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[bookmark: _Toc144997567]Introduction

As a result of technological advancements, the beauty industry has undergone significant change in recent years. Artificial Intelligence (AI)  has had massive potential to transform the beauty industry by developing customer experiences, product development, and business strategies The purpose of this paper is to outline the steps involved in implementing change within L’oreal and  by what method leaders implement the strategies and actions needed  to overcome organisational resistance with a focus on human factors, in the challenges of digital transformation. 













[bookmark: _Toc144997568][bookmark: _Toc500943471]1: Critically analyse the current forces for change in the organisations micro and macro environment that can impact workplace culture and capability.

1.1. [bookmark: _Toc144997569]Organisational Change.

“Organisational change is a complex process that can have significant implications for the success and sustainability of a business” .
 Kotter (1995) 
Kotter, (1995), suggests that change is inevitable, and organisations need to adapt and respond effectively to external forces such as technological advancements , changing market dynamics and evolving customer expectations. Hussain et al, (2018) defines change as an exploration of an organisations journey from the  present state to an unknown intended prospective state. As a consequence, organisations need to remain relevant and competitive and respond to the environment.  
Whilst formal  processes for change are widely recognised, evidence suggests that unfortunately too many leaders overlook the critically important side of human nature. (Robbins, 2003) The most effective leaders make a concerted effort to involve everyone involved in the transformation, whilst being acutely aware that individuals require time to adapt to change regardless of how rapid the transformation that exists.(Muo, 2014) Jones et al, (2004) states that change is usually fraught  with danger as it entails transitioning from a known to an unknown state. 
Naoler & Tushman, (2000) identify four types of change ‘radical versus Incremental’, in turn  ‘Reactive versus Proactive’. Bennis & Thomas, (2002) suggest that the arrival of the pandemic , gave rise to a radical and reactive change, as these changes were unplanned in nature and took  organisations by surprise.
However, each new organisational change carries with it its own set of structures, systems, and processes,  nevertheless, successfully implementing change entails more than simply leading the situation, that is just one portion of the equation. The remaining portion is guiding employees through change, since despite procedures requiring attention employees require leadership. (Atkinson, Mckensie, 2015)
This is reflected within L’oreal whereas effective change leadership  focuses on employees as opposed to processes and consider Influence a vital attribute leaders must elicit, alongside  the commitment required to achieve change. Furthermore,  assisting to reduce personal and professional barriers to their success , rather than focusing solely on the achievements of the organisation. (Castellanos, 2020)


















1.2. [bookmark: _Toc144997570]Current forces for change 

The arrival of the COVID-19 pandemic, created a constant demand for reacting and adapting quickly, many organisations experienced rapid change and disruption as a result of the impact of a variety of forces.(CIPD.org) 
The pandemic had a profound effect on organisations globally forcing companies to adapt their operations strategies and even their culture to navigate through unprecedented challenges. This includes the adoption of remote  working practices. (Mwakisaghu, 2019)
Data from  number of studies discovered that a surprising number underestimated the growing force of digitization, including the behavioural changes and technology driving it, and, perhaps most importantly, the magnitude of the disruption .(Manita et al, 2020)
The pandemic drastically changed consumer behaviour particularly in the beauty and cosmetic industry. For example, L’oreal had to quickly implement remote work policies to ensure the safety of their employees. This required digital technology for virtual collaboration and communication. Whilst simultaneously adapting marketing strategies and expanding their online presence as consumer behaviours changed resulting in a decline of sales due to reduced demand of beauty and cosmetic items.(L’oreal, 2018) 
In response to the decline in sales, the introduction of Artificial Intelligence (AI) and augmented Reality (AR) allowed organisations such as L’oreal to offer personalised and immersive experiences for consumers offering virtually try on makeup products .This integration of AI and AR allowed the organization to reach consumers in a way that was impossible only a few years ago. (Tucci & Heaton, 2020) However it appears to come at the detriment of human employees, as finance operations realised the cheaper alternative to brick and mortar stores was remote working which caused employee unrest.(Castellanos, 2020)




