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Executive Summary

Moiselle International Holding Limited has been chosen to be the targeted company for an
analytical report for a radical change to overcome the continuous deficits from 2015 onwards.
The competitors had outperformed them on the luxury brand, it failed to transform its status
from a traditional luxury brand to an outstanding one with a more innovative and
environmental focus. An in-depth analytical study is conducted with collaborative approach
to evaluate the internal and external environment for improvements. Application of theories
and framework such as the Force Field Analysis is adopted to reveal the internal blockades as
well as the unutilized opportunities toward sustainability and digital commerce. The change
model of Lewin is applied to overcoming these challenges and put Moiselle in a good place to
compete in a rapidly-changing world of fashion in Asia. The outcome of change management
suggests that Moiselle needs to hire strategically, embrace sustainability and speed up digital
transformation to succeed. The change model of Lewin offers some form of guidance, and

Gucci and LVMH offer tried and tested reference points.
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1. Introduction

Many organizations are struggling with the tension between stability and change,
especially experienced previous business success (Lin et al., 2019, Heracleous and

Bartunek, 2020). These are related to "success trap" and "innovator paradox™ (Jay,
2013; Wang, Senaratne and Rafiq, 2015). Achievement of successful organizations
are not easy, that experienced a series of "try-and-error" to build a reliable, stable and
structured business model. These might lead the complacency from past success,
believing the existing strategies will always work. At the same time, the concept of risk
aversion lead some of the organizations resisting to change (Hubbart, 2023). However,
in today's fast-moving and competitive business environment, organizations across
sectors face a pressure to adapt the change or risk obsolescence (McLaren, Hoorn
and Fein, 2022). This imperative is particularly evident in the fashion industry, where
external environmental factors are continuously changing such as technological
advancements, sustainability mantra, and shifting consumer habits are fundamentally
disrupting traditional business models (Monferdini and Bottani, 2024). Some of the
fashion companies are seeking or conducting a radical transformation to gain the
competitive advantage. There is no exception in Moiselle International Holding Limited
(Moiselle). This paper firstly provides an introductory on the background of current
change initiative in Moiselle, outlining the report's purpose and methodology. Next, it
adopts force field analysis as a diagnostic framework to identify and assess the driving
and resisting forces influencing the change process. Following this assessment, an
appropriate change model will be selected and analyzed to develop a structured
change plan for Moiselle. Finally, based on insights from both the force field analysis

and change model, coupled with an evaluation of both internal and external



environment. Effective strategies will be proposed to ensure successful

implementation of the organizational change in Moiselle.

1.1 Background of current change initiatives in Moiselle

Moiselle has successfully built a luxury and high-end Hong Kong-based women
fashion brand, with a group of loyal consumer and sustained profit. However, since
2016, Moiselle has been facing a pressure to conduct the strategic transformation in
response to various internal and external challenges. These include continuous profit
declines, the emergence of Fashion 4.0 technologies, shifting demographics among
major fashion consumers, and changing consumer purchasing preferences in Asian
markets (Moiselle International Holding Limited, 2024; Dominguez, 2024; Francis and
Hoefel, 2018). In 2020, Moiselle initiated a five-year change program designed to
reposition the brand as a youthful, trend-forward, and distinctive fashion brand to
rebuilding the company's competitive advantage and maximizing profitability. This

comprehensive transformation involves multiple strategic actions, including:

e Expanding the second product line with youthful, on-trend designs

¢ Implementing an omnichannel strategy encompassing both physical stores and
own e-commerce platforms

e Launching concept — “sustainable" - stores tailored to younger consumers'

preferences



Table 1

Moiselle' financial performance from 2014 to 2024

Overall o
Revenue Operating Annual Net Annual %
. Annual % Overall Profit/Loss \
(HKD in Cost (HKD . ) Net
thousand) FEHEINE in Operating (HKD in Profit/Loss
Cost  thousand)
Year thousand)

2014 458,677 9% 88,843 31% 33,054 34%
2015 419,965 -8% 70,422 -21% 6,642 -80%
2016 327,996  -22% 73,387 4% -62,308  -838%
2017 280,397 -15% 60,798 -17%  -55,135 12%
2018 290,576 4% 68,787 13% -21,622 61%
2019 251,021 -14% 45,793 -33% 44,905 -108%
2020 191,604  -24% 44,571 3% -119,134  -165%
2021 127,283  -34% 40,378 -9% -29,078 76%
2022 138,526 9% 41,920 4% -44,469 -53%
2023 127,946 -8% 34,666 -17%  -24,980 44%
2024 137,311 7% 26,827 -23%  -29,286 -17%

