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[bookmark: _Toc68726026]Introduction
Change management is a crucial part of any modern organisation. Companies that can effectively manage change in their internal environments are usually able to make predictions and protect themselves from any future damage that may arise due to the change. Change is not always negative to the organisation (Domingues et al. 2017). While some changes may need organisations and their managers to make quick and decisive actions to insulate the business from potential harm, other changes produce opportunities for businesses to achieve greater growth levels. Therefore, change management ought to be part and parcel of the internal organisation process (Skogland& Hansen 2017). The company’s commitment towards ensuring that change management is taken seriously by all internal and external stakeholders can be manifested with a working change plan. The plan should be embedded within the organisation’s policy document (Ahmad et al. 2017). It should also consider the prevailing issues in the organisation’s environment and work out how exactly the enterprise stands to benefit by having it. 
COVID19 pandemic is one of the most serious global challenges the globe has ever experienced (Brammer& Clark 2020). The pandemic has completely changed life as it was known before, which means that one can never be sure whether things will ever go back to normal. Businesses have been most affected by the pandemic. The restrictions on movement have meant that there has been very little contact between sellers and buyers. Most businesses have had to adopt new channels of distribution to cope with the changing market complexion. For instance, online retailing has taken centre stage, with most companies changing their structures to give it a more prominent role in the organisation. Businesses that have not been able to make the same adjustments have been forced to close down or go through a severe income downturn. Therefore, this paper will focus on how ASOS plc. has engaged in change management over the recent COVID19 period. 