[bookmark: _Toc144997571][bookmark: _Toc456901517]1.3.    Strategy Processes 

“Leaders establish the vision for the future and set the strategy for getting there”.
Kotter,1995
Navigating today’s organisations require bold strategies and smart decisions. (Kotter,1995). Planning, transparency, and open and honest communication including staff engagement represent a few of the best leadership change strategies. According to Burnes (2004), change is a perpetually present characteristic at both the operational and strategic levels. 
Whilst the strategic imperative to change is often clear and straightforward , without it the organisation is unlikely to succeed.(Schein, 2010) Research suggests that organisational change initiatives fail more often than desired, despite the resources and time management put into implementing it.(Nkuraru, 2016) 
However, many organisations are still stuck in strategy-development processes that run in annual cycles. Research suggests only 8% of organisations said their current organisation framework  would be economically viable if their industry continued to digitise at the speed, it is. (Bughin et al, 2018) Similar studies have questioned this possibility, at a time when virtually every organisation in the world is concerned about its digital future and its current digital strategies failing. (Hosking & Bennett, 2019) The response has to do with the magnitude of the disruptive economic force that digital has become, as well as its incompatibility with traditional economic, strategic, and operating models. (Mandrakov et al, 2020)
 A Traditional model such as Porters five forces framework suggests that an organisational strategy should address opportunities  and threats in its external setting. while focusing on understanding industry structures and competition. (Porter, 1979) Whilst Porter's five forces framework is a valuable tool for understanding competitive forces in the current market setting,  one could argue that practising leaders may be hesitant to fully engage in the process due to its analytical nature and rigid criteria. (Grundy,2006) Meanwhile, many leaders typically feel hindered in regard to their capacity to be engaging and flexible. (Ural, 2014)  Thus, preventing leaders from being more open and capable of implementing change with emerging ideas and collaboration.
 In response  the author, suggests the porters five forces framework could be expanded to examine other supplementary systemic interdependencies, (Appendix A) as it is crucial for a beauty organisation to recognise a  customer’s bargaining power as an amalgamation of  creativity and advancement in the development of technology which are vital to survival. (Fisk, 2016) Porter's five forces framework remains a driving force in competition, but it needs to be rethought in order to include emotional approaches. Such as  alternative methods that leaders  may employ to oversee change. These skills are built up through real- time experience whilst maintaining and exemplifying the qualities of a great leader by inspiring and demonstrating strategic thinking while upholding the best interests of your team. (Larry et al, 2014) To demonstrate, a study investigated  how trust is essential for leaders because it is associated with improved group outcomes and effectiveness.  Leaders who increase group trust over time have the greatest impact, with initial expectations and transformational leadership behaviours determining trust growth. (Braun et al, 2013)















