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[bookmark: _Toc71059425]Introduction
Covid-19 pandemic brought significant changes to people’s lifestyles and affected the industries largely by disrupting the supply chain. In term of the fashion industry, it affected the sales, consumer behaviour associate with purchasing luxury fashion items, and also disrupted the retail business. Due to the recurring losses, in fashion industry significant number of job loss has been seen. This study is focussed on the case study of Temperley London which as a British fashion brand faced challenges that demanded change in the existing operations of the firm. The study aims to identify the impact of COVID-19 pandemic on the business environment of the fashion industry and the major forces that have shaped the business environment of the fashion industry. The opportunities and challenges brought forth by the external forces to the key players of the fashion industry have been assessed and finally the role of firm value and capabilities in adapting to the business environment has been analysed. 
[bookmark: _Toc71059426]Impact of the pandemic on fashion industry
Fashion industry globally depends largely on the trends and events. The pandemic affected the fashion industry as governments across the globe close the manufacturing plants, and stores and it also led to cancellation of various events. The impact of the pandemic for the fashion industry has been two-fold. Firstly, the industry globally faced significant challenges in terms of consumer demand. Secondly, new opportunities were seen for diversifying their products as various fashion brands shifted for making face masks. COVID-19 affected the manufacturing, sales, distribution, operations, and human resources of the fashion industry as well. The external forces in the macro economy such as economic factors, political factors, and social factors changed significantly which made the business environment volatile and uncertain. In the UK, retailers announced large-scale job losses as industry wide 350,000 positions could be affected. A report by Brear (2020) noted the contribution of the UK fashion industry to the GDP could fall to £26.2 billion in 2020 from £35 billion in 2019. Adegeest (2020) noted that the COVID-19 pandemic will significantly change the fashion industry as the necessity of purchasing cloths on a frequent basis would no longer exist. Manufacturing issues emerged in the fashion industry due o lack of fabric availability, increased cancellation of orders. Various brands also benefitted by prepared for the pandemic through importing fabrics and storing them. 
In terms of the distribution channels, retail stores were closed and the footfall in the retail store reduced significantly after the lockdown. On the other hand, Brydges et al. (2020) noted that there has been a dramatic shift in the e-commerce which would further shape the changes in the fashion industry after the pandemic due to increased use of social media, e-commerce, and digital solutions by the consumers (D’Adamo and Lupi, 2021). While sales from the brick-and-mortar stores reduced, online sales rose significantly. It proved to be challenging for the firms which did not have online stores or e-commerce channels. On the other hand, firms who quickly adopted e-commerce could curb their loss through online sales. McMaster et al. (2020) noted that the major players in the fashion industry depend largely on the events, fashion shows, runaways that take place in the global fashion capitals. As fashion shows were cancelled, designers faced challenges in displaying their products. However, it brought the opportunity of digital streaming presentation without a live audience. For instance, in 2020, the British Fashion Council announced the launch of a digital “cultural fashion week platform” which could be used by the designers for setting a fashion show. Various fashion weeks like Shanghai and Moscow fashion weeks were present digitally. 
[bookmark: _Toc71059427]Analysis of business environment of Fashion industry
PESTLE factors
	Factors
	Pointers

	Political
	· Due to the pandemic, the international borders are sealed, which resulted in high taxation and border tariffs (hostile for the fashion industry) (D’Adamo and Lupi, 2021). 
· Influence of legal authorities such as People for Ethical Treatment of Animals
· Encouragement comes from the government for buying from local brands and designers
· The specific influence of political figures and icons (such as Theresa May, in the case of Britain) on the emerging trends of the industry

	Economic
	· Restrictions on international trade resulted in the closure of manufacturing units, thus, the industry suffers a hike in supply cost
· Purchase power significantly dropped due to unemployment or suspension of employment – difficulty in survival for premium-end brands
· The emergence of rental clothing services due to less maintenance cost
· Oil prices and exchange rates are susceptible to fluctuate due to the pandemic

	Social
	· Loss of employment forces people to bend towards rental services (of clothing and accessories)
· The emergence of middle-income frontiers as the most prominent customer segment, as noted by Jeris and Nath (2020)
· Abidance of statutory restrictions led brands to suspend fashion shows and other exhibitions 
· Accessories like masks and gloves are coming in the high-demand region

