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[bookmark: _Toc70973248]Introduction
COVID-19 has affected people globally and it has affected the global supply chain of the fashion industry as well. While major fashion houses had to cancel their fashion shows and orders, fashion brands globally struggled to survive. Since the first lockdown in the UK in July 2020, the luxury fashion brands were affected while before the pandemic, the luxury sector in the UK was growing at a 9.6% rate (Adegeest, 2020). Due to the significant economic and psychological impact of COVID-19, British luxury fashion houses faced significant challenges which further enhanced due to no tourism activities. This study aims to evaluate the impact of the pandemic and the major forces that have shaped the business environment of the fashion industry and the opportunities and challenges that have been present to the key players of the fashion industry with the example of Alexander McQueen. Alexander McQueen is a British luxury fashion house established by Alexander McQueen and during the COVID-19 pandemic, the brand leveraged its digital capabilities. 
[bookmark: _Toc70973249]Impact of the pandemic on the business environment of the fashion industry
UK Fashion industry is shaped by various external environmental factors which include UK's political position, economic conditions, social factors, technological factors, legal and environmental factors. The Fashion industry was already affected by BREXIT and the uncertainty caused by the decision of leaving Europe in terms of trade with other member countries. The fashion industry of the UK is dependent on tourism as it obtains significant revenue from international tourists. COVID-19 has affected the influx of tourists and affected the sales of the fashion houses as well (Abdullah, 2020). Adegeest (2020) revealed that recession caused by COVID-19 could affect the average growth of the fashion industry in terms of revenue as well as job losses which include indirect jobs created through the supply chain. Consumer spending has also decreased and their buying behaviour has been changed which made the business environment of the fashion industry more unpredictable and uncertain. The pandemic has increased the need of adopting digital media and e-commerce for leveraging the scope of online sales. The fashion industry depends on the global fashion weeks which could not take place due to the restrictions on travel and global fashion houses chose social media and digital fashion show for displaying their products. The pandemic has largely increased the need of using e-commerce and online stores for fashion brands as malls and stores were closed (Black, 2020). As a part of the retail disruption, the business environment of the fashion industry faced turmoil as the major markets for UK fashion brands like Alexander McQueen demonstrated different trends. Inventory management became challenging with excess inventory. 
[bookmark: _Toc70973250]Major forces that shaped the business environment
PESTEL
	Factors
	Remarks

	Political
	· Sealing of international border: impact on trade tariff and other trade-oriented regulations
· Closing of manufacturing factories abroad: the collapse of the supply chain
· Relative political stability due to the bans on gatherings
· Local companies are getting greater exposure mostly through e-commerce outlets

	Economic
	· Several local companies have been led to closure due to economic uncertainties
· Fluctuations in oil prices due to bans on international travel
· Fluctuations of exchange rate
· Suppliers are susceptible to demand high costs due to the unavailability of alternatives

	Social
	· Fashion weeks and other exhibitions are banned under statutory restrictions, which threats the inventory of these companies from drying up
· People are less likely to visit the stores for maintaining social distancing and other restrictions
· Local brands can enjoy the option of selling their products due to the restrictions of international import
· Several other accessories like fashionable masks, gloves are coming into vogue

	Technological 
	· Technological devices are the remaining lifeline of the brands
· Big brands are conducting fashion exhibitions through Google Meet and other similar platforms
· The local brands are thriving due to their e-commerce outlets i.e. online delivery
· The financial applications are rendering monetary transactions easy, which can also be a driver of increased purchase

	Environmental
	· The fashion industry is considered to cause the majority of greenhouse gas (GHG) emissions in the world
· Unsustainable handling and fast fashion; production of an unmanageable amount of waste
· Restrictions on using animal furs, the brands are always under the watch of People for the Ethical Treatment of Animals (PETA)

	Legal
	· Statutory restrictions on gathering, wearing masks etc
· Increased regulation on international trade
· Stringent environmental laws