1.4. [bookmark: _Toc144997572]Impact of change on the macro environment 

An organisations primary external influences, Political, economic, sociological, technological, legal, and environmental are examined through a PESTLE analysis. This may be applied in a variety of situations and aid in making strategic decisions  to determine how external forces influence operations and be more competitive.(CIPD.org)
To analyse the use of AI and augmented reality to implement change within the beauty brand ‘L’oreal’, we can utilise the  PESTLE framework to assess the external factors impacting the brands implementation of AI and AR.(Appendix B)
[bookmark: _Toc144997573]1.4.1. Political Factors
L’oreal as a global marketing organisation is highly aware of the immense possibility of being affected by world politics , rules and regulations affecting the status quo. Likewise, the utilization and deployment of AI and AR technologies, which include issues related to data privacy, cybersecurity, and intellectual property protection. As a beauty brand the strict rules and regulations must be adhered to in order to remain functional , moreover the requirements of not including any harmful substances in their products, whilst actively being aware of  culture clashes between countries especially the middle east where misunderstandings could lead to conflict. However, despite efforts to exclude harmful substances , the use of certain toxins such as parabens which are currently banned in the EU for polluting the environment , thus, resulting in advice regarding their transparency policy online. (Loreal,2021)  
[bookmark: _Toc144997574]1.4.2. Economic Factors
Similar to other global organisations  L’oreal was impacted by covid-19 pandemic and lost revenue in the first half of the year before successfully enjoying a growth of 4.8% in the second half by implementing an online presence which resulted in an increase of 62% .(L’oreal, 2021) However , due to economic tensions in wars between certain countries ,currency exchange rates can impact the cost of raw materials and distribution. Therefore, the cost and feasibility of implementing AI and AR needs constant evaluation for research and development, infrastructure upgrades and the potential return on investment.
[bookmark: _Toc144997575]1.4.3. Social Factors
Sociocultural factors may impact the accession of the implementation of AR and AI within the organisation. This encompasses the understanding of customers preferences and their aptitude for technological software whilst assessing ease of use. 
 Today’s generation enjoys keeping up with beauty trends and sharing on  social media platforms .Loreal provides such applications to be able to offer a plethora of new opportunities as individuals are more beauty conscious than ever  as research shows that this generation is environmentally concerned and refuses to buy products that have a negative influence on the environment (Loreal.com)

[bookmark: _Toc144997576]1.4.4.Technological Factors
The emergence of digital technology including the introduction of AI and AR has had a huge influence on marketing strategies and advancement in technology. (Tucci& Heaton, 2020) For instance, within loreal the impact has allowed the evaluating of existing technology and infrastructure to determine necessary resources such as collaboration with other software providers and potential partnerships with the skills needed to successfully implement and maintain such systems . (Mohanty et a, 2020 )
[bookmark: _Toc144997577]1.4.5 Legal Factors
Legal compliance is significant when implementing AI and AR technologies. legal frameworks associated to intellectual properties with concern to data protection, Compliance with laws such as the General Data Protection Regulation (GDPR)is fundamental when distributing personal data collected through Such applications. 
[bookmark: _Toc144997578]1.4.6. Environmental Factors
Loreal consistently strives to accomplish its goal of environmental sustainability by 2030.( Riberio 2022)         comparable to their latest findings their CO2 emissions were cut to 81%. Loreal furthers this promise by being in continuous communication with the brands stakeholders in order to collaborate on environmentally sustainability plan to increase use of ecological packaging  being decomposable returnable or refillable by 2025.( Jestratijevic et al, 2022)
By conducting a Pestle analysis loreal can gain a holistic understanding of the external factors influencing the application of digital technologies and identifies necessary adaptions to ensure the successful integration to its strategy

1.5. [bookmark: _Toc144997579]Impact of change on the microenvironment

A SWOT analysis is an approach to planning that seeks to discover the project's or organization's Strengths, Weaknesses, Opportunities, and Threats. It is a framework for aligning an organization's goals, initiatives, and capabilities with the environment in which they operate. (CIPD.org) 
The Beauty Industry has witnessed substantial changes in recent years due to advancements in technology. To effectively implement changes at Loreal it is crucial to gain an understanding of the current state of affairs.
[bookmark: _Toc144997580]Strengths 
Enhanced efficiency and Productivity
At Loreal, the integration of AI and AR technologies significantly improved various organisational processes, such as an AR customer interface for personal online shopping experiences, while concurrently improving supply chain management. These digital technologies can automate repetitive tasks while streamlining operations to reduce human error, resulting in increased efficiency and productivity.(Davenport, Ronanki, 2018)
Enhanced Customer Experiences
Personalised recommendations, virtual try on experiences and interactive demonstrations are presented through AI and AR digital technologies. Thus, resulting in a more engaging and gratifying experience. This has assisted loreal in developing its customer relationships whilst increasing brand loyalty by embracing these digital interfaces.(Butt et al, 2023)
Data driven Decision Making
All digital technologies enable real-time data collection and analysis, allowing L'Oreal to gain invaluable knowledge into consumer habits, market trends, and the efficacy of products. These analytical findings are able to assist with more informed decision making and better strategic planning, resulting in a competitive advantage in the beauty industry.(Yim et al, 2017)




