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Executive Summary
This report provides an analysis of the change management process of L'Oréal Paris during the COVID-19 pandemic. Through a PEASTLE analysis and an evaluation of the leadership styles employed, areas for improvement and innovation were identified. Three change management models were critically evaluated and an adaptable one was chosen for implementation in a change management plan. The report recommends prioritizing frequent and transparent communication with employees, prioritizing employee well-being and mental health, and diversifying the supply chain to mitigate the negative consequences of the pandemic. Failure to implement these recommendations may result in decreased employee morale and productivity, increased turnover rates, and potential disruptions to the supply chain, among other risks.
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Introduction 
This report focuses on the change management process of L'Oréal Paris, particularly in response to the COVID-19 pandemic. The report begins with an overview of the company and its background, followed by a PEASTLE analysis to identify the external factors that drove the need for change. It then analyses the leadership styles used by L'Oréal Paris to manage these changes and their impact on the company's organizational culture. Based on the analysis, the report identifies areas where the company could have improved its change management process and areas which need to be innovated due to the current uncertain and complex business environment. The report then critically evaluates three change management models which represents Lewin's, Kotter's and Pettigrew's Models, and selects the most suitable one for L'Oréal Paris. A change management plan is developed based on the chosen model, and the suitable leadership style to implement the strategies is also discussed. Finally, the report concludes with a discussion of the changes that will impact the company's organizational culture.	
[bookmark: _Toc133839985]L’Oréal Paris Overview 
L'Oréal Paris is a multinational company that specializes in cosmetics and beauty products, founded by Eugène Schueller in 1909 (L'Oréal Paris, 2023a). As the largest cosmetics company in the world, it offers a broad range of items including makeup, skincare, haircare, and fragrances in over 150 countries (L'Oréal Paris, 2023b).
Throughout its long history, the company has experienced numerous changes, from diversifying its product portfolio to adapting to changing consumer preferences. A significant milestone in the 1960s was its expansion into the United States, followed by the acquisition of various companies in the cosmetics industry (L'Oréal Paris, 2023b).
In recent years, L'Oréal Paris has made efforts to adjust to evolving social and environmental concerns. In 2013, it launched the "Sharing Beauty with All" sustainability program, which involves a pledge to reduce carbon emissions, water usage, and waste generation, as well as to promote the sustainable sourcing of raw materials (L'Oréal Paris, 2023c). The company has demonstrated its flexibility in adapting to changing markets and societal concerns, allowing it to remain a prominent player in the cosmetics industry.
However, during the COVID-19 pandemic, L'Oréal Paris faced a number of challenges related to supply chain disruptions, temporary store closures, and changes in consumer behaviour. A PESTLE Analysis was conducted and discussed below to identify the external challenges the company have to cope with. 
[bookmark: _Toc133839986]P.E.S.T.L.E. Analysis 
L'Oréal Paris has faced several challenges politically, economically, socially, technologically, and legally in the last decade.
In terms of political factors, L'Oréal Paris has faced challenges related to trade policies and regulations in different countries. For example, the company has had to navigate changes in trade policies between the US and China, which have impacted its supply chain operations (Momin, 2021). Additionally, L'Oréal Paris has had to comply with various regulations related to product safety and labelling requirements in different countries.
Economically, L'Oréal Paris has faced challenges due to fluctuations in currency exchange rates and changes in consumer spending patterns due to the COVID-19 pandemic, said Farmer (2022). However, the company has experienced firm demand for high-end beauty products in its key markets (Spencer, 2022). The pandemic has led to changes in consumer habits, with more cautious spending observed among consumers. Additionally, L'Oréal Paris has had to adapt to changes in retail customer behaviour by utilizing augmented reality technology during the pandemic, stated Jaswal (2022).
Socially, L'Oréal Paris has faced challenges related to changing consumer preferences for sustainable and ethical products. The company has responded by accelerating its transformation towards a model that respects planetary boundaries and supports urgent social and environmental needs (Jaswal, 2022). Additionally, there is increasing demand for personalized beauty products, which presents both opportunities and challenges for L'Oréal Paris. 