	Technological
	· Technological dependence is increasing, as e-commerce (with contactless delivery) appears to be the sole way platform 
· Premium brands are using web conference software like Zoom or Google Meet to conduct their shows

	Legal
	· Influence of PETA
· Strict environmental laws
· Pressures regarding maintaining a sustainable supply chain, 

	Environmental
	· The fashion industry is regarded as the greatest contributor to global pollution through waste generation
· Strict environmental laws including abidance of animal rights



Analysis
It is evident from the PESTLE factors that the pandemic has caused severe hostility against the operations of the fashion industry. Along with the restrictions in international trade, the loss of employment in the regions has caused the purchasing power of the customers to drop significantly (McMaster et al. 2020). Nevertheless, it is rather optimistic to note that low-income buyers have emerged as the most lucrative customer segment. 
Porter’s five forces for industry analysis
Bargaining power of buyers
As far as the impact of COVID-19 on the fashion industry of the UK is concerned, the bargaining power of the buyers is moderate. It is primarily due to the decline in the purchasing power, which caused them to incline towards rental services. As most of the companies are led to closure due to a void in supply and other statutory restrictions, the opportunities of the buyer to exercise their bargaining power shrank. Switching costs are also high in the case of e-commerce transactions.  
Bargaining power of suppliers
Looking at the circumstances of the fashion industry in the UK, it is evident that the bargaining power of the suppliers is moderate. To save costs during the pandemic, they are attempting to associate with high-end clients. In this course, they are only compensated qualitatively but not quantitatively, as they are forced to work with a limited clientele. 
The threat of new entrants
The threat of new entrants in the time of pandemic is low. It is difficult to set up a new store at this time. Moreover, the e-commerce traffic is also high, which makes the penetration costs high. 
Threat of substitutes
The threat of substitutes for Temperley London is moderate. It is primarily because their offerings, especially their Ready-to-Wear collection, are highly imitable (Kim, 2020). On the same note, the value that they have created, especially their avoidance of using harmful chemicals in fabrics, is difficult to acquire. This ambiguity makes the threat of substitution moderate. 
Competitive rivalry
The core competitors of Temperley London are Nature Baby, Souris Mini, M&K Sound, BADGLEY MISCHKA, M Tailor, and Diamond Plumbing Supply. It appears that the competitive rivalry for the entity is moderate. It is primarily due to the generic nature of some of their offerings. However, the uniqueness of the designs of the brand is potent to offer them a relative competitive edge (Black, 2020). 
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From analysing the impact of the pandemic on the fashion industry and the analysis of the external business environment of the UK fashion industry various opportunities and challenges were identified for the key players of the fashion industry like Temperley London. However, it is important to assess the firm capacities, strengths, and weaknesses of the firm for understanding the way Temperley London can utilise the opportunities and challenges. 
SWOT analysis 
	Strengths 
	Weaknesses

	· Brand identity for classic fashion clothes 
· Social media presence 
· Positioning in the market as a positive and responsible luxury brand 
· Product portfolio 
· Online presence 
· Innovation and change 
	· Dependence on bridal and party wear
· Lack of flexibility 
· Dependence on retail store and boutiques 
· Faced tax losses in 2019 
· High net liability 
· Issues faced with range and quality of products (FashionNetwork.com. 2021)

	Opportunities 
	Threats

	· Leveraging on its overseas presence through online channels 
· Introducing loungewear, comfortable work-from-home range, and lingerie 
· Positioning the brand as ethical and sustainable (Temperleylondon.com. 2021)
· Developing the new e-commerce platforms 
	· Counterfeits in the e-commerce websites 
· Possibility of replication of the designs 
· Moving from London can impact on its brand identity 
· Changing brand identity from British to international can affect its authenticity 
· New entrants in the online fashion boutique segments 
· Popularity of the competitors 