[bookmark: _Toc144997581]Weaknesses
High initial implementation costs
In order to incorporate AI and AR digital technologies into various aspects of L'Oréal's operations, significant financial investments are required. The organisation has to set aside funds for technology acquisition, infrastructure development, employee training, and ongoing maintenance. If the return on investment is not achieved, the initial expenditure may be considered  an undesirable  issue.(Ulas, 2020)             
Employee adaption and resistance
Some employees who are concerned about job displacement may perceive the introduction of AI and AR digital technologies as a threat. Resistance to change and a refusal to adapt to new technologies may impede successful implementation. To address issues and gain employee support, proper training, transparency, and change leadership strategies will be necessary. (Hosking & Bennett 2019)

[bookmark: _Toc144997582]Opportunities
Innovation and Product Development
AI and AR technologies have given Loreal fresh opportunities for developing innovative beauty products and services. Virtual reality make-up application, customised skincare recommendations, and AI-powered beauty consultations are just a few examples of potential product expansion and differentiation. (Zhang et al, 2021)
Competitive advantage
Loreal can differentiate itself from competitors whose businesses have not fully integrated these digital technologies into their operations by embracing AI and AR. The organisation acquired an advantage over its rivals by providing innovative products and services to consumers with the objective to cultivate brand loyalty and entice consumers who are technologically savvy.(Martinez et al,2020)



[bookmark: _Toc144997583]Threats
Data security and Privacy Risks
The implementation of AI and AR digital technologies necessitates the gathering and processing of immense quantities of data. This data may become susceptible to security breaches if not adequately safeguarded, resulting in reputational harm and potential legal repercussions.(GPDR) To mitigate these risks, Loreal needs to implement robust data protection measures and comply with regulations pertaining to privacy.
Ethical Concerns
The ethical implications of technological advancements such as AI and AR may result in algorithm bias or excessive data collection, which may jeopardise one's reputation. Loreal should ensure that the company's AI and AR implementations are transparent and unbiased, and that it prioritises its customers' well-being and privacy.(loreal, 2021)
Ultimately, the author recommends that whilst the implementation of AI and AR technologies throughout Loreal offer multiple advantages, including increased efficiency, improved customer experience, and optimised consumer data-driven decision making, nevertheless, it's not without its limitations, which include high initial implementation costs and resistance from staff members. These issues may be  effectively addressed by calculating these weaknesses and leveraging possibilities for inventiveness and competitive advantage, whilst having the capability of overcoming potential threats such as data security risks and ethical concerns. 






1.6. [bookmark: _Toc500943475][bookmark: _Toc144997584] Impact on workplace culture and Capability