Technologically, L'Oréal Paris has had to innovate and adapt to new technologies such as e-commerce platforms and social media marketing. The pandemic has accelerated the shift towards online shopping, with 28% of L'Oréal Paris's sales coming from e-commerce channels (WPP, 2021). The company has also utilized augmented reality technology to enhance the customer experience during the pandemic. 
Legally, Rose (2019) emphasized, L’Oréal Paris has faced challenges related to intellectual property rights, product safety regulations, and ethical concerns such as animal testing. The company has been included on PETA's "do test" list for many years because it refused to adopt a company-wide policy against animal tests (Peta, 2023). However, L'Oréal Paris has stated it does not test on animals and cares for their welfare (L'Oréal Groupe, 2023d). Despite this, the company has been awarded negative marks in a number of categories related to ethics by organizations such as Ethical Consumer (Ethical Consumer, 2023).
In terms of environmental challenges, L'Oréal Paris has recognized the need to accelerate its transformation towards a model that respects planetary boundaries and supports urgent social and environmental needs. Also, The company has faced challenges related to sustainability and ethical issues such as plastic waste reduction and carbon emissions reduction (L'Oréal Groupe, 2023d).
Despite these issues, the company has demonstrated resilience in adapting to changes while continuing to maintain its position as a global leader in cosmetics and skincare. Additionally, the company has recognized the need to address sustainability and ethical concerns in the cosmetics industry. They have made commitments to reduce its carbon emissions and plastic waste, as well as to promote sustainable sourcing of ingredients. As a result, Forbes has compiled a list of 101 companies committed to reducing their carbon footprint, which includes L'Oréal Paris (Morgan, 2019).
The Successful Leadership Styles to Managing Change
L'Oréal Paris has faced various challenges in the past decade, including changes in trade policies, economic fluctuations, changing consumer preferences, and legal and ethical concerns. However, the company has shown resilience in adapting to these challenges and maintaining its position as a global leader in the cosmetics industry.
The leadership styles adopted by L'Oréal Paris appears to be Transformational and Agile. The Transformational leadership focuses on motivating and inspiring employees to work towards a common goal by embracing change and innovation (Chron, 2020). L'Oréal Paris has demonstrated a willingness to adapt to changes and embrace new technologies, such as augmented reality, to enhance the customer experience. These actions suggest that the company is focused on innovation and growth, which are key characteristics of transformational leadership (Bass and Riggio, 2005). Moreover, L'Oréal Paris has made commitments to sustainability and reducing its environmental impact. This shows that the company is focused on creating long-term value for all stakeholders, which is another hallmark of transformational leadership. By prioritizing sustainability, L'Oréal Paris is demonstrating a commitment to the greater good, not just its own profits.
On the other hand, Agile leadership involves the ability to quickly adapt to changing environments and market conditions (Azenha et al, 2020). The company adapted quickly and implemented measures to protect its employees and customers, including utilizing augmented reality technology to enhance the customer experience during the pandemic (L'Oréal, 2020, p. 58-59). L'Oréal Paris's ability to respond quickly and implement innovative solutions demonstrates its adoption of an agile leadership style.
Altogether, it appears L'Oréal Paris has successfully navigated the challenges it has faced by adopting a Transformational and Agile leadership style. These have enabled the company to adapt to changes and embrace innovation, while also focusing on long-term sustainability and value creation for stakeholders.
The Impact of Change on Organizational Culture
The organisation is known for having a culture that values innovation, creativity, and diversity (L'Oréal Groupe, 2023e). The company has a history of encouraging its employees to take risks and experiment with new ideas (L'Oréal Groupe, 2023f), while also emphasizing the importance of collaboration and teamwork. One of the key elements of L'Oréal Paris organizational culture is its focus on diversity and inclusion. The company has made a concerted effort to create a diverse workforce which reflects the communities it serves and has implemented various initiatives to promote equality and inclusivity (L'Oréal Groupe, 2023g). Furthermore, L'Oréal Paris has a reputation for being highly dedicated to sustainability and social responsibility. The organization has established ambitious targets for mitigating its environmental footprint and has launched several initiatives to promote various social causes (L'Oréal Paris, 2023c).
