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Executive summary
This report contains primarily detailed details about Covid-19's apparel industry. The role of Covid-19 was illustrated and the aspect that could influence the industry established. It showed the organization's prospects and threats in the current pandemic. In the study you will see who are the main forces affecting the fashion industry, SWOT review and Porter Five Factors and how some companies have adapted to the evolving market climate better than others.

Introduction
The industry's connectivity makes it more difficult for companies to prepare. As China recovered, outbreaks in Europe and the United States intensified. But people are hardest hit in the developed world, where health care services are often poor and poor. Long stretches of malnutrition would mean famine and disease for employees in low-cost centres and industrial centres, including Bangladesh, India, Cambodia, Honduras and Ethiopia. Sales of formal attire, customization and partywear have fallen; loungewear, home wear and outside wear have been on demand. The sales of formal shoes for men were 77% lower and for women's wear shopping 64% lower. Around 12% of UK shoppers wanted to stick to their pre-pandemic fashion options and the majority decided to do more digitally.

Industry background
Between early January and 24 March 2020, the average market capitalisation of fashion, mode and luxury players declined nearly 40 percent. Style is especially weak because of its discretionary nature. Fashion is one of the world's largest industry with a world turnover of $2.5 trillion. Pandemic involves unemployment or financial difficulties for individuals in the supply chain. McKinsey research estimates that, if shops are kept closed for two months, 80 per cent of publicly traded fashion firms in Europe and North America will face financial difficulties. In the coming 12 to 18 months, we expect several world mode businesses to bankrupt, McKinsey notes. It is anticipated that the global mode market will contract in 2020 by 27 to 30% year on year.

[bookmark: _Toc69736742]Challenges faced by fashion industry during Covid-19
In 2020, apparel industry revenues fell by over a third, which is around 640 billion dollars in missed profits. In early this year, H&M expects to shut down 250 of its 5,000 shops worldwide, Inditex SA, the Zara maker, has shut down 1,000 shops. When customers continue to face budgetary confusion, they are not able to purchase the new product offerings. Disruptions in 2020 led to apparel stores entering a new period of accountability. 
[bookmark: _GoBack]Fashion retailers now start to concentrate on a new accounting "green thread." Businesses began to understand that it would be easier to do well than to do well. Covid-19 hits the apparel industry in general and reduces the country's competitiveness and productivity. Many industries are using social media networks in this pandemic to enhance their consumer base and achieve sustainable benefits.

[bookmark: _Toc69736652][bookmark: _Toc69736743]Factors that affect the fashion industry
The global online fashion market is currently worth £220 billion+ and it is anticipated that it will increase by 2023 to $872 billion. Diverse causes and social developments such as the COVID-19 outbreak that leads to an offline shutdown in this steep rise in the industry. Any of the key variables including social, economic, political, technical, legal and environmental have been specifically influenced by the Covid-19. The following was explained below:
[image: ]
Political factors: 70% of UK shops are closed, resulting in sales income being reduced. Half of the fashion market is skewed without substantial government funding. Zara and M&S, for example, shut down 70% of their shops.
Economical factors: The fashion industry has increased revenue losses by about 43.5 per cent during Covid-19 (Adamo and Lupi, 2021) Most companies take a bank loan to finance the whole industry's corporate activities.
Social factors: In the current pandemic, the fashion industry used to sell UK people face masks that concentrate on making themselves clean and safe. The fashion industry concentrated primarily on providing its future buyers with masks and sanitizers.
Tehnological factors: It is established that the latest pandemic has a beneficial effect on the online retail platform. The fashion industry focussed more on digital publicity to obtain client insight and market its brands.
Legal factors: The fashion industry still has to comply with federal laws and regulations. The government imposes social distancing, housing and environmental legislation during the present pandemic.
Environment factors. At the turn of the century, these influences came to the fore. The increasing lack of raw materials, waste, health risks, carbon footprint targets have made these important. The fashion industry must be particularly mindful of these threats and sensitise manufacturing units and personnel. Stakeholders placed pressure on apparel firms to reduce their carbon footprint, in part to offset the effects of the warming environment. Fashion manufacturing accounts for 10% of carbon emissions that are very harmful to people (Gürel and Tat, 2017).