Source: Annual report from 2014 to 2024 in Moiselle

Table 2

Moiselle’s key financial performance and Z-Score from 2020 to 2024

Year Total assets Working capital (X1)  Retained earnings (X2) EBIT (X3) Market Capital (X4) Sales (X5) Z-Score  Risk level
220 v 7oacoagp  MKSRASEOO0  HKS (152600 HKS 10246200 HKS 12090000 HKS 19160400 {0 picyesszong
2021 HKS$ 806,163.00 H Kgu(i?:;?_;g-]om HK&Z(:i'{ig;.lﬂO) Hl;isia‘fj;;;oo HT::BBS,:&OO HK?xslfi;J,.zlSG:;.Oo 0.38 g:::re Distres|
2022 HK$ 714,813.00 Hﬁl iﬂjgiﬂl.]()o) HK?M(EQ—B?EZ.)UO) H K(isidtl}f_;[?:ioo HI:::jEfggioo HK?xslfa;],izs).OU 0.61 g;:zre Distres|
2023 HK$ 644,024.00 H Kg‘ 1(28_;:‘:23.]00) HK($X2(ZZ-$S:§.)UU) Hl?isisl,f[:)l;).oo HI::“S:b?fggsoo HKﬂix;ZJ‘i)zd)G.OU 0.52 g:::re Distres|
2024 HK$ 597,138.00 H Kgu(i&tgtigi.loo) HK(&sxzti'{;’ilSI);.lDO) H liisstuslsz)oo Hliidsfééggioo HK?)(JE?ZE'DO 0.63 g:::re Distres|

Notes:

1. Z-scoreis a tools for risk prediction of bankruptcy. Based on Moiselle as on stock companies, the formula is 1.2X1 + 1.4X2 + 3.3X3 + 0.6X4 + 1.0X5
2. Z-score standard: Z>2.99 = Safe Zone; 1.81<Z<2.99 = Grey Zone (Caution); Z<1.81 = Distress Zone (High Risk)

3. Source: Annual report from 2014 to 2024 in Moiselle and the Z-score theory from (Sina et al., 2020)

Source: Annual report from 2020 to 2024 in Moiselle & Finbox from 2020 to 2024




Reviewing the results of change from 2020 to 2024, Moiselle did not achieve its
expected financial benefits. As shown on the table 1 and 2, in 2024, Moiselle has still
recorded a profit loss, which was HKD 29,286 in thousand (Moiselle International
Holding Limited, 2024). Also, Moiselle is facing severe distress risk on bankruptcy.
While the profit loss situation slightly improved after starting the change initiative, the
change initiative failed to reverse losses into gains. Some research in failure cases of
organizational change, around 60% to 70% failures lead adverse consequences, such
as employee dissatisfaction and turnover, operational disruptions, and even
bankruptcy (Errida and Lotfi, 2021; Creasey, 2022; AIM Business School, 2025).
Based on the current situation in Moiselle, the change program was not delivering
expected outcomes that there are the huge needs to rapidly overturn the current

situation for sustainability.

1.2 Purpose of the report

This report aims to provide a comprehensive analysis on the strategic change program
- brand repositioning — to support the change management team in Moiselle to

ensuring a successful implementation of the changes.

For achieving the report aim, there are three objectives.
1. To assess the feasibility of the change program using force field analysis

2. To evaluate a suitable change model to develop a change plan through related

framework

3. To formulate effective change strategies for facilitating the change success



1.3 Methodology

This analytical report adopts the perspective of external change agent to provide an
analysis on the Moiselle' change initiative on brand repositioning. The approach for
analysis mainly focusses on qualitative and quantitative research, including
observation in secondary data source (e.g. company annual reports, other
consultation reports), and studying the established organizational change theories.
The adoption of a diagnostic framework (e.g. force field analysis) is to visualize and
understand the complexity of change and develop a robust strategy to manage it.
Furthermore, a change management (e.g. Lewin's change model) is used to develop
a suitable change framework for Moiselle. Additionally, studying against the best
practices in fashion sector provides some insights, ensuring the proposed strategies

are effective for facilitating the success of change.