[bookmark: _Toc68726027]Background
The company of interest in this study is ASOS plc. It was founded in London in 2000, with the main target being the young adult consumer segment (Ivanov, 2018). ASOS mainly deals in the retail of clothes and cosmetics. ASOS operates on a unique strategy that entails the use of an elaborate online channel of distribution. On the company’s website, there are over 850 brands, and they are all sold across the UK or shipped to over 196 countries where ASOS still has customers (Moagar-Poladian et al., 2017). At the start, the company wanted to offer the consumers products that completely match their expectations (Camargo et al., 2020). This meant that the company intended to offer consumers exactly what they saw advertised on the screen. Therefore, at the start, ASOS stood for ‘As Seen on Screen.’
The company’s main strategy of the time involved copying the outfits worn by famous actors and actresses on TV shows. This strategy was used to generate excitement among consumers (Camargo et al., 2020). As time went by, ASOS was subjected to a real market issue, and the company was forced to make changes to remain valid and profitable. With fashion becoming more diverse and new retailers coming up with their brands, ASOS decided that the movie imitations were out of date and that customers wanted original designs that they can associate with (Ivanov, 2018). The company has since grown in capacity due to this strategy which has now seen it dominate the fashion industry in the UK and become one of the most successful global brands in fashion and cosmetics. 
[bookmark: _Toc68726028]Recent History
Since 2013, ASOS has looked to implement an ambitious expansion plan. The plan has been based on making ASOS a big global contributor in the world of fashion. To a large extent, ASOS has been successful in its expansion plans. Appendix 1 below shows how ASOS compares revenue-wise to its competitors. The company has successfully managed to enter into the Russian and Chinese markets and gain a stronger foothold in other markets in Europe (Camargo et al., 2020). To completely achieve its expansion plans, ASOS has had to make difficult and risky decisions. The riskiest of them all has to be the acquisition of Topshop, Topman, Miss Selfridge and HIIT. The acquisitions have given the company infrastructure that has helped create more warehouses and fulfilment centres. Appendix 2 shows the growth in ASOS's earnings as a result of its expansion. The company's expansion has ensured that the company can turn to meet the needs of its ever-expanding consumer base. 
However, the company's recent history has not been one without challenges brought about by the immense changes the company has been making. First of all, the company's return policy has been an area of real weakness (Moagar-Poladian et al., 2017). Customers could purchase products from the company, manipulate the business and return the products for refunds (Camargo et al., 2020). Most consumers became aware of the loophole in the company's return policy and looked to take advantage. In 2019, a company spokesperson announced that the company was implementing a new return policy that would effectively replace the old one and save the company from huge financial losses. 
[bookmark: _Toc68726029]Changes in The External Environment
Labour laws and unionism is now a major part of any business. For a business to enjoy a smooth working relationship with its employees, it is important to respect the existing labour laws and follow them through completion. ASOS has been plagued with issues relating to employee treatment in the past. In 2016, Buzzfeed News usually informs the public of all kinds of news reported that ASOS's warehouse provided an unsafe work environment at its warehouses (Moagar-Poladian et al., 2017). ASOS received heavy bombardment on social media due to the Buzzfeed investigative report (Camargo et al., 2020). The company felt cornered and decided to react with its spokesperson, stating that the article's claims are isolated and therefore not a real reflection of its warehouses or f its working conditions. 
The company has also been able to make changes to its structure and operations to meet its consumers' needs during COVID19. Since the company's online system has come in handy during this time of social distancing, its website has been working at full throttle. Its site in Barnsley has especially been accused of playing with workers' lives (McMaster et al., 2020). Complaints from worker unions have indicated that ASOS has been placing workers in a congested environment hence subjecting them to threats of conducting COVID19. The company, of course, rubbished the claims, and it was allowed to continue with its operations after the Barnsley Council found that it had done enough to be compliant with the government's COVID19 directives (McMaster et al., 2020). The company also announced a desire not to change commissions on small business transactions hence saving the consumers from the economic shocks that have come with the pandemic. 
The fashion and cosmetic industry are quite competitive. Therefore, innovation and good competitive impetus and understanding are necessary if any business survives in such an industry. Having the right competitive mindset means that a company should identify opportunities in the environment and take advantage of them If possible. ASOS was smart enough to realise that the Arcadia group was struggling (McMaster et al., 2020). The company's move to buy its competitors main brands, including Topshop, Topman, HIIT and Miss Selfridge, proved a decisive blow. ASOS was able to eliminate one of its closest competitors. The acquisitions also meant that ASOS has been able to achieve more capacity. The company also got close to 300 employees from the acquired companies, meaning that it benefitted from the company's increased expertise. 
The company has also been improving its efforts in marketing. Digital marketing has lately emerged as a popular tool to get products to consumers. The rampant use of technology has made it easier for companies to target digital platforms. As of 2020, the company had an impressive ratio of 1 Twitter follower to 8 Facebook fans to 100 direct mail subscribers (McMaster et al., 2020). The company has also been keen to join the Instagram story style of marketing. This has ensured that the company can reach consumers, make them aware of the products it has to offer, and convince them to make purchases. 
[bookmark: _Toc68726030]Model for Change in the past
[bookmark: _Toc68726031]Kurt Lewin Model
In 1951, Kurt Lewin introduced the three-step changes model (Hussain et al. 2018). Lewin viewed behaviour as a dynamic balance of forces working in opposing directions. There are driving forces which facilitate change due to the fact they push employees in the desired direction. However, there are also restraining forces that prevent change as they push employees in the opposite direction. 
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Figure 1: Kurt Lewin change model. Source: (Hussain et al. 2018).
