. It thereby

stated that its animal testing policy didn't apply to

pharmaceuticals (13). It has been noted that The Body Shop didn't

join groups against animal testing until after a number of other

competitors had done numerous things to promote alternatives to

animal testing (20). Both Revlon and Avon had begun working on

alternatives in the early 1980s, as well as funding other

research organizations to find alternatives. These companies

have been active in lobbying the FDA in the U.S. to revise its

requirements for new ingredients and recognize the alternative

testing methods (13). It wasn't until this work started and

became a popular issue that Anita Roddick established an animal

testing policy at all. She then began to speak out against

animal testing in the late 1980s. In 1992, 46.5% of Body Shop
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ingredients had been tested on animals up from 34% in 1991 (14).

This is a disturbing trend for an organization that promotes a

reputation that stands against animal testing.

`Trade Not Aid' Program

The company's `Trade Not Aid' program has been attacked as being

merely a marketing gimmick. The Body Shop has used this program

as the centerpiece of its marketing strategy to promote a

socially conscious image to the public (28). The Roddicks admit

that the programs account for far less than one percent of

product ingredients (11). This figure hasn't increased

significantly over the past several years. This leads to

speculation about the programs themselves. Are they really

products of British chemical companies and other synthetic

sources rather than sustainable harvesting practices in the third

world? The Body Shop also claims to pay "first-world" wages for

third-world products. On numerous occasions, however, the

company has bid down third-world producers and routinely paid

less than other buyers (14).

Environmental Accidents

The Body Shop has had a number of accidents in which non-biodegradable

products were discharged from a New Jersey production facility (23) (21
).
These spills were large spills that went unreported until New Jersey

authorities began their investigation. The New Jersey authorities susp

ected

that these spills were not simply accidents; The Body Shop had routinel

y

discharged wastes from production processes into the sewage

system. The former head of their Environmental Department, David

Brook, who is now a lawyer with the New Jersey Attorney General's

Office, claims the company's policies toward the environment are

"window-dressing" (14). He contends that the company doesn't

promote or have any recycling policies that come close to the

policies they publicly claim to have.

Quality Control Procedures

The Body Shop has had a history of widespread microbial

contamination problems (24). This problem and the limited shelf-life

of its products have forced the company to add a significant

number of preservatives to its products in an attempt to keep

this problem under control. The company has periodically

suspended testing procedures during very busy seasons to save

time and meet demand backlogs (14). The suspension of these

testing procedures violates the Good Manufacturing Practice

Standards which the company claims to follow. There was an
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instance when shampoo contaminated with ecoli bacteria was

shipped to distributors before the test results were evaluated.

By the time the results were evaluated some of the shampoo had

already made it to store shelves. The shampoo was found to have

1,000 times above the accepted limit of ecoli bacteria when the

test results were evaluated (13). The Body Shop has thus

encountered numerous problems with the limited shelf-life of its

products. In one example, Elder Flower Eye Gel had mold growing

inside the bottles and around the lids. When franchisees called

the company to notify them and complain, they were told that the

mold had been tested and harmless so that the product could

remain on store shelves (41).

The cumulative profile of these accusations have been sketched to

show that The Body Shop has a disparity between idealistic

rhetoric and realistic practices. They have used a number of their

policies and programs strictly as a marketing ploy to help

further their image. This is disturbing when considering that a

recent poll revealed that after price and quality, one-third of

Americans consider a company's socially responsible practices as

an economic asset and incentive to buy its products (9). With

the large growth in demand for products that are perceived as

"natural," rather than chemical or artificial, The Body Shop

doesn't appear to be "walking the talk". Although the company

may not be worse than their other competitors, it has held itself

out as a model of social responsibility. It has marketed itself

as environmentally friendly and yet doesn't operate that way

throughout its franchises. The Body Shop story as told by Anita

Roddick and most of the popular media disagree with the story

told by critic Jon Entine. The organization has been praised and

criticized for its social responsibility rhetoric and practices

on all levels (7).

How did the organization violate some environmental practices

that Anita has advocated so strongly? One explanation is the

absence of balance between the entrepreneur's vision for an

organization and a commensurate ability to structure uniform

process in the organization to ensure alignment of rhetoric with

reality. Mismanagement and rapid growth have exaggerated the

lapses in social responsibility integrity. The need to balance

external flexibility with internal control is essential for

sustaining reputation for social responsibility as an economic

asset (27).