2. How does force field analysis work?

Organisational change is a complex process in which organisation transits from settled
routines, structures, or cultures toward a desired future state (Lewis, 2020, p.22). In
the process often triggers different reactions — among from support (driving force) to
resistance (resisting force) — among stakeholders are driven by different perspectives
and interests (Li, 2024). The success of change determine on the balance between
driving and resisting forces (Lewin, 1943). When driving forces outweigh restraining
forces, change is likely to occur. In contrast, if resisting forces dominate or both forces
are equally balanced, change may be hindered. In view of this;—understand the

complexity of change and develop a robust strategy to manage it.



2.1 Application of force field analysis on Moiselle

The analysis of the force field analysis mainly focuses on three aspects. Firstly, the
definition of the change plan is the fundamental of the analysis. Repositioning the
brand as Youth, Trend-forward and Distinctive fashion is Moiselle's change goal. In
fact, in the past ten years, repositioning brand (also known brand rejuvenation) is the
trend adopted by most of the brands, especially ageing luxury brands, to cope with the
radical market change(Shin and Cha, 2013; Blazquez et al., 2019; Deloitte Global,
2020; Xie and Youn, 2020; Dong and Huanug, 2024). In 2030, Gen Z will be the largest
group of consumer in luxury fashion, around 80% of global consumption (South China
Morning Post Publishers Ltd, 2023; Frank, 2023). Some best practice brands have
gained a group of new customers, enhanced brand equity, and achieved competitive
advantage. Ferragamo reported a profit of €128 million, marking a 5.7% increase and
reversing previous losses in 2023 via successful brand rejuvenation (The Business of
Fashion, 2023). Gucci gained triple stock price increase after repositioning brand with
modem young identity and gain some new generation consumers (Zhou, 2024).
Therefore, if Moiselle succeed in brand repositioning, it can revitalize the brand identity,
positive and perception from consumers, attract new consumers and thus gaining

competitive advantage and profitability.

Even though brand repositioning for new generation consumer is an effective direction
for change, Moiselle has not successfully achieved the change results. Successful
brand repositioning relies on a series of marketing tools and strategies to adjust and
change the perception in the market in response to the targeted consumers. However,
the launch of three strategic actions, which included expanding second product line,
creating e-commerce website, launching "sustainable" concept stores and launching

marketing campaigns, was all in vain to achieve a successful repositioning. The efforts



paid by Moiselle are just like “Symbolic” change program which commented by some
of the researchers that these will lead to adverse reputation and will lose some of the

loyal consumers (Truong, Mazloomi and Berrone, 2020).

Based on the conditions, Moiselle should rapidly adjust the strategic actions to achieve
the change success. For example, adding "sustainable" elements and materials to the
business casual wear, and further extending digital marketing campaigns, like
shopping application. Preferences to “Sustainability” fashion is a trend of new
generation consumer (First Insight, 2025). According to the survey about brand
preference in Asia market, 78% of Hong Kong Gen Z will prefer to purchase the similar
values of brand and they are willing to pay more for products with sustainability
attributes (Dominguez, 2024). Also, younger emphases openness and authenticity,
making these qualities essential for the brand aiming to connect with them. Digital
marketing are their habits for understanding the brand messages and choosing
product (Prasanna and Priyanka, 2024). Through new concept on "sustainable" with
proper digital marketing, Moiselle should be an initial success on the brand

repositioning.

Secondly, force field analysis focuses on the analysis of the driving forces and the
resistant forces in place. It is a method to visualize the pressures for and against the
change. It's a tool to understand and navigate the balance of power in a change
situation and identify the key factors in assisting a successful change. The analysis

of the driving and resistant forces has shown in the Table 3.



