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[bookmark: _Toc70967794]Introduction

The business environment is complex and interactive. The analysis of business environment is an important strategic tool and can’t be ignored. A detailed and clearly analysis of the business environment helps to monitor and to understand internal and external factors. Not determining these factors in the organization, it can influence its activity, development, growth and survival of organizations. Also, the analysis is important and necessary to determines the weaknesses, opportunities and threats of an organization. The changes in the environment can cause inputs and outputs which affects a company’s activity. The internal and external factors must be considered by organizations as an entity. Thus, this essay includes the analysis of the environmental scanning tool factors of PESTEL, that affects the companies from fashion industry. However, analyze the impact of those factors during Coronavirus pandemic in the fashion industry. This essay determines the opportunities and challenges of the factors above presented influenced the business activities in the pandemic period. A critical analyze is presented about the Marks & Spencer retail and how the company have adapted to the changing business environment in the light of the Covid-19 pandemic. Finally, the essay comprises conclusions and recommendations about how the pandemic of Covid-19 make the people to rethink about the further life. 




A. [bookmark: _Toc70967795]The analysis of macroeconomic business environment and the impact of Covid19 in the fashion industry

[bookmark: _Toc70967796]PESTEL Analysis in the Fashion industry

PESTEL is a situational analysis and can be described as a basis of the marketing plan and resides in examination of the internal and external factors of the macro environment, that can affect a business activity. The macroenvironment consists of factors that affect most or less an organizations and industries. There are six factors by which the circumstances of the macro-environment, and the aspect of the market of an organization can be analyzed: political, economic, social, technological, environmental and legal (Johnson, et al., 2017). Political factor of PESTEL Analysis constitute a substantial function of the state in the macro-environment. As a result of today's situation covid-19, the political factor plays a significant role in the decisions to be made in the fashion industry, determining conflicts, seeking solutions to problems, how new trends emerge and how the fashion industry evolves in a pandemic. COVID-19 affects fashion industry as governments close manufacturing plants, shops and events to reduce the expansion of the virus. Changes in government regulations affect business results of the fashion industry. The state acts by introducing laws and regulations, affecting the functioning of businesses and the growth of organizations. For example, producers have adapted and presented their fashion items through online presentations left out the presence of public. The British Fashion Council has announced that will introduce a digital "cultural fashion week" the podium that the designers could adapt in way they think would facilitate for them. The fashion weeks were digitally presented during the pandemic (Council, 2021). 
Economic factors impact the power of the buyer and the behavior of consumers. Factors such as income, growth and inflation rate, interest and exchange rate, supply or demand, wages influence the business function (Kotler, et al., 2018). During pandemic most financial stock markets have reached an all-time low, investors have withdrawn their resources and investments. From an economic point of view, the world can be seen at two extremes: countries with high-income, where people find ways to buy products and accessories from fashion, and countries with low-income and high unemployment, where people find fashion a luxury which cannot adopt. The Social factors have two impacts on environment. First, affects the requests and provide economic and growth level, and second, provide a performance to organizations. Demographics and geographic elements, the distribution of age are also essential factors, that define the requests and the services. Covid-19 severely affected the industry of fashion. Because of human's fear and panic that they will be infected, they would rather stay safe at home than be infected when they go shopping, thus affecting clothing sales. The owners gave up their staff because of the few customers. Also, layoffs and pay cuts had an impact on sales. The technological factor represents the innovation of internet technology, the development of electronic markets. Thus, networks taking the place of existing industry (Worthington & Britton, 2006). Because of Covid-19 most of shops to set up an online store, finding ways to increase a profit. As stores closed doors and kept people at home, was a crucial shift to digital market, people began to place orders at home. Consumers increased the use of their services, also, traders offered digital solving to survive. Sales of physical stores are declining, while online retailers like Adidas, JD Sport are on the rise.