Unfreeze
As Lewin’s first step, it deals with unfreezing the existing status quo (Hussain et al. 2018). As the equilibrium of the state, the role of unfreezing at ASOS has been to overcome the strains of resistance from individuals as well as group conformity. To achieve this, the company has had to increase the driving forces which push behaviour in the opposite direction of the status quo (see figure 1). 
Change
As the second phase, Lewin explains the need to move the target system to a new level of equilibrium (Hussain et al. 2018). ASOS applies three actions at this point. Firstly, it reasons with the employees into agreement that status quo is not good for the company growth. Secondly, the company advises employees to perceive problems from different angles. Thirdly it encourages them to seek relevant information and use views of powerful leaders in support of the change.
Refreeze
This is Lewin’s third step, and it involves sustaining the change attained so that employees stick to it over time (Hussain et al. 2018). ASOS uses this stage to enable employees integrate new values into the company values and traditions. In this regard, the company stabilises new equilibrium that come from the balance of both the restraining and driving forces.
[bookmark: _Toc68726032]Forecasting
The company has been engaging in predictive scanning of the environment. This has been made even better by the developments in technology. The company's point of interaction with the consumers is the online platform. The platform can track important sales data, customer demand, purchase behaviour, repeat buys, and other important customer information. The data is then subjected to analysis through a data analytics system (Mia et al., 2021). There are various benefits that the company has earned from using forecasting and data analytics to predict changes that are likely to occur in the external and internal environment
Responsibility
Change can be a serious risk to organisational wellbeing if not properly handled. Handling change requires strict levels of commitment from within the organisation, and this starts with assigning responsibility. If the forecast and data analytics system show that there is a particular transition that the company is going to have to go through, the management team usually appoint someone to manage this period of transition (Mia et al., 2021). Having people responsible for change management within the enterprise is beneficial as it will ensure that change is well observed. Individuals selected for this task are usually highly skilled with enough technical knowledge in the changing area. When an issue is too technical for the company's staff to handle, a consultant is usually brought in to make sure that the company can go through change unscathed or with little possible damage. 
Relative Accuracy
With the company constantly upgrading its data analytics system, the forecasts being made increasingly prove to be more accurate. Widely inaccurate forecasts can be very problematic to the organisation (Mia et al., 2021). For instance, if a data analytics system predicts that there will be a drastic decline in the overall sales volume of the goods in the company, there is likely to be a state of panic. Managers will be working hard to get the employees to meet the targets, leading to disharmony or stress within the workplace (Mia et al., 2021). With improved data analytics systems, managers have the privilege of having useful information. Such presence of information then ensures that they can make the right choices and decision about the organisation's future both in the short term and in the long term. 
Planning
Companies make short term and long-term plans. Plans are the identified strategies that guide the actions of people. Through good plans, businesses can reduce uncertainty, earn high levels of confidence from the customers, and identify issues within their environment that are likely to cause turbulence (Mia et al., 2021). The forecasts produced by the analytics systems usually play a major part in the making of business plans. Budgets are also an important part of the business plan. Predicted sales volumes and stock requirements help the managers to make financial budgets for the company. Managers can determine where there is a strong need for finances within the company, leading to the effective deployment of company resources. Through efficient planning and budgeting, managers can avoid conflict issues that usually crop up as a result of imbalances in sharing resources.  
[bookmark: _Toc68726033]Leadership Style
Nick Brighton is the chief executive officer at ASOS. He has led the company through one of the most turbulent times in its history as CEO. Nick's style of leadership has bordered close to transformational leadership (Ivanov, 2018). As an individual who has held several important positions in the past, Nick is well aware of its key strategy and how it wants its products to appear. Nick is also aware that the company can become an even bigger company because of its unique operating model and the opportunities available to the company. Much of what Nick did in 2020 has been strictly related to data analysis (Camargo et al., 2020). Nick has formed various taskforces within the company with the main goal being to analyse the COVID19 pandemic and identify opportunities that the company can exploit.
The end results of Nick’s impressive managerial style have been tremendous. Nick and his team of managers have been able to identify that their online platform gives them an edge over the other brick and mortar competitors. While the competitors were struggling to find new ways of getting their products to the consumer, the transformational style employed by Nick ensured that ASOS was well ahead and thriving even as the pandemic hit others hard (Camargo et al., 2020). Transformational leaders are individuals who usually boast very impressive personal skills. They usually convince the rest of the organisation to follow their actions and believe in what the organisation is looking to achieve. Nick knows that the company mainly targets customers aged 20 to 30 (Camargo et al., 2020). Although he doesn’t fall within this age bracket, he appreciates its products and usually takes pictures wearing some of the company’s top fashion apparel. By acting as a brand ambassador and showcasing just how much he believes in what the company is doing and the products it is selling, Nick has managed to convince most internal and external stakeholders to believe in him and what he is looking to offer to the company. 
[bookmark: _Toc68726034]Kotter Eight-Step Model
This model was developed in 1996 by Dr. John Kotter. He outlined 8-stage process of creating major change, which is applicable to ASOS in the following ways as shown in the table below. 
	1
	Create urgency
	This is envisaged in the development of urgency around the need for change (Kang et al. 2020). ASOS’ need for change has been around enabling employees to be fully involved in the product innovation. 