Table 3: Result of force field for new strategic actions

Driving
Force

1. Urgency for reversing the losses to gain

3. Created E-commerce and "sustainable”

Repositioning brand

Resisting
Force

4. Lack of strong leadership

2. Coping with new as You“"_ T':end_' 5. Path dependence organizational culture
generation consumer forward, Distinctive
needs Fashion using the
new strategic
actions 6. Increase

R&D cost

concept stores in initial phase

Total scores: 13

Total scores: 15

Explanation of result of force field for “Repositioning brand as Youth, Trend-forward, Distinctive Fashion via using the new strategic actions” in

Moiselle
Driving Forces

1. Urgency for reversing the losses to gain:

Moiselle has been facing the continuous profit loss since 2016. However, the result of
change plan since 2020 did not bring an opportunity of reversing the losses to gain. Based
on the conditions, if Moiselle do not implement the new strategic action, the condition of
profit loss will not be improved, even bankruptcy in 5 to 6 years (Details refer to the Table 1
and 2). This urgency to reverse losses can increase strong crisis awareness and
motivation.

2. Coping with new generation consumer needs:

"Sustainable” concept, digital and social media marketing campaigns, are the largest
group of consumers - new generation preference (e.€. Gen Z). New strategic actions are
captured on these preference. However, New strategic actions to address new generation
consumer needs cannot be assured the effectiveness because the design relies on the
designer capability and creative. Therefore, creative director or team leader should keep
updating the progress and give some guideline for the design.

3. Created E-commerce and "sustainable” concept stores in initial phase:

In initial phase, Moiselle has already launched E-commerce and "sustainable” concept
stores, demonstrates proactive innovation and alignment with market trends, which can
match with the new strategic actions. This will be a core strength.

Resisting Forces

4. Lack of strong leadership:

Leadership is always the leading point of success of change, especially in radical
change, because it design and organize the organization, motivates subordinates,
monitor activities to ensure groups work together to achieve the goals and objectives.
In Moiselle, most of the management (e.g.. CEO, Creative Director) is adopted style of
Participative leadership which is high relationship-oriented and low task emphasis. In
the radical change, participative leadership tends to discuss with members before
making decision. These will lead slows decision-making. Therefore, Moiselle's
management capability enhancement or structural adjustments are necessary.

5. Path dependence organizational culture

Path dependence in organizational culture refers to a self-reinforcing (resisting to
change) cultural model formed in the long-term development process of an enterprise
due to historical decisions, successful experiences or institutional inertia. This is a

v y influence betv path dependence organizational culture and leadership
style: existing culture shapes the boundaries of leadership behavior and leadership
style can strengthen or cultural inertia. If the collective path dependence culture did
not solve, the change might not be happened.

6. Increase R&D cost:

“Sustainable” concepts wears might involve the research on new eco material R&D
cost increase. However, Increased costs have a lower impact and can be mitigated
through resources optimization because Moiselle has upgraded its digital warehouse
systems and has closed some poor performance stores, This has improved the ability
of resources optimization.

7. Lack of new designer:

Lack of new designers leading to outdated designs directly hinders the “youthful and
trendy” repositioning . However, Moiselle can choose to hire new designers to
decrease this resisting force for change.

Based on the result, in the current state, resisting forces (15 scores) outweigh driving
forces (13 scores), which are indicated significant challenges in brand repositioning.

This result also indicates the reasons why the brand repositioning was failed to deliver



the expected outcomes in initial phase. Internal problems are the biggest obstacle,
such as the highest scores of resisting forces - lack of strong leadership and path

dependence organisational culture.

For the leadership problem, most of the researches and cases studies proved that the
lack of effective leadership has always been an obstacle for a successful
organisational change. The function of leadership and its behaviour (style) determine
the facilitation and implementation of the entire planned change (Aziz et al., 2021,
Walk, 2022). In reality, most of the examples for a successful change are top-down
approaches involving a wide range of roles in the change, such as setting new vision,
organising and coordinating the works, motivating staffs to participate, team building
and reviewing the progress. In these kinds of change process, most of the researchers
preferred to the adoption of transformational leadership as it is the most suitable and
powerful means for managing change. Transformational leaders are characterised as
possessing agile decision-making skill, visionary, inspiring and high communication
skill (Chang, 2017). A notable example is Apple's CEO, Steve Job, his
transformational leadership successfully led the team in designing disruptive products
and eventually creating a sustainable competitive advantage able to reverse the loss
into gain (Steinwart and Ziegler, 2014). Compared to successful transformational
leaders, the leadership style in Moiselle is rather like participative style which is
characterised as low task-oriented and slow in making decisions. For example, more
than 90% of global brands have already launched online shopping website in 2017

(Omale, 2020) . However, Moiselle starts to build their own website in 2018.