SWOT
	Strengths
· Strong corporate image
· Financial status and market position is high
· Designs are unique – possibility for a competitive edge
· Diversification of the existing product line with new designs
	Weaknesses 
· Not accessible for mass market
· Clumsy website design – difficulty in navigating 
· Limited global presence
· Diversification of designs can make McQueen lose its signature style
· Incompatibility with emerging social demands 

	Opportunities
· Increase the frequency of using social media
· Can penetrate the mass market by addressing the latest demands
· Scopes for expansion (though after lifting the international trade barrier)
	Threats 
· High penetration cause to make a presence in the mass market
· Current barriers to international trade are restricting the scope for global expansion



Porter’s five forces
Bargaining power of the buyers
It is evident from the current circumstances after COVID-19 that the bargaining power of the buyers will remain moderate. This is mainly due to the closure of several brands. Moreover, as McQueen is a premium brand, the options are inherently less for the premium customers, which will not influence the switching costs greatly (Calinao and Lin, 2017). 
Bargaining power of the suppliers
As far as the circumstances after COVID-19 is concerned, it seems that the bargaining power of the suppliers will remain moderate. This ambiguity is mainly caused by the suppliers’ will to sell their offerings to the highest bidders, which is simultaneously affected by a fewer number of buyers and can cause impediments to their survival (Brydges and Hanlon, 2020). Moreover, as the local brands are susceptible to gain prominence in this phase, the international suppliers will be endowed with a restricted exercise of their bargaining power. 
Threat of substitutes
It can be easily anticipated that the threat of substitutes for McQueen is less. This is primarily due to the fewer number of suitable alternatives. Moreover, amidst the restrictions due to COVID-19, the premium customers will attempt to stay with their staple brands. 
The threat of new entrants
It is evident from the current circumstances that the threat of new entrants is less. It is because opening new stores at this time will be futile. The cost of penetrating the online domain is equally high. Moreover, new entities would not be capable of matching the corporate image of entities like McQueen. 
Competitive rivalry
As far as the corporate stature of McQueen is concerned, it can be said that competitive rivalry will be moderate in the current circumstances. As mentioned earlier, the premium-range customers will attempt to stay with their staple brands. Moreover, as the inventory of these premium entities is on the verge of drying up, it is impossible amidst the circumstances to come out with a unique design that can generate tension in the existing level of competitive rivalry. 
Product Life cycle
The product portfolio of Alexander McQueen involves clothing, jewellery, bags, and perfumes. Levitt (2021) noted that the life of most successful products goes through certain stages which are market development, growth, maturity, and decline. 
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Figure 1: Product lifecycle
(Source: Levitt, 2021)
For fashion brands, the products tend to change depending on the season, trend, style, and collections. Thus, the product-lifecycles tend to be smaller and within the fast development stage, the products are replaced by new products. In terms of Alexander McQueen, the brand introduced scarves that were scarcely used in the fashion industry before. Within the BCG matrix, the scarves are the cash-cows that are affordable, always on trend and attract customers (wixsite.com. 2021). The star product is the shoes that are frequently bought and has a competitive edge at its price point compared to the other brands. The dog product is the perfumes that have the potential to generate sales in the future. The Question mark within the product profile of Alexander McQueen is McQ which as a brand was introduced as an affordable extension to the main brand. 
Porter’s Value Chain
	Support activities 
	Firm infrastructure 
· Matrix structure 
· Task-based 
· British identity 
· Own label with lack of infrastructure at the beginning 
· Capability of innovation 

	
	Human resource management 
· Multicultural 
· Diverse team 
· Recruits local managers 
· HR managers deal with relations with employees and internal issues 

	
	Technology development 
· Advanced and innovative technology
· Use of robots 
· 3D printer, laser cutting machine, digital printer (Sbs-zipper.com. 2021)
· Digital technology use in runaway
· Use of e-commerce and online stores 

	
	Procurement 
· Materials are bought globally and clothes are in house designed and made by tailors recruited by the company