However, due to the Covid-19 pandemic the organisation had a significant impact on organizational culture, forcing the company to prioritize the safety and well-being of its employees and customers. To address this, L'Oréal Paris implemented new safety protocols such as providing personal protective equipment and social distancing measures in its stores (L’Oréal Paris, 2023). The company also had to shift its marketing strategies to cater to the new demands of its customers, launching virtual makeup try-on tools and a new virtual makeup service that allowed customers to try on products through augmented reality technology. Additionally, the pandemic led to a greater focus on digital innovation and technology, with L'Oréal Paris incorporating virtual reality and artificial intelligence into its beauty products and services (L’Oréal, 2021). The company also faced supply chain disruptions and responded by increasing local production and sourcing of raw materials while implementing digital tools to optimize its supply chain.
Considering all these information, L’Oréal Groupe have been implemented several changes in the recent years including digital transformation and a shift towards sustainability. These changes have impacted the values, beliefs, and behaviours of employees, leading to a shift in the organizational culture both positively and negatively. Even though, the development and implementation of change can have a significant impact on the organizational culture of a company, in the case of L'Oréal Paris, the emphasis on innovation, collaboration, and sustainability has led to a more dynamic and socially responsible culture within the organization.
[bookmark: _Toc133839987]Organizational Change in the Age of Volatility
L'Oréal Paris successfully navigated the challenges brought on by the COVID-19 pandemic, but there were areas where they could have improved their change management process. One area for improvement was communication. During the initial stages of the pandemic, L'Oréal Paris could have communicated more frequently and transparently with their employees. According to Fernandez and Shaw (2020), clear communication from leaders is crucial in times of crisis, as it helps to alleviate anxiety and build trust among employees and stakeholders.
Also, employee well-being and mental health could have been better prioritized. The sudden shift to remote work and uncertainties caused by the pandemic may have taken a toll on employees' mental health. Organizations that prioritize employee well-being tend to have more engaged and productive employees (Haddon, 2018). Plus, according to the research, L'Oréal Paris could have made greater efforts to diversify their supply chain to minimize the impact of disruptions caused by the pandemic (De Smet, Gagnon, and Mygatt, 2021).
Moreover, in the current volatile and uncertain business environment, L'Oréal Paris may need to change its leadership style, organizational structure, and culture to adapt to the changing landscape. Therefore, adopting a more visionary leadership style may be key to the organization's success. As Collins and Porras (1996) stated, successful companies in turbulent environments often have visionary leaders who inspire employees to work towards a common goal. In addition, an organization with a flatter and more organic structure which allows for flexibility and rapid adaptation may also be better suited to respond to changing circumstances (Tushman and O'Reilly, 1996). Lastly, a culture that values innovation, risk-taking, and adaptability may be better suited to thrive in a rapidly changing business environment (Schein, 2010, p. 313). Successful companies often have a strong and cohesive organizational culture that supports the organization's strategic goals.
[bookmark: _Toc133839988]Change Management Models
In this section three change management model are critically evaluated and discussed in order to demonstrate and understand its advantages, disadvantages, and effectiveness. Afterwards, one of the models have been chosen and implemented for L’Oréal Paris change management. 
[bookmark: _Toc133839989]Lewin’s Change Management Model
Lewin's Change Management Model is a well-established framework which assists organizations in managing change by offering a straightforward and efficient approach to navigating the transition. Created by Kurt Lewin during the 1940s, this model comprises three stages, namely "unfreezing, changing, and refreezing" (Burnes, 2019).
The unfreezing stage involves preparing the organization for change by creating awareness of the need for change, identifying the areas that need to be changed, and creating a sense of urgency. This stage is critical because it helps to overcome the resistance to change that often exists in organizations (Hussain and et al., 2018). The second stage, changing, involves implementing the actual changes. This stage can be challenging as it involves moving the organization from its current state to the desired state. It requires effective communication, support, and leadership to ensure the changes are implemented smoothly and effectively (Hussain and et al., 2018). The final stage, refreezing, involves reinforcing the changes that have been made and making them permanent. This involves integrating the changes into the organization's culture, policies, and procedures to ensure they are sustainable in the long term (Hussain and et al., 2018).

