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WHEN DID YOU STOP BELIEVING ANYTHING WAS POSSIBLE?



MORE THAN 
SKIN DEEP

Hailing as the Trojan horse of the BEAUTY 
INDUSTRY, this ETHICAL brand is steadfastly 
championing bullsh*t-free SUSTAINABILITY – 

and the viability of full-profit FOR GOOD.
WORDS KERRIE DAVIES

COMMUNITY TRADE SUPPLIERS 
IN NORTHERN NAMIBIA, AFRICA: 
EUDOFANO WOMEN WITH 
BASKETS OF MARULA KERNELS 



> SECTION

Christopher Davis has won three 
awards in his life. The first was 
for ‘nicest child in school’ when 
he was eight years old. The 
second was for ‘worst rugby 
captain’ at his secondary school. 
And the third was a United 

Nations Business Leaders Award for his work 
with Anita Roddick, founder of The Body Shop, 
on raising awareness and changing laws to protect 
women against sex trafficking. 

   Now the international director of campaigns 
and corporate responsibility at The Body Shop, 
Christopher regales the tale at Sydney’s  
Shangri-La Hotel, where, in the foyer bar, jars  
of honey harvested from the hotel’s rooftop 
beehive colony sit overlooking Sydney Harbour.  
It must be one of the best views from a beehive  
in the world. 

   The bees are part of the hotel’s sustainability 
program, which, along with corporate social 
responsibility, are buzzwords (pardon the pun) in 
today’s eco-conscious corporate environment. Yet 
when Anita Roddick opened her first The Body 
Shop store, squeezed between two funeral parlours 
in Brighton, UK, in 1976, she was decades ahead 
and this, Christopher says, was part of her ability 
to foresee what was coming next. 

   “She told me I should go and work for her,” 
says Christopher, who joined The Body Shop 
after meeting Anita while working with Save The 
Children. “It was more an order, and I’ve been 
there ever since. Anita was a woman leading a 
business in a man’s world. She was an activist. 
There were so many things she cared for deeply.”

   Anita was awarded an OBE (Order of the 
British Empire) for her human rights work and a 
DBE (Dame Commander of the British Empire) 
for her environmental work. She also amassed at 
least 20 other high-profile honours, from 1996 

Philanthropist of the Year in 
the UK to a United Nations 
Environment Programme 
mention. She passed away  
in 2007, aged 64. 

   “Stop Sex Trafficking was 
the last campaign we built 
with Anita,” says 
Christopher. “She was 
amazing at seeing what was 
coming on the public agenda 
– social or environmental –   
way before anyone was 
talking about it. She said, ‘We 
need to do something [about 
sex trafficking]; this is what’s 
happening.’ The day before she passed away, we 
worked on the campaign together. We changed  
23 laws around the world and collected 260,000 
signatures in Australia alone.”

   It’s a legacy that has lasted for those who, like 
Christopher, are committed to the fundamental 
ideals pioneered by Anita and The Body Shop as 
an ethical beauty brand, championing products 
without animal testing and eschewing anti-ageing 
marketing (they do have skincare ranges with 
anti-ageing benefits, but say their intent is to 
promote a positive attitude to ageing rather than 

CHRISTOPHER 
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INTERNATIONAL 
DIRECTOR OF 
CAMPAIGNS AND 
CORPORATE 
RESPONSIBILITY

sell products loaded with false promises). Just this 
year, they announced a bold new CSR strategy 
plan with 14 new measurable targets to reach by 
2020, from ensuring 100 per cent of natural 
ingredients are traceable and sustainably sourced 

to ensuring 70 per cent of 
total product packaging  
doesn’t contain fossil  
fuels and helping 40,000 
economically vulnerable 
people get work.

Challenged about this 
when she sold The Body 
Shop for £652 million to 
cosmetics giant L’Oréal in 
2006, the year before she 
died, Anita famously 
responded that The Body 
Shop would be L’Oréal’s 
Trojan horse, changing the 
beauty industry from 
within one of its biggest 

walled fortresses. Today, L’Oréal’s website states it 
no longer tests any of its products or ingredients on 
animals, except where it’s demanded by regulatory 
authorities, instead focusing on alternative  
testing methods.

   Like Apple and other brands largely built 
on the cult of personality, The Body Shop has 
continued after the passing of its famous founder, 
with chairman and CEO Jeremy Schwartz now  
at the helm. 

   “It’s a privilege to lead a company founded 
by someone so original and energetic as Anita 
Roddick,” says Jeremy, who leads a global workforce 
of 22,000 employees. “Anita’s spirit of creativity and 
entrepreneurship is very important to me personally, 
and something I like to encourage. >  

She was amazing 
at SEEING what 

was coming on 
the PUBLIC 

AGENDA – social or 
environmental – way 

before anyone was 
TALKING about it. 
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COMMUNITY TRADE 
PARTNER IN SOUTH 
MOROCCO: BERBER 
WOMEN CRACKING 
ARGAN OIL NUTS 

COMMUNITY 
TRADE PARTNER 

IN MARANHÃO, 
BRAZIL, BREAKING 

BABASSU NUTS 
TO PREPARE FOR 

PRESSING

COMMUNITY TRADE 
BABASSU OIL FROM 
MARANHÃO, BRAZIL

LANDSCAPE SHOT OF JAPAN, 
WHERE CAMELIA OIL IS 
SOURCED FOR JAPANESE 
CAMELIA CREAM FROM THE SPA 
OF THE WORD RANGE

DAME ANITA RODDICK



We can make anything happen if we want it enough 
and that’s how Anita worked too.  