The change process can be significantly influenced by organisational culture. (Schein, 2010) One of the many factors influencing a company's ability to change is culture.  Culture can either enthusiastically support change, be apathetic to change, or actively resist change. (Belias & Koustelios, 2014) 
Workplace culture and capability have a significant impact on organisational change with digital technologies. A positive workplace culture that values the ability to adapt, innovate and collaborate is essential for effectively implementing AI and AR software and guiding productive transformation in the organisation. (Rajagopal et al 2022) Furthermore, having a capable workforce alongside the necessary abilities and understanding to embrace and capitalise on technological advances is fundamental for success.(Westerman et al, 2014) Numerous studies have highlighted the importance of workplace culture and capability and organisations that foster an innovative, experimental, and collaborative culture are more likely to succeed in organisational change. (Applebaum et al, 2012)  
However, employees may resist change for a variety of reasons, some of the most common reasons are a failure to recognise the importance of change , resulting in anxiety about the unknown and the fear  due to lack of skills or knowledge.(Maitlis & Sonenshein, 2010) Studies suggest that change resulting in fear leads to a negative impact on the culture of an organisation as employees feel threatened with job security.(Bellini et al 2022) 
Therefore, organisations need to provide support and clear communication throughout the change process. Whilst offering constant communication and an enhanced need of collaboration are first and foremost  when an organisation undergoes a major organisational technological change. (Atkinson, &  Mckensie, 2015)
It could be argued that the use of technologies and social networks have created a globalised culture and recent developments in digital transformation have had a significant impact on the culture of ‘L’oreal’. The organisation has undergone several transformations to adapt to stay current and ahead of the competition, for example, the implementation of technologies to enhance customer experience and speed up product development cycles have instilled fear for job security as AI has taken away some aspects of their job role. (Martinez et al, 2020) To mitigate these issues, Loreal, focused on fostering a culture of innovation and digital experimentation, whilst encouraging collaboration between different teams and departments fostering an environment where employees are empowered to try new digital tools and solutions. This culture of experimentation and openness allowed for the rapid adoption of digital technologies  across the organisation. (L’oreal 2021)
It would appear by creating a culture that supports digital transformation requires a shift in mindset and leadership behaviours which are utilised by adopting a more transparent, open dialogue collaboration across teams with continuous learning, providing training and development opportunities and ensuring concerns are addressed swiftly to foster a culture of trust whilst continuing to monitor and evaluate its effectiveness.















[bookmark: _Toc144997585][bookmark: _Toc500943476]2: Evaluate how organisational stakeholders can be efficiently lead through complex workplace change

[bookmark: _Toc500943477][bookmark: _Toc144997586]2.1 organisational stakeholders

Organisational change can have a significant impact on  various stakeholders . Stakeholders associated with an organisation are individuals or groups who have an interest or involvement and can be both internal and external to the company. (Fernandez & Raine, 2017)
Stakeholders have been acknowledged for their contributions to policy decisions, and involving stakeholders in change initiatives has several advantages (Buse, Mays, & Walt, 2012). When stakeholders are engaged, they develop feelings of commitment, shared values, trust, and satisfaction with the change. (Kang, 2012).
Organisational change such as the implementation of AI and AR technologies can have both a positive and negative effect on various stakeholders within a beauty brand such as loreal. Whilst there are several key stakeholders including employees , customers and suppliers and partners of collaboration technology , the two main stakeholders that will be discussed are employees and customers who received the biggest impact.
Employees are the primary stakeholders who are directly impacted by change, as advances in technology have had a significant impact on job roles, responsibilities, and the work environment. The incorporation of emerging technologies has generated a demand for employees to upskill while improving their technical knowledge skills in order to increase job satisfaction and career growth. (Grayson, Hodges, 2017) Nevertheless, learning and adapting can be difficult for employees who are unfamiliar with the system. Additionally, the fear of being replaced by machines or algorithms can cause anxiety, and it is critical to address these concerns through open communication and reassurance that, in fact, automation of repetitive tasks can free up time for more strategic and creative work, resulting in higher job satisfaction. (Malik et al ,2021)
Digital technologies have enhanced the customer experience as AI and virtual try-on features are able  to improve product personalisation have led to increased customer loyalty as AI-powered algorithms can effectively analyse data and preferences to enhance the overall shopping experience. However, a fear of privacy concerns can arise so loreal  needs to ensure a transparent and strong data protection measures to maintain customer loyalty.
For example , during the pandemic L’oreal had a big revamp of its E-commerce platform , its purpose to improve online shopping experiences by enhancing the use of digital technology for ease of use and personalisation. These AI and AR digital technologies greatly impacted customers experiences and interactions whilst also enhancing convenience and speed of service. 
The implementation of AI and AR appears to have had a significant impact on various stakeholders within Loreal. While it  may offer significant opportunities for increased efficiencies, improved experiences, and improved job fulfilment, with the need to address concerns swiftly , provide training, and support, and involve  all stakeholders in the change process. By embracing organisational change, the organisation can achieve its full potential while still preserving harmonious relationships.