Assessment of the opportunities and threats 
Temperley London faced significant threats due to the weak revenue earned in 2019. However, the firm identified the opportunity of innovation and change and focussed on improving the sales after experiencing the significant downturn caused by COVID-19. Despite the threat of increased liability, bankruptcy and loss, the company changed its operational structure and strategic plans for leveraging the brand’s popularity in the luxury market. Headquarter was moved from London to Somerset with a new setting of the studio and boutique. The company is currently distributed in 30 countries through 60 wholesale accounts that contribute to 58% of the overseas sale (FashionNetwork.com. 2021). It has the opportunity of repositioning the firm’s brand identity as international from British. There is an opportunity of strengthening its online presence through e-commerce presence and online stores (FashionNetwork.com. 2021). It has an online official boutique which can be further expanded by including new product lines of home wear, lounge wear, casual wear, rather than bridal wear and party wear.
Porter’s value chain model 
	Support activities 
	Firm infrastructure 
· Lack of capital 
· High digital capability 
· Medium-sized business 
· Boutique store-based retail  

	
	Human resource management 
· Recruits designers from the UK 
· The line is dominated by designs of Alice Temperley
· Changed CEO in 2020 
· Artisan techniques for hand worked clothes 
· Workers work in the studio with social distancing norms 

	
	Technology development 
· E-commerce 
· Digital technology 
· Lack of innovative technology like RFID, digital designs  
· Manual designing is used for authenticity (Modesearch.co.uk. 2021)
· Social media and digital media are used for marketing communication 

	
	Procurement 
· Materials are mainly procured from the UK and the European countries 

	Primary activities 
	Operations 
· Hand-worked designs and manual production 
· Artisans make the dresses 
· Adapting change after pandemic (Modesearch.co.uk. 2021.)
	Inbound logistics
· Products are made within the studies where it is displayed for the customers 
	Outbound logistics
· 3PL is used for sending the products to the boutiques 
· Direct to customer through online channels 
· Focussed on sustainability 
	Marketing and sales 
· Social media and digital marketing 
· CRM 
· Focussed on in-store services by prioritising local clients 
· Focuses on customer experience, brand proposition and product assortment
	Services
· E-commerce direct to customers 
· Wholesale to overseas markets 
· Customised tailored products 
· Sustainable luxury products(Temperleylondon.com. 2021)



Product life cycle 
According to Levitt (1965) the Product Life Cycle describes the stages of a product from its inception to being discontinued. The product lifecycle suggests four stages of product which are introduction, growth, maturity, and decline. 
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Figure 1
(Source: Smart Insights. 2021)
Temperley London mainly party wear and high-end bridal wear and the product lifecycle are significantly short as it changes with the trends. The women’s ready-to-wear collection is in the development stage. For the company its new initiatives such as the e-commerce store and the boutique studio in Somerset are both at growth stage.
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According to Brydges et al. (2021) flexibility, agility and supply chain resilience are the vital factors that have helped firms to survive in the uncertainty of the pandemic. In the fashion industry key players like Zara could utilise the opportunities and forecasted the demand appropriately which led to lack of waste, effective stock management, and supply of product across globe without disruption. On the other hand, retail-based boutiques like Temperley London lacked diversity and it was largely dependent on its bridal and party-wear collections. As the pandemic brought significant restrictions on movement, social events and gatherings, the sales of the party-wear dresses were declined and it affected the firm. It is identified that innovation and change proved to be effective for the firm as it decided to change its business strategy and focus on e-commerce (FashionNetwork.com. 2021). It introduced the e-commerce boutique store for highlighting its collections and distributing to the overseas markets which are the significant markets for the firm. Despite implementing change in the strategy and leveraging on technology, it was left behind compared to the other players who had already e-commerce presence and introduced lounge wear collections for wearing in home. The ready-to-wear women’s collection can help Temperley London to enhance its sales but, the players who focussed on Asia-pacific market proved to have benefitted (Ahmed, 2021). In the fashion industry, firms with digital capabilities and ability to pose digital proposition such as ASOS, Farfetch UK, Zalando and Revolve have consistently performed well compared to the retail boutique-based firms like Temperley London. 
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While appreciating the impact of COVID-19 on the fashion industry of the UK, this report has focused on Temperley London. The macroeconomic factors including taxation, trade tariffs, and exchange rates appear to be hostile for the fashion industry to operate properly. From the perspective of the value chain, as this study shows, the rental services are serving middle-income customers well. This study also notes that a strong presence in e-commerce platforms, flexibility to the emerging demands, and repositioning the existing offerings according to the new demands are the chief conditions for adapting to this hostile market.
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