The benefits of using this model include its straightforward and adaptable framework that can be useful in various scenarios. Further, the model recognizes the importance of adequately preparing the organization for change and managing resistance to change (Errida and Lotfi, 2021), which can improve the chances of success.
However, one of the disadvantages of Lewin's Model is a linear model which does not consider the complexity of change in organizations (Hussain and et al., 2018). Change in organizations is often a messy and unpredictable process that cannot be easily divided into three stages. Another disadvantage is that the model does not provide guidance on how to deal with resistance to change (Errida and Lotfi, 2021), which can be a major obstacle to successful change.

Despite that, an example of how the Lewin's Change Management Model can be applied is in the implementation of a new technology system in a manufacturing company. The unfreezing stage would involve creating awareness of the need for the new system, identifying the areas that need to be changed, and creating a sense of urgency. The changing stage would involve implementing the new system and providing training and support to employees. The refreezing stage would involve integrating the new system into the company's culture, policies, and procedures to ensure its sustainability.
In general, this model is a simple and effective framework which could be used to manage change in organizations. By creating awareness, overcoming resistance to change, and reinforcing the changes, organizations might be able to increase their chances of success. While this model may not be suitable for all types of changes, yet it remains a valuable tool for managers who are looking to implement change in their organizations.
[bookmark: _Toc133839990]Kotter’s Eight Step Model of Change
Kotter's model of change management is a framework designed to help organizations manage and implement changes effectively. It was created by John Kotter and comprises eight interconnected steps that organizations can follow to accomplish successful change (Aldemir, 2010). The eight steps are as follows:
1. Generate a compelling reason and urgency for change.
2. Build a coalition of supporters and advocates for change.
3. Develop a clear vision and strategy for the desired future state.
4. Communicate the vision and strategy in a persuasive and accessible way.
5. Enable and empower employees to take action towards the desired change.
6. Create and celebrate short-term successes and milestones to maintain momentum and motivation.
7. Consolidate and build on the gains achieved so far and keep driving further change.
8. Embed and anchor the new approaches, behaviours, and practices in the organization's culture and values to ensure long-term sustainability.
Kotter's change management model begins by generating a sense of urgency among stakeholders, so that they recognize the necessity of change. The second step involves constructing a coalition of advocates who can guide and manage the change process. The third step entails crafting a distinct vision and strategy for the change, which must be communicated effectively to all stakeholders. The fourth step involves disseminating the vision and strategy to all stakeholders, to ensure their comprehension and endorsement of the change (Kourdi, 2009, p. 129-130).

