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[bookmark: _Toc128687815][bookmark: _Toc128688549][bookmark: _Toc128689149][bookmark: _Toc128665836]Executive Summary
Meta is a private organisation primarily dealing in virtual reality technology. The organisation aims to change the virtual reality experience through the adoption of the Meta Quest Pro Mixed Reality Headset. In this case, the existing aspects of the organisation are complemented with a new product so that the company can improve its operation processes. The SWOT and PESTLE frameworks used demonstrated the need for Meta to adopt the Meta Quest Pro Mixed Reality Headset based on the weight of the intended influence in making a change by considering the internal and external factors. The successful implementation of the Meta Quest Pro Mixed Reality Headset required an effective strategy to oversee that the adoption of the new technology was successful despite the existing barriers to investing in the virtual reality industry. The implementation of the Meta Quest Pro Mixed Reality Headset is the desired change through Handy’s model. The internal and external factors that influence change are based on the SWOT analysis. Finally, the change models and theories applied in the intended alternation of operations in the organisation showed a significant influence to attain the objective of the company.
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Leading and Implementing Change in Meta
[bookmark: _Toc128688550][bookmark: _Toc128689150][bookmark: _Toc128665837]Introduction
The introduction of the Meta Quest Pro Mixed Reality Headset is a significant change in the operations of Meta, a private company that provides a virtual and augmented reality technology. The intended change strategy expands company’s offerings and opens up new opportunities for growth in the mixed reality market. The product is a novel provision combining virtual reality and augmented reality technology, thus allowing users to experience a more immersive and realistic environment (Meta, 2023). Therefore, the launch of the Meta Quest Pro Mixed Reality Headset represents a step forward for the company, as it expands its offerings and opens up new opportunities for growth.
[bookmark: _Toc128687816][bookmark: _Toc128688551][bookmark: _Toc128689151][bookmark: _Toc128665838]Background
Meta organisation is a private organisation that primarily deals in virtual reality technology. The organisation’s adoption of the Meta Quest Pro Mixed Reality Headset is a significant change for the Meta organisation. Further, the introduction of this new product is regarded as an opener of new opportunities for the organisation’s growth in the market. The unique feature of the Meta Quest Pro Mixed Reality Headset that makes it outstanding is that it combines virtual reality and augmented reality technology which enhances the user experience by providing a more immersive and realistic environment (Meta, 2023). Therefore, the launch of the Meta Quest Pro Mixed Reality Headset will be a milestone for the company, as it is anticipated that its growth will provide new markets and opportunities.
Founded in 2004, Meta has been regarded as a leader in the virtual industry based on the multiple significant accolades tied to its developments (Dixon 2022). Examples of these milestones are as follows:
· The company launched its first virtual reality headsets in 2012 (Wessing, 2022)
· Expansion to the international market in 2016 (Wessing, 2022)
· Introduction of new augmented reality technology in 2020
· Launching of the Meta Quest Pro Mixed Reality Headset in 2022.
Additionally, the background of the organisation is equally complemented by the services and products that the organisation offers. Therefore, Meta is registered as a private organisation with more than 70,000 employees (Dixon 2022). The head office of Meta is situated in San Francisco, California. Additionally, the primary stakeholders of Meta include shareholders and customers. Finally, in regard to the market position, Meta is profitable with a vast market share in the virtual reality industry.
[bookmark: _Toc128687817][bookmark: _Toc128688552][bookmark: _Toc128689152][bookmark: _Toc128665839]The Need for Change
Meta’s intention of making change is based on the need to introduce the Meta Quest Pro Mixed Reality Headset. This new product combines virtual reality and augmented reality technology; hence, the new product can be considered an operational change for the organisation since it is an introduction of new technology to broaden the company’s offerings (Kraus et al., 2022). Hansen (2020) explains the essence of broadening the offerings of a company as a significant operations strategy. Therefore, Hansen (2020) also identifies that by broadening the offerings, an organisation is likely to attract new customers. On a similar account, Kang, Diao, and Zanini (2021) also suggest that the novelty of offering provides an organisation with a greater chance of reaching a wider audience and purchasing market. Therefore, operational change is relatively a developmental strategy of a company.
Considering Ackerman’s relevance of change in an organisation, the introduction of a new product to facilitate operational change is a developmental change. In this case, the existing aspects of the organisation are complemented with a new product so that the organisation can improve on operation processes. Therefore, operational change is a planned change and depends on the expertise of leaders working together to attain the intended change (Sousa and Rocha 2019). Further, the suitability of operations change is explained by Lestari et al. (2020) who identify that this strategy of business operations is significantly influential in keeping the business ahead of the competition based on a timely evolution. Therefore, Meta’s adoption of this operational change was influenced by SWOT analysis and PESTLE analysis factors.
[bookmark: _Toc128665840]SWOT Analysis
SWOT is an acronym that identifies and analyses an organisation’s strengths, weaknesses opportunities and possible threats (Vlados and Chatzinikolaou, 2019). SWOT analysis is primarily done to create awareness of significant factors requiring consideration in business decision-making to achieve a business operational strategy. Therefore, the SWOT framework demonstrated the need for Meta to adopt the Meta Quest Pro Mixed Reality Headset based on the weight of the intended influence in making a change by considering the internal and external factors (see Appendix A).
[bookmark: _Toc128687818][bookmark: _Toc128688553][bookmark: _Toc128689153][bookmark: _Toc128665841]Strengths