Path dependence organisational culture is a common issue on some of the old and
family-owned organisation( Groote and Kammerlander, 2022). This is also called

historical lock-in (Sydow, Schreyogg and Koch, 2009). The root cause of the concern



is too rely on the historical leaders’ decisions, successful experience or institutional
inertia and this makes top management not willing to take risk of adopting new or
innovative strategies for organizational change. (Ogbonna and Harris, 2000;
Fortwengel and Keller, 2020). In fact, Moiselle is a family business and most of the top
management are bona fide family members. Based on the theory of natural born
leadership theory, similar leadership style - Participative leadership - might be
appeared in the Moiselle's top management due to a share of family values, and thus
cause the creation of Path dependence organisational culture. This company culture
is a threat for change because process inertia (i.e. slow process affect the flexibility),
strategic rigidity (i.e. Stuck in the past success and core value) and cultural resistance
(i.e. Lack of innovative culture) might lead to slow decision-making which caused
delay in change progress (Schreydgg and Sydow, 2011; Sydow, Schreyogg and Koch,

2009; Stache and Sydow, 2022).

Moiselle did not lack of market opportunities or what we called a "sustainable" trend.
However, it's the internal issues that hinder the transformation. The biggest issue is
that Moiselle continues to use traditional thinking to solve new problems and this fall
into a cycle of "the more reforms, the more decline". Therefore, solving the internal
issues are the number one priority before others. Some researches supported the
hiring of experienced management and staffs to be an effective solution to rapidly
adjust the problem leadership and organisation culture especially rigidity and ageing
business (Ncube et al., 2024). Hiring new creative director and a team of innovative
designers might bring some insights to lead the change success in Moiselle. Thirdly,
second force field analysis focuses on the adjusted driving forces and resistant forces
in place. It is a method to reduce the risk of change. The analysis of the adjusted

driving and resistant forces has shown in the Table 4.



Table 4: Adjusted result of force field for new strategic actions

Driving
Force

1. Urgency for reversing the losses to gain

2. Coping with new
generation consumer
needs

ited E-commerce and "sustainable”
concept stores in initial phase

4. Hiring experienced a creative

irector and designers

Total scores: 17

Repositioning brand
as Youth, Trend-
forward, Distinctive
Fashion via using
the new strategic
actions

Resisting
Force

5. Employee
resistance to change

6. Increase R&D cost

7. Increase cost of new hiri

Total scores: 11

Explanation of result of force field for “Repositioning brand as Youth, Trend-forward, Distinctive Fashion via using the new strategic actions” in

Moiselle
Driving Forces

1. Urgency for reversing the losses to gain:

Although increase the driving force - hiring new creative director and designer, the
financial issues might not recover at the short times of period because new creative
director and designers might take times for product design and team building. Urgency
might keep the same level for a while.

2. Coping with new generation consumer needs:

Design relies on the designer capability and creative, actions to address new generation
consumer needs cannot be assured the effectiveness. Therefore, creative director and
team leader should keep updating the progress and give some guideline for the design.

3. Created E-commerce and "sustainable” concept stores in initial phase:

In initial phase, Moiselle has already launched E-commerce and "sustainable” concept
stores, demonstrates proactive innovation and alignment with market trends, which can
match with the new strategic actions. This will be a core strength.

4. Hiring experienced a creative director and designers

Hiring experienced a creative director, and designers might bring a new insight to the
internal to solve the problem of | ip and ional culture. H , the CEO
must empower, trust and openness to the new creative director. Also, CEQ must support
new director and designer for coping with the original team members.

Resisting Forces

5. Employee resistance to change

Although hiring creative director and new designer break the path dependence
organizational culture, existing staffs might increase fear to change because they
might think will replace by the new designers. Therefore, CEO should help to comfort
the existing the staffs and communicate with the them.

6. Increase R&D cost

“Sustainable” concepts wears might involve the research on new eco material R&D
cost increase. However, Increased costs have a lower impact and can be mitigated
through resources optimization because Moiselle has upgraded its digital warehouse
systems and has closed some poor performance stores, This has improved the ability
of resources optimization.

7. Increase cost of new hiring
Hiring new creative director will be high cost, especially in experienced. Therefore,
might dramatically increase the operating cost.