	2
	Forming a powerful coalition 
	Based on this stage, there is need to have a team of influential people with the power from numerous sources. ASOS has used this approach through intensifying change-oriented leaders in the company. 

	3
	Create a vision for change 
	Here, ideas and concepts are linked to the overall vision. ASOS has been able to use this stage by determining values central to the company change.

	4
	Communicate the vision
	According to Kotter, there is need to communicate the vision more frequently and powerfully (Kang et al. 2020). ASOS does this by embedding the vision in everything that the company does, and openly addressing people’s concerns. 

	5
	Remove obstacles 
	Kotter advises that companies should put in place the structure for change (Kang et al. 2020). Afterwards, there is a need to continually check for barriers to it. ASOS has done this by hiring change leader, whose main role has been to deliver the change. 

	6
	Creation of short-term wins
	Kotter explicates that short-term targets are important as opposed to just one long-term goal (Kang et al. 2020). In this regard, every win the ASOS makes propels the company and motivates the employees towards achieving more. 

	7
	Build on change
	At this stage, a company is expected to take each success and create additional opportunity for future achievement (Kang et al. 2020). ASOS, for example, has built from the athleisure fashion to integrating fashion for universal wear across its customer demography. 

	8
	Anchoring the changes in corporate culture
	Here, the company makes numerous efforts to make sure that change is present in every aspect of an organization (Kang et al. 2020). ASOS uses the philosophy “We don't just live and breathe our customers – we are our customers”, to make new fashion and avail new items almost daily to customers (ASOS Careers 2021).


