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WHERE IS BATH AND BODY
WORKS GOING WRONG?



BRAND BACKGROUND
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e FOUNDED BY LES WEXNER IN
1990, INITIALLY AS A BEAUTY

LINE FOR HIS RETAIL PRODUCTS:
COMPANY, THE LIMITED. LOTION, CANDLES, SOAPS,HAND

SANITIZERS, BODY SPRAY, AND
INDEPENDENT, PUBLICLY BATH PRODUCTS WITH SEASONAL

TRADED COMPANY FRAGRANCES

MODEL: SEASONAL
LAUNCHES, PROMOTIONS,
LOYALTY PROGRAM.

e MARKET: STRONG BRAND,
AFFORDABLE

INDULGENCE, LOYAL
o 1904 AMERICAN STORES, PLUS , CUSTOMER BASE.

E-COMMERCE AND
FRANCHISES.
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INDUSTRY

How is the industry changing’?

Shifting Consumer Spending & Economic

Industry movino to e-commerce
Pressure N 2

Digital & Omnichannel Shopping Increasing oS SoERT

4%

1691 Increased competition nperson

(Forbes)



Social Media / Influencer Markeiing

What are the
current trends in
the industry?

lean ingredienis

Sleek Modernized branding

NEXT



COMPE TENCIES

What is Bath and Body Works competitive advantage?

Strong Brand Recognition & Emotional
Connection

Powerful Loyalty Program

Engaging In-Store Experience

NEW K TAP-WORTHY




CONSUNICRS

(Core consummers: Loyalty Member €ffect on Sales
e Women, 25- 34, disposable middle income, Non Loyalty Members
20%
in the US or Canada

e Holiday Shoppers

New consumers:
e Gen 7/ Gen Alpha

Loyalty Members
80%



HOW ARE COMPE TTTORS
=VOLVING?

= & &

The Body Shop: Victoria's Secret: Lush:
Sleek/minimalistic Global awareness Actively pushing for
marketing design sustainability and clean

ingredients



BATH AND BODY WORKS SWO |
ANALY SIS

Strengths Weaknesses
e Adaptability and consumer appeal e Brand has an over commercialized
(COVID) image/mall-based
e | oyal Customer Base e Weak digital presence
e Customer experience e |imited international reach
e Diverse Product Portfolio e Sustainability/environmental concerns
Opportunities Threats
e Market for sustainable products is ¢ |ntense competition
growing e Fast changing trends
e E-commerce expansion e Economic downturn (not a necessity
e Technological improvements (Al) product)

e Brand collaborations e Rising supply chain costs



@ conneciing wiih gen z/gen alpha
<:> mall dependence

@ rising compeliiion



THANK YOU FOR
IS TENING!