Environmental factors like as the safety and mitigation of environmental degradation are today's policy concerns. The organizations are responsible for the impact of business activities on environmental change (air, water, land), especially in tourism, agriculture, agricultural industries and fashion industries. Items in the fashion industry have a destructive impact on the environment. First, it starts with manufacturing, where factories that chemically treat the material to produce clothes emit chemicals into the atmosphere. In the stage of transporting the goods, gases and fumes are released into the environment or water, depending on the means of transport the goods are extended, thus causing air pollution. Second, the clothes, once used become in the waste. The fashion industry plays a colossal function in the waste of clothing, as new clothes are produced every season. Some industries for example Nike started recycling used clothes; but works at a very low level. The legal factor are distinctive laws, health and safety law, law of discrimination, labor law, protection law of consumers. The legal character does not only comprise laws, also includes of informal and formal standards that cannot be ignored. For example, Zara is no exception, it must take into consideration the legal instructions of its operations and ensure that compliance rules are complied with effectively. Labor law, the operation of the supply chain, trademarks and copyrights are some of the issues that the brand must successfully follow to ensure its prosperity.
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For the industry of fashion, the pandemic period was something in which everything has changed. While the coronavirus pandemic has shocked the world, the fashion industry has suffered the most, with nearly three-quarters of companies losing money. The consumer behaviors have some changes, also, supply chains have been disrupted. The companies from fashion industry need to adapt their strategies to suit their individual opportunities, market exposure and abilities. Fashion companies expect that Covid-19 and the economic crisis to be the biggest challenge in the future, and the digital field to be the biggest opportunity for their development. The COVID-19 has greatly impacted the industry of fashion, the employees and the waste it has produced. Also, the financial impact that the pandemic had is underlined by the financial difficulty of even the biggest brands. This pandemic could provide to rethink about fashion industry opportunities (Government, 2020). The fashion industry has faced challenges as well as the rest of the world, because people have lost interest to buy clothes (Fox17, 2021). 
[bookmark: _Toc70967798]Adaptation of Marks & Spencer to the changing business environment in the light of the Covid-19 pandemic

Marks & Spencer declines at the first fall, as the Covid-19 strikes sales of clothing. They reported a loss of £87.6m in the period of six months. Compared to previous years, the UK's largest clothing retailer reported profits of £176 million. Its first lost in 94 years as PLC – from England, wide lockdown for is non-essential store on market. The Covid-19 pandemic forced the company to make tough decisions to quick fix the deficiencies. 
Majority of the chains of shops was been closed. The restrictions made it harder to control the profitability at M&S. Transactions had going to cover after the first lockdown, but the application of the new measures created significant uncertainty and made its financial performance impossible. The M&S clothing sales fell 60% from the initial blockade in the UK. The company was in good position as England came in second lockdown, with fewer stocks in their stores and warehouses. M&S, sold clothing from online platform and offered click and collection in stores to offer more convenience for customers, being better placed than clothing competitors, to withstand the pandemic. While trading in retail stores was impacted by the covid-19 measures, shoppers went to website, then sales rose 34%. Sales of women's pajamas and gymnastics items increased by 175% and 200%, the sale of knitwear for men increased by 81%, because people living in loungewear in lockdown and needed to refresh the wardrobe. Online growth has not been sufficiently to compensate impact ofcovid-19 on network store. The management decided to reduce the prices of clothes, which did nothing wrong in its response to Covid-19 (Wood, 2020). The ways to shop has changed, so M&S has been changed too. M&S are following health guidance and have placed social distancing and additional hygiene measures to keep healthy all. Have made some changes in their distribution sectors to support operations from online and delivery. Some departments of distribution have been closed for external visitors (Mark & Spencer, 2021). Now, the clothing stores of M&S are opening again, and they have the opportunity, to implemented new services and products, that will help to shop the customer’s way. As we step into summer, the M&S introduced more casual pieces to their range, as well as great spring/ summer products for those first everyday social occasions. Also, introduced expert fitters on hand to offer safe and contactless service and advice. M&S offer online consultations with their beauty experts.
For customers who are in stores, M&S have made paying more quicker and easier, by introducing checkout-free scan and new on-the-spot Pay with Me service available. Marks & Spencer extends the use of a phone-based service to "scan, pay and go" to all their 573 stores in the UK. The advantage of the M&S scheme is that it helps to prevent infection with Covid-19 of consumers who gather in the same area during busy periods (BBC, 2020). M&S business leaders hope the coronavirus situation could be stabilized now by reopening stores and easing restrictions and people will return to their old spending habits. As they promoted the concept of sustainable retail industry, have promised in further to give attention to their production processes and satisfy customer’s needs, in order to raise the company's profitability.












[bookmark: _Toc70967799]Conclusion

[bookmark: _GoBack]The industry of fashion accounts for 10% of the emission of carbon produced by the human factor and manufactures such as drying up water sources and courses, and polluting rivers. Given the level of overproduction that the industry of fashion offered before the COVID-19 pandemic, can be concluded that time spent at home and closure of activities of businesses made us more aware of the harmfulness of the fashion industry.  Hope, that this awareness leads us to reuse and repair the clothes, the adoption of a longevity mentality of humans when comes to change clothes in the wardrobe. Question is: what to do with the remaining stock? This could be an opportunity to consider how the industry of fashion can reset and how can invest in present and subsequent COVID-19 recycling. We can conclude that Covid-19 pandemic presented an opportunity for all of us, to rethink about previous life, values, and about the waste produced, our financial situation, the excess that indulged before, and how this fashion industry represents in the future business environment and market.
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