Figure 1: Kotter's 8-step model, Source: (Kang et al. 2020)
[bookmark: _Toc68726035]Impact of Organisational Culture
Culture is best described as an accustoming to doing things in a particular manner. Culture is created through continuous performance in a particular manner. Organisations have a culture known internally and sometimes even externally (Warrick, 2017). ASOS, like every other successful organisation, has its own internal culture. The organisation’s culture has ensured that the company can remain competitive amid the increased pressure it faces from external competitors. Culture is inherent within organisations and rarely changes unless there is a concerted and real effort to make changes to it (Warrick, 2017). Therefore, this section will look at the company’s cultural qualities that have proved instrumental in going through the period of change.  
[bookmark: _Toc68726036]High Affinity for Quality
Quality is an important aspect in organisations mostly because it determines how an organisation is perceived. ASOS has always envisaged producing high-quality products ever since the company was started. At the start, the company linked its perception of quality to the dressing styles adopted by famous actors and actresses in movies (ASOS, 2021). By imitating the dressing style of famous movie stars, ASOS wanted to be seen in a particular manner. The company’s affinity for quality has, however, only grown since its inception in 2000. ASOS realised that to compete properly with the other companies around it, it had to improve quality. It understood the important elements of actual and perceived quality, such as design, originality and material quality (ASOS, 2021). Therefore, the company’s culture of quality has ensured that it has continued to enjoy success even amidst the pandemic. With quality packaging and efficient shipping services, the company had enjoyed an increase in sales volume even when other companies were seriously affected by the pandemic’s consequences. 
[bookmark: _Toc68726037]High appreciation for Values
The company also has a high appreciation of personal values. There is autonomy given to the managers within the company in their day-to-day operations. However, the open structure practised by the company is only possible because of the high values that the managers display. Without impressively high values, the managers will not have been able to exemplify the discipline demanded by an autonomous structure. The company values respect. Employees are expected to act with integrity and to show respect when representing the company in any capacity (ASOS, 2021). This includes showing respect to people from other cultures. The company deals with many international customers, therefore making cultural sensitivity one of the most important organisational values. By maintaining a high level of values within the organisation, ASOS plc has managed to control how the public perceives it, thus ensuring that it is still able to survive and profit amid the turbulence brought about by COVID19. 
[bookmark: _Toc68726038]Corporate Responsibility
The way a company fulfils its corporate responsibility has now adopted great importance among the consumers. Most consumers want to associate themselves with companies with high value for keeping corporate actions well within a sustainable threshold. The company’s main sustainability action is that it doesn’t engage in cosmetic testing on animals. In 2017, the company developed an Ethical Trade Strategy (ASOS, 2021). The strategy outlines the company’s desire to get the very best out of its supply chain. This especially relates to the company’s efforts to ensure that every person in the supply chain thinks and acts sustainably, gets a goods wage and works in the most appealing circumstances. There were some slight complaints from a report generated by Buzzfeed that could have ruined the company’s image in the eyes of the public, but this was quickly extinguished when the Barnsley Council investigated its premises and found them compliant. By maintaining high compliance with sustainability expectations, the company has stayed in good books with a consumer base that is increasingly becoming sensitive towards sustainability and the company’s compliance towards the basic sustainability expectations. 
[bookmark: _Toc68726039]Choice for All
The company understands that consumers have different tastes in fashion and cosmetics. Therefore, it has ensured that the consumer is given a chance to choose from a wide array of fashion outfits. Giving consumers a choice has ensured that ASOS has access to a large pool of consumers (ASOS, 2021). Most consumers are well pleased with the impressively designed company website and the functionality it accords them. The company has especially managed to incorporate the LGBTQ community in its designs. By seeking opinions and working with LGBTQ lobby groups, the company has included in its model policy designs capable of fulfilling the gender-neutral demands of the LGBTQ community (ASOS, 2021). With the company making a consistent effort to ensure that the consumers can access their product of choice even amidst the pandemic’s challenging times, it has managed to stay profitable.
[bookmark: _Toc68726040]Honesty
Online retailing is one of the most dangerous options for buying products. This is usually because the consumer has not seen a particular product in a real physical state. Consumers are, at times, forced to buy products that do not fit their expectations. A culture of honesty at ASOS has ensured that the consumers continually trust the company to supply the quality of products displayed on the website (ASOS, 2021). This can be seen from the company’s name being ‘As Seen on Screen’. It wanted from the first instance to ensure that the consumer gets the same product they were imitating. As time has moved on, the company has stuck with its philosophy by ensuring that consumers access real products. Therefore, the honesty philosophy has been instrumental in ensuring that ASOS plc continues to enjoy the trust of its customers. This has, in turn, ensured that the customers are willing to make more purchases, thus guaranteeing the company a steady flow of income in the challenging economic times brought by the COVID19 pandemic.
[bookmark: _Toc68726041]Change Management Plan for the Future
[bookmark: _Toc68726042]Introduction
ASOS plc is experiencing numerous changes in its internal and external environment. In order for the company to continue enjoying high levels of market success, it has to implement rapid and elaborate change management plans. The company’s image is the first item on the list of the issues the company ought to be prioritizing in its change management plan. Image is described by Sperry and Jetter (2019) as the perception of a company held by its consumers as well as the general public. ASOS has been accused before for not treating the employees well and therefore there is urgent need to change this perception to give the company the required status and image in the eyes of the consumers and the public at large. 
ASOS also has to have a second look at its internal processes which will ensure that employees are given the right treatment. The company’s employees are vital to its success and they should feel appreciated in order to continue giving their best efforts towards the achievement of overall business objectives. ASOS should also improve the condition of its warehouses so as to ensure that the workers are given working conditions that do not put them at risk of conducting Covid19. The company has also recently acquired TopShop and it needs to engage in post-merger integration to ensure that it is able to add to its internal efficiencies and competencies. 
[bookmark: _Toc68726043]Project Sponsor
As reported above, Nick Beighton is the company’s CEO and a main reason behind the success ASOS has enjoyed in the last few years. Beighton possesses excellent interpersonal skills that will be instrumental during the change management process. Nick’s tasks will involve convincing both internal and external stakeholders of the benefits the company stands to receive after the changes have been implemented. Nick will also assign tasks to internal individuals relating to the changes being implemented. The project sponsor is responsible for monitoring and supervising people that have been given change management responsibilities in the company (Negron, 2020). Through Nick Beighton’s supervisory efforts, the company will be able to emerge from the change management process much stronger than it was before. 
[bookmark: _Toc68726044]Project Objectives
The change management project aims to put ASOS plc in the best possible position to compete favourably with the other businesses in the industry. In order to achieve this envisaged overall objective, the company will look to successfully achieve certain smaller objectives: 
· To make ASOS plc competitive enough to deal with the changes and challenges rife in the fashion retail industry
· To change the perception of the consumers and the general public towards ASOS plc that has been damaged by negative publicity on social media. 
· To institute internal process changes that will ensure employees feel valued, recognised and respected within the organisational setting. 
· To improve working conditions in the company by equipping the warehouses to further protect the employees from the risk of conducting Covid19. 
· To achieve seamless post-merger integration thus ensuring that ASOS is able to achieve maximum internal benefit from the recent acquisition of Top Shop. 
· 
[bookmark: _Toc68726045]Change Management Objectives and Principles
Objectives
· The change management process aims to establish an interactive social media presence that will help to address issues that are likely to cause widespread negative publicity. 
· The process also aims to convince internal and external stakeholders of the changes being conducted in the external and internal environments as well as the benefits the company stands to gain from these changes. 
· 
Principles Underpinning the Change
Inclusiveness: The change management process aims to convince the employees that they are an important part of the organisation. This will help to combat the high levels of dissatisfaction currently being experienced by the employees in the company. 
Process improvement: The project also aims to improve internal efficiencies thus leading to a safer and comfortable working environment as well as the efficient utilization of the firm’s human resources. 
Ethical Issues
Openness: The Company has been accused in the past of failing to give the employees the right levels of treatment. During this change management process, it is vital for ASOS to own up its past transgressions and focus on the best way forward to convince its stakeholders of its strong internal commitment to the changes being made. 
[bookmark: _Toc68726046]Change Plan Elements
People
This element is quite important in any change processes since the people are the ones usually tasked with the responsibility of effecting change in a normal organisational setting (Warrick, 2017). For this particular case, the focus will be on making the people satisfied in their on-job roles. People will therefore an important centre of focus as the entire process will be based on what the people within the organisation want and need. 
Systems
Systems are the organisational competencies designed to facilitate the successful completion of day-to-day tasks and responsibilities. Technology has effectively taken over as the system of choice in most organisations. The change process will therefore focus on integrating the technological components of TopShop and ASOS so as to ensure that the two companies are able to run in parallel.  
Process
Kakie (2016) defines process as the interconnected organisational components that outline procedures to be followed in the completion of day-to-day activities. Process is therefore an important element of this change management project since the focus will be on introducing internal programs that make employees feel valued. Process is also essential as the project will have to institute rigorous social media marketing to change the image and perception held by the consumers and the general public. 
[bookmark: _Toc68726047]Rationale for Change
Drivers
· Increased competition in the fashion industry
· A lingering negative image that has affected the firm’s brand equity 
· High levels of dissatisfaction among the employees concerning the working conditions they are exposed to in the firm environment
· The covid19 pandemic and the changing safety requirement as a consequence of it
Constraints
· The high level of uncertainty brought about by the Covid19 pandemic
· Some changes may require high levels of capital investment
Risks
· The risk of failure
· The change process is likely to face resistance both internally and externally