Business objectives are achieved when there is a clear identity of the organisation’s strength as an internal factor of change. Dhir et al. (2020) identify that the strength of a company fills the niche in a business and makes it more competitive in its market share. Therefore, Meta organisation has advanced technology and a research system, which made the implementation of change more probable. Additionally, the strength of the organisation is based on its development capabilities that increased the probability of adopting a novel strategy of operation to attain the organisation’s operational goals. Therefore, the strengths identified influenced the implementation of the Meta Quest Pro Mixed Reality Headset.
[bookmark: _Toc128687819][bookmark: _Toc128688554][bookmark: _Toc128689154][bookmark: _Toc128665842]Weaknesses
Similar to the strengths of an organisation, weaknesses are equally essential internal factors influencing the need for decision-making. Therefore, Meta had to identify the possible weakness of operations so that the organisational areas needing improvement can be beefed up. From the analysis of the organisation’s operations, Meta identified limited market penetration in the mixed reality market. In this case, the present operations of the organisation were not reaching the intended target in terms of numbers realised compared to the investment made. As a result, the implementation of the Meta Quest Pro Mixed Reality Headset was the most probable solution to limited market penetration in the mixed reality market.
[bookmark: _Toc128687820][bookmark: _Toc128688555][bookmark: _Toc128689155][bookmark: _Toc128665843]Opportunities
Opportunities are external factors in an organisation that are significantly used to minimise potential drawback of a company. Similar to the strengths of an organisation in SWOT analysis, opportunities identified were likely to assist Meta in attaining the intended competitive advantage over other organisations in the same industry. Therefore, Meta organisation identified the growing demand for mixed reality technology, which needs to be embedded in the technological systems of the organisation to arouse the need to expounding the target market. As a result, this influenced the decision of implementing the Meta Quest Pro Mixed Reality Headset.
[bookmark: _Toc128687821][bookmark: _Toc128688556][bookmark: _Toc128689156][bookmark: _Toc128665844]Threats
Threats are external factors that are likely to affect the suitability and smooth operation of an organisation. The industry that Meta is operating under is flooded with cutting-edge ideas due to the novelty of the technology and its prominence in the application as a strategy for arousing consumer interest. As a result, the technological advancement factors are the primary influence of the existence of competition from other organisations in the same industry as Meta. Additionally, the market is predominantly occupied by established players who have a competitive advantage over Meta. These influences are the main factors posing a threat to implementing the change of adopting the use of the Meta Quest Pro Mixed Reality Headset in the company.
[bookmark: _Toc128665845]PESTLE Analysis
Additionally, the need for change in the organisation was influenced by the PESTLE factors. Therefore, political, economic, social, technological, legal and environmental consideration influence the implementation of the Meta Quest Pro Mixed Reality Headset in the company (see Appendix B).
[bookmark: _Toc128665846]Political
The government can influence the operations of an organisation through implementation of tax policies, tariffs and trade restriction. Therefore, the pricing of Meta Quest Pro Mixed Reality Headset will consider tax reforms in target regions as a strategy for aligning the pricing of the product as a change implementation strategy.
[bookmark: _Toc128665847]Economical
The primary reason for introducing the new product was to generate revenue for the organisation. Therefore, the need for implementation of the Meta Quest Pro Mixed Reality Headset was priced with an aim of attaining a desired economic growth of the organisation.
[bookmark: _Toc128665848]Social
Further, the social aspect of the implementing the change depends on the culture of the consumers and the stakeholder of the organisation. Therefore, before implementation of the change, the social aspect considered to check if product operations are in line with the norms of its consumers thus influencing the need for its implementation.
[bookmark: _Toc128665849]Technological
As mentioned in the SWOT analysis, the technological capabilities of the company present a vast opportunity for realising the change. Since the Meta Quest Pro Mixed Reality Headset is technologically based, the system was intended to increase customer satisfaction. As a result, this was considered as the main influence of change. 
[bookmark: _Toc128665850]Legal
The state laws are essential in determine the nature of business environment. Thus, they are both internal and external factors for consideration since they affect the public and the business. Therefore, due to favourable tax policies, Meta was capable of dispatching the product both locally and internationally.
[bookmark: _Toc128665851]Environment
The product to be implemented attains the ethical standard of operations since it is environment friendly. The product has minimal environmental effect, thus resulting in its adoption for use by Meta.
[bookmark: _Toc128687822][bookmark: _Toc128688557][bookmark: _Toc128689157][bookmark: _Toc128665852]Change Implementation
Despite the appropriateness of the product for consumption, it is equally essential to examine how influential the implementation process was in realising the intended change for Meta to adopt the Meta Quest Pro Mixed Reality Headset. Ekhsan et al. (2019) identify that change implementation is an essential strategy for realising the intended productivity depending on the suitability of decisions made regarding the intended change. In addition, strategic guidelines need to be followed to ensure that the implementation of change is successful. The research by Olson et al. (2021) shows how influential strategies are in the change implementation process. Similarly, the implementation process of change initiated by the Meta Quest Pro Mixed Reality Headset is implemented through a specific strategic process. These processes include research and development, product testing and market analysis.
The research and development stage of implementation plays a significant role in the implementation of a product. Rather et al. (2021) identify that an organisation that incorporates research and development assists the company in attaining high customer satisfaction and improving sales revenue. Therefore, the research and development phase of the Meta Quest Pro Mixed Reality Headset involves the development of the technology and the product’s design (Aikio, 2022). In this case, the research process involves an in-depth analysis of the pros and cons of implementing the product before advising on its development.