As the result, due to hiring experienced creative director and designers, driving

forces (17 scores) are higher than resisting forces (11 scores) that indicator the

change possibly can be implemented.



3. Evaluation the change model

3.1 Importance of change model and concept

The change model is as a compass to guide and direct organizational transformation
by defining specific stages and processes, outlining key factors that influence change,
and identifying critical levers for successful change management (Errida and Lotffi,
2021). Lewin's model is the most common process model. Lewin's model is 3 steps:
Unfreezing (i.e. breaking the status quo via the need of changes, accepting for change
and preparing for upcoming change), Change (i.e. moving to the expected state) and
Refreezing (i.e. completed the change and making the result in stable and fixed). In
the current state of Moiselle, Lewin's model will be the most suitable for the planned

change because it is simple and better for quick implementation (Stanz et al., 2021).



3.2 Lewin’s model for Moiselle

Figure 1: Lewin’s model with facilitating and hindering factors

Unfreezing
Objectives: Break the status quo,
reinforce the driving forces and
decrease the resisting forces

Change
Objectives: Move to the
expected state, motivating entire
organisation to work with the
change, keeping monitoring the
progress and solve any
contingency problems

ka o

\ 4

Leader should create the urgency for
motivating the needs of change for entire
company

Leader should gather the key person
support to change (e.¢. top/senior manager,
creative director etc)

Leader should develop a clear vision and
strategies for change

Leader should communicate the vision and
strategies with stakeholders

Leader should keep good and consistent
communication

Senior manager should support the people
by holding regular sessions to answer any
queries, issues, and keep convey the need
of change

Senior manager should motivate and
encourage other stakeholders motivated
and empower them to produce solutions to
tackle new issues

Facilitating factors Hindering factors

Leader allow excessive complacency
Leader fail to identify the key stakeholders
Leader underestimate the power of vision
Leader miscommunicate the vision

Leader and senior management fail to deal
with the obstacle that block the new vision
Senior manager fails to motivate and
encourage others that block the progress of
change

Fails to create short-term victories

Entire people engage in the process

‘ * Leader and senior management should * Declare victory prematurely
consolidate gains and produce more . gl the solid incor ion into the
. achievements culture
. Refree.zmg Leader should plan sustain the change and
Objectives: Reinforce and balance the stability

institutionalizing the expected
state, make sure widely
accepted and integrate in
business and culture

Source: (Santos et al., 2022)

Figure 1 helped analyze the change management factors that supported Moiselle's
corporate strategy execution by presenting its change model. In unfreezing, it is the
initial phase which is the time at which people in team need to create the urgency and
leader is a “first-mover" to develop clear vision and strategies for change and
communicate with management. Therefore, leadership abilities, like visionary,
communication skill, decision-making etc., will determine the results of change
(Kadhum, Muttar and Khait, 2023). There are numbers of common strategies in
unfreezing phase. For example, holding management meeting discussion on the
urgency issues faced by Moiselle, like continuous profit losses, unsatisfactory change
result in initial phase, the needs of new creative director and propose a rebranding

vision and strategy (e.g., "Youthful, Trend-Forward, Sustainable Fashion" via digital



campaigns). Also, forming a team for change is one of the effective ways for unfreezing.

Through forming a team, leader might initially distribute the roles for change.

Once unfreezing is complete, the organization enters the change phase, where
planned changes are implemented. This phase is the hardest, as employees feel
uncertainty, unfamiliarity with new processes, and need time to adapt. This phase
depends on the active involvement of all stakeholders to ensure change execution. To
ensure a successful change phase, organization must prioritize good and consistent
communication, leadership, and employee engagement. Leaders should maintain
transparency by regular meeting with stakeholders for progress while addressing
concerns publicly. Employees involve training, feedback sessions that help to
decrease uncertainty and fosters ownership. Organizing the change into pilot tests
would allow the adjustments before full implementation. For Moiselle, strategies
include training teams on new digital and sustainability initiatives, launching pilot
campaigns to test strategies, and holding cross-departmental feedback sessions to

refine execution.