[bookmark: _Toc68726048]Key Stakeholder Analysis
Employees
The employees are the key stakeholders in this change process because they are the ones that will play a big part in the changes being implemented (Galli, 2018). The main fear of the employees is that the changes may fail to give them the level of satisfaction they crave. They may also fear the changes brought about by the post-merger integration process. The employees will need assurance of their positions in the company and further assurances that their inclusiveness will be at the centre of the change process. Face to face communication is ideal to give employees these assurances and it will be organised through dialogue meetings. 
Shareholders
Shareholders may have fears concerning the capital requirement of the changes. They will need assurances that the changes implemented will play a part in maximizing their wealth (Cunliffe&Luhman, 2012). Print media is the right kind of communication for this category. Individual newsletters will be typed and sent to the shareholders detailing the benefits that are likely to come with the changes. 
[bookmark: _Toc68726049]Readiness for Change
The company has high levels of readiness for change. The shareholders are usually informed about the changes taking place in the organisation through individual newsletters and e-mail. The high level of dissatisfaction among the employees and top management’s concern for the spiralling company image are factors that lead to a strong commitment to effect the changes. Due to the above factors, ASOS has the stakeholder support needed to effect the necessary changes. 
[bookmark: _Toc68726050]Key Change messages
Inclusiveness: This change process will ensure that employees are given due consideration. They will be more involved in organisational decision making. 
Working conditions: This change project will ensure that the company’s warehouses are equipped to provide safe working conditions in light of the Covid19 pandemic.
Integration: The change implemented will ensure that there is a smooth integration of people, processes and technology between ASOS and Top shop. This will help to ensure that the company achieves higher level of efficiency. 
Social media marketing: Rigorous efforts will be taken to try and improve the company’s social media presence. This will provide an added channel of distribution as well as playing a part in helping to address the issues causing negative publicity on social media. 
Competitiveness: The added competencies gained through this change process will help the company to be more competitive against increasing competition. 
Process: Internal process changes will help ensure that the company is well placed to deal with change in the future. 
[bookmark: _Toc68726051]Change Elements
Processes
The change will mainly be related to the company’s internal processes. The change project will need a team that will be headed by the CEO and include the human resource manager, the information technology manager and a couple of other employees from the two departments. The public relations manager will also play a prominent role in the change process. The other functional managers will be given regular updates about the changes being implemented and their repercussions. The changes being implemented are not of a radical nature and therefore do not need transitional arrangements. Changes that entail the fine-tuning on internal processes do not necessarily need transitional arrangements. There will be little effect on workloads as the change management process can still be conducted within normal working hours. 
[bookmark: _Toc68726052]Change Plan
	Action
	Who
	When
	Performance Measures