The second phase of the implementation process is the testing phase. Chen et al. (2021) postulate that the testing phase of product implementation is an essential strategy for ensuring that the batch to be implemented is free from potential flaws and that the produced batch has a high success rate of operations. This argument is also supported by Aikio (2020) who notes that the product testing phase ensures that the product meets the company’s standards and that it is ready for launch. Similarly, the suitability of the Meta Quest Pro Mixed Reality Headset was tested by the product development team, which was responsible for testing the product and ensuring that it met the company’s standards.
The final stage of analysis was the market analysis phase which involved carrying out research to assess the demand for the product. Additionally, the need for change as dictated by the market analysis assisted in the examination of the SWOT analysis to determine the need for change. Therefore, Giudici, Milne, and Vinogradov (2020) explain that market analysis is an essential strategy for examining the key players in the market. In addition, this strategy assists in determining the possible problem that might be experienced during the implementation process. As a result, the marketing team was responsible for researching and analysing the market and for developing the marketing strategy for the product launch. Finally, the whole process was overseen by the management team to ensure that the implementation process was successful.
Change implementation requires a sufficient time frame to actualise the change. The timeline of the change process was two years that is from the start of the research and development phase to the launch of the product. A sufficient time frame allows for the intended strategies of change (the research and development of the product, product testing, and market analysis) hence the successful implementation.
Despite the need for change implementation, Meta arguably encountered some changes during the process. For instance, there was limited market knowledge and Meta was getting to enter a new market and had limited experience in the mixed-reality market a factor also explained in the analysis of Agyemang et al. (2019) in examining the barriers to the successful implementation of a product in an organisation. Additionally, a potential challenge faced by the organisation in implementation was competition from the already established players in the market. Moreover, Sousa-Zomer and Cauchick-Miguel (2019) identify that the cost incurred to implement a product is a major barrier to the success of product implementation. Consequently, Meta faced challenges related to cost as the development and launch of the product required significant investment. Identification of these factors was made possible by the analysis of market structure.
For the implementation of the desired change in Meta, a change model could have been an appropriate way of theoretically implementing the new technology. Lewis (2019) identifies that change management models are an effective way of implementing permanent change in an organisation as they help transition to a new normal. Therefore, the change strategy that was used in Meta to implement the Meta Quest Pro Mixed Reality Headset was similar to Lewin’s change management model. The strategy involves three processes, unfreeze, change, and freeze. Like the technique used in the change process, Lewin’s change management model also prepares for the change through research analysis, implements the intended change, and protects the change from falling back to old ways (Akingbola, Rogers, and Baluch, 2019).
[bookmark: _Toc128687823][bookmark: _Toc128688558][bookmark: _Toc128689158][bookmark: _Toc128665853]Leaders and Leadership
The appropriateness of operations carried out by a team determines the suitability of leadership in influencing the activities of the junior employees. Alblooshi, Shamsuzzaman, and Haridy (2021) identify that the appropriateness of the operations of leaders based on their expertise is an effective way of influencing the desired change in an organisation. Similarly, Mews (2019) explains the essential leadership styles that need to be used in an organisation to influence the desired changes in an organisation. Therefore, a company operating under effective leadership is likely to realise a return on investment. For instance, the successful implementation of the Meta Quest Pro Mixed Reality Headset required an effective strategy to oversee that the adoption of the new technology was successful despite the existing barriers to investing in the virtual reality industry.
The initial phase of implementation (research and development phase) was the most crucial phase of the implementation process, and it required the expertise of the leaders to ensure that it is appropriately handled. In this phase, Meta intended to know the dynamics of the market which was to be done by research to identify the niche in the industry. Therefore, based on the technical aspect of this research segment of implementation, leaders were involved in analysing the research conducted as a strategy for streamlining the organisation’s systems. Additionally, leadership roles involve stipulating duties among team members to ensure a fast and effective way of realising the change implementation process (Newman and Ford 2021). Therefore, leaders appointed various teams to carry out and analyse the subsequent phases (testing phase and market analysis phase) of the implementation process. 
[bookmark: _Toc128687824][bookmark: _Toc128688559][bookmark: _Toc128689159][bookmark: _Toc128665854]Culture
Cultural practices in an organisation dictate the appropriate ways through which an organisation needs to attain proper behaviour. Lubis and Hanum (2020) identify that culture is made of shared beliefs and values that are implemented by organisational leaders and further reinforced through various techniques thus shaping the employee perception operations and understanding. The nature of the organisational culture used in Meta can be analysed using Handy’s model of cultural organisation. Nguyen et al. (2019) identify that Handy’s model is an organisational culture that requires coordination between employees as a strategy for attaining the intended objective within the stipulated timeframe of operation. Therefore, the adoption of this culture model resulted in the eventual smooth functioning of the company.