	Primary activities 
	Operations 
· Designs made by Alexander McQueen 
· Produces own label clothes, shoes, perfumes, and accessories 
· Packaging of clothes 
· Quality control 
	Inbound logistics
· Receives raw materials from suppliers across the globe as well as the UK 
· Innovative materials are created as well 
	Outbound logistics
· Clothes and other products are displayed in the stores mostly in the UK retail stores 
· AMQ and McQ are two brands that are operated through online retailers.
· Clothes are bought from the studio to other department stores such as Harrods, Joyce, Bloomingdale’s.
	Marketing and sales 
· Posters and hoardings
· Magazines 
· Online sales 
· Stores 
· Social media 
· Digital campaign 
· Virtual fashion shows 
· Runaways 

	Services
· Online fashion retail 
· Brand label high-end retail stores 
· Online stores 


[bookmark: _Toc70973251]Critical assessment of the opportunities and challenges
One of the opportunities that remained overlooked in the oeuvre of McQueen is their creative use of social media marketing. This situation, as noted by Brydgeset al. (2020), is aggravated by their limited number of global stores and feeble presence in the domain of e-commerce. It is also the reason behind the apparent impossibility of McQueen to penetrate the mass market. However, as the assessment of the current circumstances suggests, it is difficult for McQueen to thrive for so long with only their premium customer base, considering their relative absence in the online domain. In this light, the opportunity to penetrate the mass market must be conceived. One of the challenges that exacerbate the situation for McQueen is the sheer incompatibility of their offerings with the emerging social demands. Thus, it is somewhat expected for scholars like McMasteret al. (2020) to recommend McQueen to penetrate the mass market by making fashionable masks, hand gloves, and other accessories intricately associated with the purchase sentiments of the current time. The cost of penetration for McQueen will be comparatively less, given their existing brand image and consistent performance in the higher echelons of the market. Moreover, as Chanet al. (2017) have noted, it is impossible to deny the influence of general customers in terms of their promotional potential, which might lead McQueen to sponsor a greater social media presence of the brand. It is also notable that the challenge McQueen is exposed to for its limited global presence can only be addressed after the relative relaxation of the current statutory restrictions (Hoek, 2020). However, the refinement of the image that they will get after their attempts to penetrate the mass market can be exploited as a cultural capital, which can facilitate the process of making a global presence after the pandemic. 
[bookmark: _Toc70973252]Reasons for some firms have been able to adapt better than others
Some brands (like McQueen) are more adaptable to these unprecedented disasters because of their capability of coping with an uncanny situation. The primary aspect is related to the flexibility of the brands to cope with emerging demands, In this case, as Chamolaet al. (2020) have noted, the established entities with specific focus are less adaptable to these emerging demands due to the clumsiness of their product line. Technological innovation is another vital factor that enabled Alexander McQueen to adopt online operations, digital platforms, and showcasing the designs digitally. Another important aspect, as the aforementioned scholar has pointed out, which influence the adaptability of the firms is their restoring capacity (Obrenovic et al. 2020). In this regard, the question of repositioning their existing products, along with designing new products, is equally important (Sheth, 2020). This is the main reason behind the fact that the local brands are getting more exposure due to the capability of their products to be repositioned easily. Nevertheless, as far as the premium brands like McQueen are concerned, it is mainly related to retaining their competitive edge with unique design and the capability to jump into the mass market easily. 
[bookmark: _Toc70973253]Conclusion
By focusing on the case study of Alexander McQueen, this study it has been revealed that the UK fashion industry faced significant uncertainty and turbulence due to the pandemic. Lack of tourists and shutting down of the retail stores and malls proved to have negative impact on the sales. However, brands like Alexander McQueen with effective innovation and R&D capacity used their technological capability to overcome the challenges. PESTEL, SWOT, Porter’s Five Forces, value chain analysis and product life cycle enabled understanding of external and internal business environment.It is vital for McQueen to address the emerging industry demands while increasing their social presence. Moreover, the adaptability to this situation is analysed against flexibility to new demands and restoration capacity by repositioning the existing offerings. 
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