Empowering employees to act and contribute to the change initiative is the fifth step. The sixth step involves generating short-term triumphs, which can generate momentum and augment support for the change. The seventh step involves consolidating the gains achieved and instigating further change, to maintain the momentum and ensure the change's success. Finally, the eighth step involves anchoring the new techniques and practices in the organization's culture, to ensure that the change becomes a permanent and sustainable feature of the organization (Kourdi, 2009, p. 129-130).

One advantage of Kotter's model is that it provides a clear and structured approach to change management, which can help organizations avoid common pitfalls and mistakes. The model emphasizes the importance of communication, collaboration, and employee empowerment, which are all critical factors for successful change. Additionally, the model is flexible and can be adapted to different types of organizations and change initiatives (Mind Tools, 2022).

However, there are also some potential disadvantages to the model. One criticism is that it can be overly simplistic and may not fully account for the complexities and nuances of real-world change management. Additionally, some experts argue that the model does not place enough emphasis on the role of leadership and the importance of addressing resistance to change (Cameron and Green, 2015, p. 83).

Despite these limitations, many organizations have successfully used Kotter's model to manage and implement change. For example, General Electric used the model to transform its culture and operations in the late 1990s, leading to significant improvements in financial performance and employee engagement (Kotter, 2001).

Generally speaking, Kotter's eight-step model of change provides a useful framework for organizations looking to manage and implement change. While the model has its advantages and disadvantages, it offers a structured and flexible approach that can be adapted to a wide range of situations. By following the model's steps and emphasizing communication, collaboration, and employee empowerment, organizations can increase their chances of success and achieve their desired outcomes.
[bookmark: _Toc133839991]Pettigrew’s Model of Change
The Pettigrew Model of Change, developed by Richard Pettigrew in 1987, is a theoretical framework that helps managers implement organizational change effectively. The model consists of three phases which are initiation, implementation, and institutionalization (Pettigrew, 1987).

During the initiation phase, the need for change is identified, objectives are set, and a plan for implementing the change is created. The implementation phase involves carrying out the plan, monitoring progress, and making any necessary adjustments. The institutionalization phase involves embedding the change within the organization's culture and practices to ensure that it is sustained over time.

One of the advantages of the Pettigrew Model is that it provides a clear structure for managing change within organizations (Bouckaert and Van de Walle, 2003). According to the model, involving stakeholders in the change process is crucial as it can enhance their acceptance and support of the change (Holt et al., 2007).

However, the model also has some limitations. It assumes a linear progression through the three phases, which may not always be the case in reality (Bouckaert and Van de Walle, 2003). Additionally, the model may not be suitable for all types of organizational change, as some changes may require a more iterative or flexible approach (Lam, 2004).

Research has shown mixed results regarding the effectiveness of the Pettigrew Model. Some studies have found that organizations that use the model are more likely to successfully implement and institutionalize change (Holt et al., 2007), while others have found no significant difference between organizations that use the model and those that do not (Lam, 2004).

For instance, a catering company is identifying the need to improve its customer service in response to feedback from clients. In the initiation phase, the company's management team is setting objectives for improving customer service and forming a project team to oversee the process. The team includes representatives from various departments, including catering, service, and sales. In the implementation phase, the company is beginning to implement changes such as providing additional training for staff, improving communication with clients, and developing new procedures for handling customer complaints. The team is also conducting regular reviews of progress and adjusting as needed. In the institutionalization phase, the company is working to embed the new customer service practices into its culture and operations. They are making it a part of staff training and development, regularly reviewing, and updating procedures, and providing ongoing support to staff to ensure that the new practices are sustainable and effective in the future.
[bookmark: _Toc133839992]Managing Change at L'Oréal Paris: Kotter's Eight Step Model
Considering the challenges that L'Oréal Paris faces and the unpredictable nature of the business environment, the most appropriate approach to managing the necessary changes would be to use Kotter's eight-step model of change. As Kourdi (2009, p. 129-130) emphasized, this model offers a systematic framework for leading change and highlights the significance of creating a sense of urgency, building a strong coalition of supporters, achieving early successes, and embedding new practices into the company's culture to ensure long-term impact.
Fernandez and Shaw (2020) discussed, a clear communication from leaders is crucial in times of crisis, as it helps to alleviate anxiety and build trust among employees and stakeholders. L'Oréal Paris in this case could benefit from more frequent and transparent communication with employees, prioritizing employee well-being and mental health, and diversifying their supply chain to minimize the impact of disruptions caused by the pandemic (The White House, 2021, p. 26-29). These steps align with Kotter's emphasis on establishing a sense of urgency, forming a powerful coalition, and creating short-term wins to build momentum.

Furthermore, adopting a more visionary leadership style, flattening its organizational structure, and promoting a culture that values innovation, risk-taking, and adaptability may also be beneficial for L'Oréal Paris in the current volatile business environment. According to Collins and Porras (1996), successful companies in turbulent environments often have visionary leaders who inspire employees to work towards a common goal. Tushman and O'Reilly (1996) suggested, a flatter and more organic organizational structure allows for flexibility and rapid adaptation. And Schein (2010, p. 313) argues, a culture that values innovation, risk-taking, and adaptability is better suited to thrive in a rapidly changing business environment. These steps align with Kotter's emphasis on creating short-term wins and anchoring new approaches in the organization's culture to ensure sustainability.