One example of combining idealism and realism will illustrate

this point. The issue of animal testing evokes idealistic

repugnance in some when realistic alternatives exist and can be

routinely implemented globally. As technology progresses, a

capacity exists to develop alternatives to the use of tests on

animals. These alternative methods can be just as reliable and
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effective, and they can prevent the suffering of countless

animals. Thus, while Anita has found animal testing unacceptable

in principle because animals should not have to suffer for the

vanity of feminine beauty, she has not uniformly insisted on

global implementation of the latest alternative technologies.

One of the main obstacles to alternative testing methods,

however, is required government testing. A number of the

alternative methods are becoming accepted as alternatives to

animal testing, but it is up to the cosmetics industry to put

pressure on governments to re-evaluate their position on animal

testing and viable alternatives. The practical difficulties of

replacing animal testing need to be faced along with the animal

welfare philosophy of The Body Shop. It is one thing to have a

social responsibility philosophy and another to fully implement

it globally in all franchises.

BALANCED SOCIAL RESPONSIBILITY AS AN ECONOMIC ASSET

The Roddicks, Anita in particular, act based on the ethical

principles of caring and fairness. Her ethical conduct is based

on her personal convictions. She says that she is no looney do-gooder,

traipsing the world hugging trees and staring into

crystals, but she is trying to manage a business that is

concerned and responsive to the needs of the human and natural

communities (31).

Her beliefs were forged in the 1960's, at a time when she would

rather have died, than become the leader of an institution in

corporate Britain or America. Today she runs an international

organization. She is pursuing and is tying to get other

businesses to pursue a path that leads to social and

environmental responsibility. She has watched other businesses

pursue what she calls business as usual, but she has been part of

a smaller movement. A movement that puts idealism back on the

agenda. She calls for a new paradigm, a whole new framework, one

which sees how business can and must be a force for positive

social and environmental change. Businesses must actively do

good things, not just avoid evil (31).

She realizes that the globe is smaller and that businesses move

from country to country searching for lower wages and looser

environmental standards. She has seen companies move from the

U.S. to Taiwan to Malaysia. Now industry is moving into China,

where wages are lower, and so are their environmental standards,

and human rights are suppressed. This movement from country to

country leaves behind toxic wastes and unemployed people. Her

travels have led her to countries where industries can simply

dump their wastes in the local streams. The destruction of the

environment and the health of the native people are being
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sacrificed for profits. Anita calls for trade that respects and

supports communities and families trade that safeguards the

environment, encourages education, heals the sick, values the

work of women, and respects human rights. She calls this

sustainable trade (34). Progress should not be measured by

profits(31). This respect for her stockholders is not to

increase profits, but profits add value to her stakeholders.

Although, the Roddicks have ethically-based principles, to

respond to external social concerns, the Body Shop operation as

an entire organization is another matter. Standard practices at

The Body Shop are based on Anita Roddick's principled convictions

but without consistent, clear, uniform implementation. So the

procedures the employees use may vary dramatically although they

are pressured to conform to her idealistic expectations. The

ultimate goal of an organization is for all employees to

implement practices that accord with the Body Shop principles.

However, this is not what many Body Shop franchises do. Some

employees at The Body Shop may share Anita's principles, but are

unclear about what practices follow from then and how much

process uniformity is necessary to sustain Body Shop integrity in

products and processes.

The first step that Anita must take to restore the organizational

reputation, for balanced social responsibility is to develop a

systematic integration of idealistic vision with realistic

imputs, throughputs and outputs (36). Principles that are

systematically implemented provide the basis for organizational

integrity and the economic benefit of a social responsibility

reputation.

Vision

Vision is the first step in making an organization's social

responsibility reputation sustainable (40). The vision

communicates the direction of the organization as well as the

relationships between the organization and all of its

stakeholders, including the media. The Body Shop should develop

a vision that has the environment as the primary stakeholder in

all its operations. Once the vision has been defined, support

from the franchises is essential to communicate the new vision to

the rest of the stakeholders. These include suppliers,

retailers, manufacturers, consumers, employees, the government

and the local communities within which The Body Shop operates.