[bookmark: _Toc144997587]2.2 complex change 

Despite common perceptions to the contrary, change Is no longer one occurrence to be planned and executed , the majority of organisations experience complex, continuous, and simultaneous shift. ((Fernandez et al ,2022 )
Whilst the pandemic was significant, more significantly were other drivers of change such as  the impact of entering what futurologists refer to as the ‘Fourth Industrial Revolution’. (Schwab, 2017).  Several studies have asserted that technology has enabled an amalgamation of computing power that is just as revolutionary as each of the previous revolutions, but with a much broader reach with the introduction of artificial intelligence (AI) and augmented reality.  (Leonardi, 2020; Mazzei & Noble, 2017). 
However, there has been little exploration of how technological advancement could influence  employment opportunities and organisational structures of Leadership positions (Guinan et al., 2019). Recent research suggests that these disruptions and rapid changes have sought to define the qualities and traits a leader possesses to influence .(Williams et al, 2017), whilst similar studies  regard digital transformations  as a threat to human leadership and workplace systems, as the very purpose of AI is to augment, improve, and eventually replace human intelligence.(Aly, 2022)      
Arguably, humans, regard this as our primary competitive advantage. (Turing, 1950)  Leaders must be aware of the fear of AI replacing employees and lead in a humane, ethical, open, and transparent manner to be able to place them in an ecosystem where humans and machines coexist. For humans, emphasising emotional tasks is critical, such as those requiring emotional intelligence, are likely to grow in importance in the future. (Cremer, Kasparov, 2021) According to the World Economic Forum (2018), AI will create over 50 million new jobs in the next five years . However, it could be argued that the  future of automation is one of job enhancement rather than job displacement, with AI systems taking over routine and tedious tasks that human employees would rather not do in the first place. (Kaplan Haenlein, 2020)
This type of change fundamentally redefined an organisation such as Loreal, due to  closure in bricks and mortar physical stores with  the introduction of digital technology that replaced a human face with a chat bot, together with features that allow one to try on beauty products without the hygiene risk and close contact that was frowned upon . (Modiface, 2021)The emergence of this technology and the length of the lockdowns only exacerbated the online shopping experience which resulted in a new shopping experience that was quick and stress free. (Castellanos 2020) 
[bookmark: _Hlk144235285]Several studies established that organisations that resisted this technological  change found themselves losing market share and lagging behind competitors in addition with  disrupting the stability and efficiency of the  organisation, too much change can lead to employee resistance, loss of productivity and increased costs. (Senior, Flemming, 2006) .However more importantly the future of automation is one of job enhancement rather than job displacement, with AI systems taking over routine and tedious tasks that human employees would rather not do in the first place. (Malik et al, 2021) Nevertheless according to research, fifty percent of the tasks performed by today's full-time workforce may become obsolete as digital competition intensifies.( Huang Lin., 2016) 
Therefore, in order to mitigate these resisters , it is imperative that organisations carefully plan and communicate together with involving employees in decision making processes whilst providing adequate training and support to ensure a smooth transition. (Cummings, Worley, 2014) Meta analytical studies have suggested that the likelihood of AI will supplant many aspects of the ‘hard ‘elements of leaders,  for example, the parts responsible for cognitive processing  with a greater emphasis on the ‘soft’ elements of leadership.(Kuzminov et al, 2019)
[bookmark: _Hlk144395804][bookmark: _Hlk143962888] Recent research suggests that these disruptions and rapid changes have sought to define the qualities and traits a leader possesses to influence the attributes of soft side of leadership (Lepely,2021) This suggests that change can be emotionally led, one that challenges human fears and mindsets and rests predominately with matters of the heart not the head. (Kotter, Cohen, 2002) 
The author suggests being able to swiftly implement change,  requires the need for new skills in analytics, design, and technology . Whilst additional new responsibilities such as a more diverse set of software  and agile-implementation mentors, are also required. It could also be suggested that efforts to digitise core operations be separated from the perhaps more creative realm of the beauty world. 