Overall, Kotter's eight-step change management model is the most appropriate framework for L'Oréal Paris to implement the necessary changes. The model highlights the significance of creating a sense of urgency, building a strong coalition, achieving quick wins, and embedding new approaches into the organization's culture to ensure sustainability, all of which are relevant to L'Oréal Paris' present circumstances.
[bookmark: _Toc133839993]Change Management Plan & Step-by-Step Process
Change management is the process of planning, implementing, and monitoring changes to achieve organizational goals effectively. In the case of L'Oréal Groupe, the plan aims to address the issues of communication, employee well-being, and supply chain diversification while also focusing on leadership style, organizational structure, and culture.
Step 1:
The first step in Kotter's model is to create a sense of urgency among employees. L'Oréal Paris needs to communicate to employees the need for change and the potential consequences of not changing. For example, the organization could emphasize how the pandemic has affected the business environment and highlight the potential risks of not adapting to the new environment. And the company might create a task force to identify the most pressing issues and set a timeline for addressing them (Cameron and Green, 2015, p. 104-107).
Step 2: 
To implement change, L'Oréal Paris needs to form a coalition of leaders who can drive the change process. The coalition should include employees from different levels and functions of the organization. These leaders should be able to communicate the need for change and inspire others to support the process. For instance, the company could include senior leaders, managers, and frontline employees from various department who can help identify areas for improvement (Kotter, 1995).
Step 3: 
The third step is to create a clear and compelling vision for change. L'Oréal Paris needs to communicate a vision to inspires employees and aligns with the organization's strategic goals. The vision ought to be specific and measurable to ensure that progress can be tracked. In their case, they could communicate a vision to prioritize employee well-being and mental health by offering resources such as counselling, meditation sessions, and flexible work arrangements (Chenoweth, no date).
Step 4: 
Communication is critical in change management, and L'Oréal Paris needs to communicate the vision of change to all employees. The communication should be clear, frequent, and transparent. The company should use multiple channels to reach employees, including emails, newsletters, virtual town hall meetings, and one-on-one conversations. In addition, the communication should emphasize the benefits of the change and how it aligns with the organization's values and goals (Cameron and Green, 2015, p. 114).
Step 5: 
L'Oréal Paris needs to empower employees to act on the vision of change. This involves removing barriers to change and providing employees with the resources they need to implement the change. An example, the company could invest in technology to facilitate remote work, offer training programs to support new ways of working, and establish feedback mechanisms to enable continuous improvement (Cameron and Green, 2015, p. 71).
Step 6: 
Creating short-term wins is crucial in change management because it helps build momentum and reinforces the benefits of the change. L'Oréal Paris needs to identify quick wins that demonstrate progress towards the vision of change. As for, the company could celebrate achievements such as increasing employee engagement, reducing absenteeism, and improving the diversity of its supply chain (Errida and Lotfi, 2021).
Step 7: 
After creating short-term wins, L'Oréal Paris needs to consolidate gains and produce more change. This involves institutionalizing the change and embedding it in the organization's culture and processes (Errida and Lotfi, 2021). Therefore, the company could incorporate employee well-being and mental health into its policies and procedures, establish diversity and inclusion metrics for suppliers, and allocate resources to support innovation and risk-taking.
Step 8: 
The last stage of Kotter's change management model is to integrate the new approaches into the organization's culture, thus, they become part of its identity and values. To achieve this, L'Oréal Paris must continually reinforce the change and emphasize its significance to its employees. Such this, to promote a culture of innovation, they could establish a training and development program for employees to develop their creativity and problem-solving skills (Cameron and Quinn, 2006, p. 51-57). Also, the organization could implement a rewards and recognition system which recognizes employees who contribute innovative ideas or solutions (Lawler III, 2018, p.117-120). Eventually, L'Oréal Paris may use internal communication and branding campaigns to promote the importance of innovation and encourage employees to embrace change and take risks.
[bookmark: _Toc133839994]Transformational Leadership for L'Oréal Paris Change Management
Keeping the transformational leadership style would be suitable for initiating and implementing the strategic change for L'Oréal Paris because it focuses on inspiring and motivating employees to work towards a shared vision. As mentioned above, this leadership style emphasizes the importance of communication, vision setting, and empowering employees to take ownership of the change process (Bass and Riggio, 2005). By providing employees with a clear vision of the change and the benefits it will bring, transformational leaders can create a sense of purpose and commitment among employees (Chron, 2020). This can lead to increased engagement, creativity, and innovation, which are critical components of successful change management.