The new vision must be communicated so that all members of the

organization understand Anita's prioritized objectives.

Clarifying the prioritized objectives will require reallocated

resources in the organization to help members implement the

vision.
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Inputs

Once the vision and prioritized objectives have been established,

the next step is to analyze the inputs (raw materials, energy and

human efforts) into the organization's products. There are

opportunities for an organization to act in an environmentally

responsible manner along with generating a competitive advantage

and maintaining profitability. The Body Shop needs to evaluate

its inputs and its sources and align its inputs with Anita's

principles. The main opportunity for The Body Shop in this area

lies in harvesting raw materials in a sustainable manner. The

organization has improved in some existing programs by using

renewable resources, but there must be a strong commitment to

sustainable harvesting. The elimination of the use of

nonrenewable petrochemicals and formulas that require inputs that

are harmful to the environment must be addressed in this context.

Since competitors have already taken this step, it is very

important that The Body Shop discontinue the use of this harmful

input throughout the organization.

With the increasing environmental awareness of consumers and the

increasing demand for natural products, The Body Shop should

create a competitive advantage in the cosmetics industry. Anita

has already been very successful at visiting developing countries

and discovering personal care practices used by indigenous

people. Seeking out those ingredients and techniques can prove

to be a significant competitive advantage in the marketplace.

Sustainable inputs are an economic asset, and developing

countries benefit from an equitable exchange that leads to trade

not aid.

Throughputs

An organization such as the Body Shop must reduce energy

consumption, pollution and wastes that are a byproduct of the

production process and ensure quality control processes in making

healthy products. These actions not only benefit the environment

but also have an economic benefit to the organization through

reduced production costs and increased customer satisfaction.

An opportunity for The Body Shop is to increase the use of

recycling in its production process. The organization should

look for ways to recycle and reuse wastes, as well as, ways to

reduce wastes because it has promoted itself as using

environmentally-friendly production processes. With some of the

recent bad publicity with regard to environmental accidents, this

constitutes an area for The Body Shop to install the necessary

controls to prevent future accidents.

The Body Shop also needs to concentrate on evaluating its quality
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production processes and the resources used, as well as, the byproducts

of these processes. Thus, The Body Shop should consider

the use of recycled plastics for bottles for its products. Since

the majority of the company's products are delivered to consumers

in bottles, a major impact could be made by using recycled

plastic instead of virgin materials. Using the recycled plastics

as input would be much different from the recycling the company

now promotes, in which the consumer returns empty bottles for a

refill or cash exchange. Using recycled plastics would enhance

its reputation and set a standard for other competitors in the

industry. This could become another competitive advantage with

the increasing environmental awareness of consumers and help to

drive the price of recycled plastics to less than virgin

materials.

The company may also benefit from investigating how they can use

higher concentration products to minimize product sizes or

increase the uses the consumer receives from a single bottled

product. For example, the use of higher concentrated shampoo

that promotes the use of less shampoo with each washing would

make the product last longer. There have been many instances for

companies in other markets to successfully reduce packaging.

Consumers are also sensitive to marketing a product as "all

natural." This may lead to a limited shelf-life. In an

organization with as many small business franchises as The Body

Shop, attending to throughput operations is essential to restore

quality integrity to products and processes.

Outputs

A sustainable organization also needs to evaluate outputs (the

products and wastes generated) to minimize hazards and pollution

connected with the final product (36). For The Body Shop,

product design and packaging become important indicators of

environmental sensitivity. Minimization of product packaging,

thus, includes everything from the construction of the package to

the materials used for packaging. Since The Body Shop's products

are delivered to consumers in plastic bottles, the company should

continue to promote recycling. This would include making sure

the bottles are of the type that can be recycled. The Body Shop

could also make use of larger sized packages to minimize

packaging. The organization would benefit from the use of Life-Cycle

Analysis in which it would study the effects of product

packaging from cradle to grave and look for ways to minimize

environmental outputs. This would include evaluating secondary

packaging that is used to ship products from production

facilities to distribution centers and to the small business

outlets all over the world. The outputs, therefore, would be

quality products that would affect positive social change

globally, but in a more uniform, coordinated manner.
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