	Inclusivity Management
	Operations Manager
	20th March- 4th May
	Survey to evaluate employee level of satisfaction with their involvement

	Improvement of working conditions in warehouses
	Operations Manager
	4th May – 20th May
	Inspection of safety protocols introduced in the warehouses

	Post-merger Integration
	HR manager and IT manager
	20th March – 25th May
	IT and HR audits to measure the level of integration  

	Social media marketing
	IT manager
	25th March – 31st May
	The number of followers mentions and reviews on social media. 

	Business process improvement
	IT manager and operations manager
	15th March – 20th June
	Process audits

	Monitoring and evaluation of implemented changes
	Operations manager
	24th March – 1st July
	Consistent evaluation of actual performance against laid down objectives


Source: (Cunliffe&Luhman, 2012).
Communication Plan
	Stakeholder Group
	Message
	Media

	Employees
	To be committed towards the change process by undertaking the tasks assigned to them
	Dialogue Meetings

	Customers
	To maintain faith in the company and prepare for better service in the future
	Company website

	Shareholders
	To continue providing the company with the necessary capital 
	Newsletters


Source: (Cunliffe&Luhman, 2012).

[bookmark: _Toc68726053]Consolidation
The company will document the new organisational process as essential elements in its internal processes and procedures. ASOS will also ensure that company policy protects the change made which will prevent relapses. 
[bookmark: _Toc68726054]Evaluation
The CEO will instruct the operations manager to conduct evaluations of the change management process after every two weeks. Progress reports will be sent to the CEO who will then analyse and decide on the best way forward. The final evaluation will involve the comparison between the results of the change process and the objectives set for the change process (Agogué et al., 2017). The outcomes of the evaluation will be communicated in formal company reports that will be available to stakeholders. The reports will highlight management’s position on the changes to be made.  
[bookmark: _Toc68726055]Conclusion
ASOS plc is one of the elite companies in the modern-day UK. The company has a unique business structure that has seen it garner the largest independent online retailer's title in the UK. Like most of its main competitors, the company has had to deal with the scathing challenges brought about by the COVID19 pandemic. To manage change, the company is currently using forecasts generated by an effective data analytics system. The forecasts act as decision support tools for managers. The current CEO is Nick Brighton, and he is renowned for his transformative leadership style. However, the company needs to adopt new methodologies of change management to cope with changes both in the internal and external environment. One strategy that the company has to employ is the use of the ADKAR model. The company can also use the contingency theory approach and the systems theory approach as alternative models to use in managing change when the ADKAR model is not at its best.
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1. Comparison between ASOS and other fast fashion outlets

[image: Fast Fashion Of The Future: ASOS Vs. Boohoo (OTCMKTS:BHHOF) | Seeking Alpha]










Figure 4: Comparison between ASOS and other companies (City Spy, 2015)







2. Average earnings of top apparel retailers
[image: What is the average profit margin earned by apparel retailers (brick &  mortar retailers and e-commerce/online retailers) and/or distributors? -  Quora]














Figure 5: Revenue comparisons (Faull, 2018)
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