   “So many companies of all sizes, in all industries 
and from all over the world, were inspired by her 
vision and what she was able to achieve, but while I 
run a business that remains true to Anita’s principles 
of a for-profit business as a force for good, I make my 
own choices – we must have a relevant business for 
today, responding to our customers and the needs  
of the world today,” he says. 

   “It’s about being true to who you are and not 
compromising who you are. I’m good at what I do, 
because I’m me. Being authentic is inspiring. The 
people I find most inspiring are true  
to themselves and  
do it from their  
heart,” Jeremy  
says. “They can tell  
people a story – this is 
why I believe in this.”

  Yet he recognises that 
while once The Body’s 
Shop’s campaigning was 
a point of difference, 
now there are companies 
eagerly ‘pinking’ (breast 
cancer branding), ‘greening’ (environmental branding) 
and ‘rainbowing’, as seen at the recent Sydney Gay and 
Lesbian Mardi Gras. He argues that corporate social 
responsibility is the new black. 

   “There’s a lot of corporate talk about, ‘We are 
the most ethical,’” he says. “There is an armament 

It’s about being 
TRUE to who 

you are and not 
COMPROMISING 

who you are. 
company selling a pink gun for 
breast cancer! It’s bizarre. We 
are transparent. Transparency 
is about telling who we are and 
being accountable.”

   This year marks The Body Shop’s 
40th birthday and while it isn’t having a 
mid-life crisis, hemp is involved. (Hemp 
has been referred to as marijuana’s ‘sober 
cousin’, which flourishes and improves soil 
health for food crops, is carbon negative, 
and is fast-growing like a weed, hence its 
nickname.) Reflecting Anita’s social and 
environmental grasp of the zeitgeist, Christopher 
and his colleagues are championing a Limited Edition 
Hemp Hand Cream. The tube’s artwork is by a  
well-known London street artist and will raise money 
for The Body Shop Foundation. The company has 
also recently introduced two new premium ranges  
of products, Spa Of The World and Oils of Life, as  
part of a reposition in the marketplace.         

   “Our recent ranges, Spa of the World and Oils of 
Life, show how we’ve evolved,” says Jeremy, adding 
that the first step to any brand redirection is to listen 
to what customers want and then make sure you 
respond to the feedback. 

   “We are a well-loved and trusted brand and to 
keep that love and respect today, we have to show 
we’re serious about what we stand for,” he says. “But 
we do it in a way where we don’t take ourselves too 
seriously. We’ve always been irreverent and able to 
poke a little fun.

   “I’m rarely in a suit,” he says. “As for being  
a hippy, that’s not quite me either.  But I do relish 
unusual ways of doing business; I like to challenge 

myself and others to come  
up with different ways  
of seeing and doing things.”

   The wider mantra of The 
Body Shop is ‘Enrich Not 
Exploit’ and at 40, it’s clearly 
the mother of the conscious 
beauty industry. 

“The Body Shop has a huge 
influence,” says Jeremy. “We’re 
in 65 different countries 
around the world, from 
Australia to Saudi Arabia,  
from Russia to Taiwan.”

   According to Business Wire, within the wider 
US$460 billion dollar cosmetic market, organic 
products are an industry trend that is a response  
to “growing concerns on the long-term effects  
due to usage of cosmetics.” The report also  
tipped a focus on packaging, which for The  
Body Shop is particularly relevant given their  
investment in the innovative eco-plastic  
AirCarbon, made out of recycled methane.

“I was asked at a talk, ‘Tell me about the 
bullsh*t,’” says Christopher. “I thought, what 
do you mean, ‘bullsh*t?’ Oh, the packaging! In 
testing it works, and we are going through further 
tests, and we can use it. We’ll start with caps and 
go further.”

   Think of it as The Body Shop’s birthday present 
to itself, alongside the hemp cream. There’s more  
to come, with the company’s ‘biobridges’ –  

which build biodiversity to regenerate areas  
that are degenerated and have threatened  
species – to be launched in June this year. 

   “We look at those places where we have 
ingredients, and where people derive income. 
Every transaction will plant a square metre  
[of plants] in a biobridge area,” explains 
Christopher. “You add up all the purchases… 
corporations have the power to change things  
in a way nobody else does. We thought, ‘What  
do we want to do in the next 40 years?’ 

“We decided, we could look at what the planet 
needs and construct our strategy 
that way. We are custodians of 
the business and we need to 
honour [Anita’s] achievements 
and build on them. If we had 
made another choice, she would  
have said, ‘You can do so  
much better.’ 

   “We are still doing what we 
have always done but we’re going 
to do it bigger than before and 
on a scale not seen before in our 
industry. We’ve targeted to reach 
40,000 economically vulnerable 

people through our supply chain. We pioneered 
community trade and we are the strongest in the 
industry and we are going to double it,” he says. 
“We have a responsibility as The Body Shop to  
be trailblazers in sustainability. It’s our heritage.  
But that’s not enough. The planet is in such  
a state. There’s no point being incremental now.  
We have to gear a company to what the planet needs 
and to be profitable. That’s what Anita did that was 
so different. You can be full-profit, and be a force 
for good.” 

We’ve targeted 
to reach 40,000 

economically 
VULNERABLE 

people through our 
supply chain. JEREMY SCHWARTZ, 

CHAIRMAN AND CEO

HARVESTED 
ALOE VERA 
PLANTS FROM 
A COMMUNITY 
TRADE PARTNER 
IN MEXICO

STORE AT LE FORUM 
DES HALLES, PARIS

LE FORUM DES 
HALLES STORE, PARIS

SPA OF THE 
WORLDTM 

RELAXING 
RITUAL RANGE

COMMUNITY TRADE 
PARTNER, TUNGTEIYA 
SHEA EXTRACTION 
WOMEN’S ASSOCIATION 
IN GHANA, BEATING 
MILLED SHEA NUTS
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