Furthermore, transformational leaders are typically skilled at building relationships and developing trust with employees (Bass and Riggio, 2005). This can be particularly important during times of change when employees may feel uncertain or anxious about the future. By building trust and fostering open communication, this leadership style can help employees feel supported and motivated to work towards the shared vision of change. Ultimately, a transformational leadership approach should help L'Oréal Paris successfully initiate and implement strategic change by creating a positive and engaging work environment which encourages employees to embrace the change process.
[bookmark: _Toc133839995]The Impact of Change Management on L'Oréal Paris' Culture
The change management strategy proposed for L'Oréal Paris will have a significant impact on its culture, as it involves addressing communication issues, prioritizing employee well-being, and diversifying the supply chain. The eight-step change model suggested by Kotter (1995) highlights the importance of incorporating adjustment into an organization's culture, which will require consistent efforts by L'Oréal Paris.
One potential effect of the change management strategy is an emphasis on innovation and risk-taking. By promoting a culture of transformation, L'Oréal Paris may generate novel ideas and products that also satisfy customers' needs, and by encouraging risk-taking, it could become more agile and better equipped to respond to modern challenges and opportunities (Cameron and Green, 2015). 
Another impact is an increased focus on employee welfare and mental health. By prioritizing worker well-being, L'Oréal Paris can foster a more supportive and engaging work environment that promotes creativity and innovation. By offering resources such as counselling and meditation sessions, the company can reduce stress and improve their general health and well-being (Chenoweth, no date).
A third impact is an increased focus on diversity and inclusion. By diversifying the supply chain and establishing metrics for measuring diversity and inclusion, L'Oréal Paris can better serve a broader range of customers and attract and retain a more diverse workforce. Ultimately, bringing up a more inclusive work environment may foster creativity and innovation by drawing on the diverse perspectives and experiences of its employees (Brimhall and Mor Barak, 2018).
[bookmark: _Toc133839996]Conclusion 
In this report it has been discussed regarding the change management process of L’Oréal Paris. Firstly, an overview of the company was discussed, then a PEASTLE analysis was conducted to identify the external factors that drive to change caused by the pandemic due to Covid-19. Afterwards, it was analysed the leadership styles they have approached to manage these changes at that time and how it has impacted its organisational culture. Accordingly, it has been identified some areas where they could have done greater in process of change management, and the other areas that needs to be innovate because of the current uncertainty, volatility, complexity, and ambiguity in the business environment. To make these changes, three change management models have been critically evaluated and chosen the adaptable one to implement in the process of innovation for L’Oréal Paris.  In the subsequent section, based on that model, a change management plan was developed and recognised the suitable leadership style to implement these strategies step-by-step were discussed. In the final section, these changes that are going to impact the organisational culture were discussed as well.
[bookmark: _Toc133839997]Recommendations
To address the challenges faced by L'Oréal Paris during the COVID-19 pandemic, there are some recommendations which could be implemented.
First, L'Oréal Paris should prioritize frequent and transparent communication with employees, especially during times of crisis. It should be implemented in the short-term by establishing regular communication channels and providing opportunities for employee feedback. Secondly, the organisation should prioritize employee well-being and mental health. These efforts might be implemented in the short and mid-term and can have positive effects on employee engagement, retention, and productivity.
Lastly, they should consider diversifying its supply chain to minimize the impact of disruptions caused by the pandemic. This can be achieved in the long-term by identifying potential suppliers in different regions and developing relationships with them. By diversifying the supply chain, L'Oréal Paris can reduce its reliance on a single source and mitigate the risks associated with disruptions.
If L'Oréal Paris does not implement these recommendations, they may face negative consequences such as decreased employee morale and productivity, increased turnover rates, and potential disruptions to the supply chain. Moreover, failure to prioritize employee well-being may result in legal liabilities and damage to the company's reputation. As a result, it is important for L'Oréal Paris to implement these recommendations to mitigate the potential negative consequences of the challenges brought on by the COVID-19 pandemic.
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