The refreezing process (or consolidation) indicates that the changes have been set,
and are incorporated into the daily business of the organisation and its culture.
Successful completion of stage 3 may lead to as a state of organizational balance
wherein workers feel more confidence with one another and appear to contribute
effectively with each other and eventually to employ the fresh system throughout their
practice. This period, for Moiselle, indicates the success of brand repositioning. To
reinforce and stabilize its rebranding as a young and sustainable fashion brand,
Moiselle has to protect the changes via focused training (creative and digital tools
usage), and cultural reinforcement (internal "Moiselle 2.0" campaigns). Leadership has

to consistently lead with the new brand, and the feedback must continue hitting



resistance. It is to guarantee that employees truly carry out this new direction, that it

becomes a “normal’, a new standard.

4. Assessment of Internal and External Environment

Table 5: Internal and External current environment for Moiselle

Internal Environment External Environment
Lack of leadership » Shifting demographic among generation
Lack of new designers » Rising “sustainability” purchasing preference
Path dependence organizational culture * Technology advancement: E-commerce, VR

Continuous profit loss * Rapid-changing and competition industry

Brand ageing

As shown on Table 5, in Moiselle, a series internal problems limits the capability for
maximizing upon the external opportunities. The company has a problem with weak
leadership, the absence of imaginative design talent, and a culture resistant to change, all
made worse by continued financial struggles. These constraints seriously hamper adaptability,
its old brand with little appeal for the young customers slowly drains its competitiveness. At
the same time, external environment — such as increasing demand for sustainability, digital
retail trends and changing demographics — provide opportunities for growth. If Moiselle do
not rapidly improve the leadership, adjust the culture, and competitors are agile, these

opportunities will be missed again.



5. Formulation of effective strategies for change success

To ensure the success of change in Moiselle, there are 3 suggested change

strategies as shown on Table 6.

Table 6: Three effective change strategies for facilitating the success of change

1. Keeping flexibility of leadership to cope with different scenes

* Empirical evidence shows that it is essential to be an adaptive leader, which means, be able to diagnose
situations and to change the strategies accordingly to achieve planned change (Kotter, 1996; Heifetz, 2009). Agile
leaders are quick to adapt to changing market dynamics, foster innovation, provide nimble cultures, and pivot
during crises (Ncube et al., 2024; Chukwunonso Joseph, Nosike and Nosike, 2024). Take LVMH’s CEO, who during
COVID re-allocated Dior and Givenchy perfume lines to manufacture hand sanitizers. This response met social
needs, helped to keep supply chains open and rebuilt brand reputation (BBC, 2020), a great example of strategic
agility in disruption.

2. Internal communication for cross-sector department

* Research demonstrates that successful organizational change depends on cross functional communication
(Kotter, 1996). To assist Moiselle in rebranding, a series of weekly alignment meetings and shared digital
platforms (Kahn, 1996), aimed at linking marketing and design teams which would bring together disparate
through weekly "Trend Huddle" meetings, where collections are examined against market data. This nimble
communication drives their 2-week production sprints (Li, Liu and Zhou, 2024).

* Culture of organizational learning helps organizations shift promptly while continuing to operate stably (Nana,
2024). Through institutionalizing continuous learning — such as Gucci’s two-pronged method of upskilling
artisans in digital techniques while crowd-sourcing innovations at hackathons — companies establish robust
knowledge ecosystems (BoF Team, 2016). With this model, heritage is kept alive and up-to-date while digital
evolution takes place —in away that allows evolution to naturalize and avoids disruptive volatility. For Moiselle,
incorporating such learning mechanisms would yield structural flexibility to adapt to the constantly changing
fashion world while protecting brand identity -- a delicate tension for maintaining longevity.



6. Conclusion

Business environment is difficult to predict and interpret. Leaders of the companies
are required to cautiously adhere to both the internal and external environmental
scanning to mitigate the uncertainties and risks under the constantly changing
environment. Nowadays, companies find harder to achieve both stability and change
at the same time. Same applied to Moiselle being a Hong Kong-based luxury fashion
company. The dynamic market was ever changing, and expansion was necessary to
retain the faithful and loyal customers. To maintain the uniqueness for competition,
Moiselle should follow the recommendations given in this report to focus on
sustainable methods, strengthen its digital marketing, rejuvenate its leadership and
fix the organization culture. Lastly, using Lewin’s change model for change success
to overturn the change situation. Best business practices should always be used to

simulate the success of Gucci and LVMH for a job well done.
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