[bookmark: _Toc500943478][bookmark: _Toc144997588]2.3 how can stakeholders be efficiently led through complex change.
[bookmark: _Toc456901523]
Leaders at ‘Loreal’ are correct in assuming that digitalization is an agent of change that has the potential of impacting every facet of current company strategies and organisation frameworks. (L’oreal.com.) Nevertheless, expecting all employees to have the skills to train for a new occupation or the ability to develop such skills appears unrealistic and employees will inevitably be forced to concede that automated systems will outperform them in most analytical tasks. This suggests that individuals must be trained in more subtle skills, previously referred to as feeling tasks (Huang et al., 2019), as these are the areas predicted to be the domains in which humans will continue to outperform AI.
As a result, the success of a change is heavily dependent on leadership style. Holten, & Brenner (2015) stated that in order for a change implementation to be successful, a leader must follow specific processes.
Kotter (1995) devised an eight-step process that organisations should follow in order to successfully manage change.
 Step 1. Establishing a sense of urgency- 
 Begin by informing employees about the importance of artificial intelligence and the use of augmented reality in the workplace, by sharing  your thoughts on how these technologies can improve the customer experience, streamline operations, and give you a competitive advantage.
Step 2. Creating the guiding team-
This coalition should have the necessary expertise and influence to drive the adoption of AI and AR by assembling a diverse team of key stakeholders, including executives, IT experts, marketing professionals, and employees from various departments.
Step 3. Developing a vision and a strategy-
Clearly articulate the visions and objectives of AI and AR implementation. Establish the plan of action with the organization's overall goals and outline how these technologies may facilitate remote work, virtual product testing, interaction with customers, and other pertinent issues such as opportunities for learning.

Step 4. Communication-  consistently communicating the vision and strategy to all employees , use various channels such as face to face , internal newsletters, and virtual platforms to ensure everyone understands the importance the benefits and the timeline of the change taking place. 
Step 5. Empowering action- encourage employees at all levels to take ownership of the change process and provide them with necessary resources training, and support to learn and adopt AI and AR technologies effectively. Foster a culture of experimentation  innovation and learning.
Step 6. Create short term wins- celebrate and showcase early successes and achievements resulting from the implementation of AI and AR within the organisation. Highlight specific instances where these technologies have improved customer satisfaction, operational efficiency, or other measurable outcomes. This will help to motivate and build confidence in the change initiative.
Step 7. Build on the change-continue to reinforce the use of AI and AR technologies throughout the organisation. Identify and address any resistance or barriers to adoption provide ongoing training, support, and feedback loops to ensure continuous improvement and sustainability.
Step 8. Anchor the changes in corporate culture- integrate the use of AI and AR technologies into the fabric of loreals corporate culture . recognise and reward behaviours that align with the successful integration and utilization of these technologies. foster a culture of innovation openness to change and agility amidst the challenges posed. 
It would appear that while organisational change is a multifaceted process that requires thoughtful considerations of arguments and implementation of effective strategies , a reasonable approach to prevent organisations becoming disproportionately technology-focused, the human element and a moral approach regarding its use will become more essential. Companies require employees who can work in an AI-enabled environment, and extensive training is an investment not only in developing such skills but also in attracting new talent and retaining existing ones. Employees with an innate talent for AI should be recognised and implemented as AI advocates who motivate their peers.
 Considering the arguments for and against change and implementing recommended practices, organisations are able to navigate the complexities and increase their chance of change being successful However with the speediness of such transformations and it being generally perceived that resistant to change as a negative effect, many leaders underestimate that individuals can positively implement change with the right information and knowledge (Kotter & Schlesinger, 2008)
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	STRENGTHS

· Enhanced Efficiency and productivity      
· Enhanced customer Experience
· Data driven decision making.




	WEAKNESSESS

· High initial cost
· Employee adaption and resistance

	OPPORTUNITIES

· Innovation
· Product development
· Competitive advantage




	THREATS

· Data security
· Privacy risks
· Ethical concerns
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