The implementation of the Meta Quest Pro Mixed Reality Headset as the desired change through Handy’s model. Firstly, Handy’s model identifies the relevance of power in organisational culture. As a result, the change process in Meta also included the role of leaders as the overall overseers of the change processes. Secondly, the change implementation process included various tasks, which were achieved through teamwork. Therefore, the change process adopted at Meta involved the formulation of teams to accomplish tasks. 
[bookmark: _Toc128687825][bookmark: _Toc128688560][bookmark: _Toc128689160][bookmark: _Toc128665855]Agents of Change
Commonly, change takes place based on internal and external factors determining the adoption of suitable operations in an organisation. From the analysis provided on the factors influencing change, the significant factors of change are analysed in the SWOT paradigm of Meta. Additionally, the personnel influences in the organisation are equally essential agents of the identified change in the organisation. Therefore, these factors are considered the primary aspect of change that was needed for the successful implementation of the Meta Quest Pro Mixed Reality Headset.
Firstly, the primary internal change agents were the personnel involved in the change process. Busari et al. (2020) identify that employees are essential agents of change since they promote and support the organisational required objectives. The support provided by the personnel involved in the change process includes the management process that is adopted to ensure that all protocols are observed to ensure the implementation of the desired change. Additionally, the strengths and weaknesses of Meta act as significant internal agents that influenced the need for change in the organisation (Ramadan et al.,2021). Therefore, Meta’s technological advancement was the answer to the limited market penetration in the mixed-reality market.
Secondly, external factors such as opportunities and threats were the external factors that influenced the need for change in the organisation. As an agent of change, the external factors consider the needs of the public while examining how external factors would influence the positive outcome to realise a desirable change the company’s operation (Benzaghta et al., 2021). Therefore, the opportunity of taking advantage of the growing consumer market and the threats from the already established organisation that provided stiff competition to Meta acted as a major agent of change thus influencing the need for implementation of the Meta Quest Pro Mixed Reality Headset.
[bookmark: _Toc128687826][bookmark: _Toc128688561][bookmark: _Toc128689161][bookmark: _Toc128665856]Impact of Change Models and Theories
The change models and theories applied in the intended alternation of operations in the organisation showed a significant influence to achieve the objective of the company. Firstly, the analytical relevance of SWOT analysis played a major role in influencing the implementation of the Meta Quest Pro Mixed Reality Headset. As initially identified, SWOT analysis is a significant analytical tool that considers external and internal influences that influence change in how an organisation operates. As an effective operational strategy for analysis, the SWOT model assisted in the identification of the current state of the organisation, and through this information, Meta was capable of identifying the intended measure of performance required to determine the need for change. Parameswari, Silaswara, and Andy (2021) identify that through SWOT analysis, an organisation can detect the strategic direction of realising the objectives of the organisation. In this case, the key factors associated with opportunities, threats, weaknesses, and strengths are consolidated to determine the direction that the organisation will take. Therefore, through the SWOT model of business analysis, Meta realised the need to penetrate new markets and internal capabilities of technological advancement that provided them with the opportunity to take on the change. Therefore, the process proved that the change was able to take place hence resulting in the successful implementation of the Meta Quest Pro Mixed Reality Headset.
The cultural aspect inculcated in Meta as a company in the virtual reality industry was significant in obtaining organisational change. Therefore, with the help of Handy’s model of cultural analysis, the organisation was capable of getting the best out of their workers with the aim of a successful introduction of the implementation of the Meta Quest Pro Mixed Reality Headset. Since the organisation was aiming at exploiting consumer interest, Handy’s model acted in the best interest of influencing the activities of the management team and the employees. Handy’s model creates a visionary team that is purpose-driven to obtain the intended organisational methodology of achieving a goal. Therefore, with the help of this culture, Meta formulated teams and embraced teamwork in carrying out analysis to influence the change process. Moreover, working as a team helped the organisation in embracing the culture thus resulting in working efficiency therefore, attaining the change within the stipulated work period. Finally, since the model advocates for overall power in an organisation, Handy’s model provided leaders with the power to coordinate every activity, and this resulted in the implementation of the Meta Quest Pro Mixed Reality Headset.
[bookmark: _Toc128665857]Conclusion
In conclusion, the change process was an essential strategy for Meta to adopt as a strategy for realising the desired change. Based on the technological internal strength of the company, the organisation managed to seize its opportunities. As a result, the possible barriers to their operations were lifted based on the successful implementation of the Meta Quest Pro Mixed Reality Headset. As a result, the organisation was able to bridge the gap between its well-established competitors. Additionally, the change made it possible to expound their market share by satisfying the needs of their clients and acquiring new markets. However, there could be a possibility for inventing novel strategies for future planning and improvement of the change process.
[bookmark: _Toc128687827][bookmark: _Toc128688562][bookmark: _Toc128689162][bookmark: _Toc128665858]Plan for Future Planning in the Improvement of the Change Process
	Recommendation Objective
	Measures-What action will be undertaken to resolve/improve
	Priority
High/Medium/Low
	Support & Development-
External/Internal
	Review dates
	Other comments- Eg. Was this a planning or implementation stage failure

	Training
	Provision of test scores
	High
	Internal support of employees
	1st quarter of the stipulated change period
	Successful training would ease the change process hence the organisation could have considered it.

	Creation of a road map
	Timelines
	High
	Realisation of external influence of the product to be implemented
	Assessment of success after every implementation stage
	The milestone achieved shows the essence of the road map in attaining the change and the organisation could have adopted this strategy in realising change

	Progress review
	Achievement of periodic goals
	High
	Internal support of employee and management teams
	Periodic assessment 
	This strategy was not included in the change process, and it could have been equally necessary for analysing every stage of the change process





[bookmark: _Toc128689163][bookmark: _Toc128665860]Appendix A
SWOT Analysis Table
	
	Strengths
	Weaknesses

	Opportunities
	Advanced technology and research system and developmental capabilities were used to take advantage of the growing demand for mixed reality technology resulting in the implementation of the Meta Quest Pro Mixed Reality Headset in the Meta organisation
	Overcoming limited market penetration in the mixed-reality market by identifying the growing demand for mixed-reality technology resulting in the need for implementation of the Meta Quest Pro Mixed Reality Headset

	Threats
	Advanced technology and research system and developmental capabilities were used to avoid competition from predominantly existing organisations 
	Minimising penetration in the mixed-reality market to avoid competition from predominantly existing organisations


[bookmark: _Toc128665861]                                                                               Appendix B
PESTLE Analysis Table
	Political
	The pricing of Meta Quest Pro Mixed Reality Headset will consider tax reforms in target regions as a strategy for aligning the pricing of the product as a change implementation strategy. 

	Economical
	The need for implementation of the Meta Quest Pro Mixed Reality Headset was priced with an aim of attaining a desired economic growth of the organisation

	Social
	Before implementation of the change, the social aspect considered to check if product operations are in line with the norms of its consumers thus influencing the need for its implementation. 

	Technological
	Technological capabilities of the organisation presented a vast opportunity for realising the change

	Legal
	Due to favourable tax policies, Meta was capable of dispatching the product both locally and internationally

	Environmental
	The product to be implemented attained the ethical standard of operations since it was environment friendly
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