Porter Five Forces
A tools to analyse a company's competitiveness are the Porter's Five Forces Framework. The effect of the five powers decreases total profitability is one of "unattractive" industries. The first publication of this concept was in 1979 in the Harvard Business Review.
· Threat of new entrants. This force determines how easily/complicated it is to reach a specific sector. If a business with little challenge will achieve high profitability, the competitor will quickly increase. The more competitive the industry can gain, the lower the profitability. The bigger the hurdle for newcomers, the greater the role of the business in profit zone. New entrants have to face obstacles such as the intensity of funding, high technology, patents/marks, economies of scale, commitment to customers, government control. The fashion industry is 'high risk, high reward' for new comers in its present form — a foot in the door and a clone in other industries isn't that tough.
· Bargining power of customers. Clothes shoppers are typically persons with few to no overt negotiating control. They have several other shopping venues and no reason to stick with a brand. When the amount of alternative commodity is plentiful, more product supply available with less consumer Buyer's bargaining power is high. The low prices of the goods suggest that the company's revenue is less. The higher negotiating capacity of purchasers requiring cheaper costs or improved product quality would lead to less benefit.
· Bargining power of suppliers. Suppliers regulate the fashion industry little, since they cannot be exchanged, unfortunately. Most clothing firms supply their third-world suppliers with just a portion of the earnings. Production costs are now relatively poor for this sector and will remain there until the global economy breakdown substantially closes. If only a single source is required to supply such raw materials, the negotiating capacity of the supplier increases.
· Competitive Rivarly. When it comes to the strength of economic competition, the fashion industry is fascinating. Many supermarkets offer very similar items, but even a brand model allows a variety of businesses to sell clothes at insane prices. There is no creativity in this area today, so that the industry is fast getting dominated with products that are very close.
· Threat of substitution. The more successful the business is the less commodity alternative that is present on the market. In the fashion industry, all 'substitution' is just rivalry, says the author.
This Five Forces study showed that while there are few risks, it is not good that the industry is near saturation efficiently. Buyers have great indirect bargaining power many options and many rivals have difficulties in maintaining their position on the market.

SWOT Analysis
A SWOT review encompasses four fields. The first "strengths" take into consideration internal qualities that impact the company goal positively. The second area, 'weaknesses,' describes possible weaknesses within the management of the organisation which could lead to a harmful outcome. The third group "opportunities" examines external factors which benefit the achievement of the end goal. Finally, external risks beyond the reach of the organisation are assessed.This research is also used by the fashion industry to understand the threats and opportunities during Covid-19. I will describe them below:
Strenghts: The fashion industry's biggest asset is to have a varied merchandise range that attracts more clients. During the pandemic, the fashion industry has increased buyer attention and gained comparative advantages through its related government.
Weaknesses: During Covid-19, the most severe weaknesses in the apparel industry are to decrease sales. A new designer is a bad point, without a legacy. This part of the analysis presents competing disadvantages under corporate regulation. Most brands saw shop openings in the afterms of deceptive sales and drops in traffic in February 2020 in the fourth quarter of 2019.
Opportunities: Stephanie Phair, Chief Customer Officer at Farfetch, notes that online was the industry's by far the fastest growth sector. Consumers move online and stores closing across the country. A strong online presence now and in the future is key to brands survival. During the recession, many customers bought and considered the practical issues more consciously.
Threats: The fashion industry has been affected adversely at any conceivable stage by the coronavirus epidemic. There are already more than 80 percent of fashion sales in the actual shops. In the middle of the fall 2020 fashion month season, the epidemic intensified.

[bookmark: _Toc69736655][bookmark: _Toc69736746]How some firms can adapt themselves to changing environments?
Because of the COVID-19 pandemic, major supermarkets and brands had serious effects, resulting in many shutting their doors and production plants, flooding their jobs, even bankruptcy. The luxury industry is a cultural mecca and a major fiscal heavyweight in the world. The virus has progressed at differing speeds and has different effects on various countries. The most recent United Kingdom lock-down policies still allow people to work from home, but others who cannot fully encourage them to return to work. The deteriorating fashion industry would have a significant effect on the global economy, not to mention millions of writers, designers, seamstresses and more who would become ruminant or unemployed.
· Inbound logistics: The relationship between suppliers is seen in the primary. The fashion industry employs efficient and high quality textile fabric material that gives customers a strategic edge and satisfaction.
· Outbound  logistics: The fashion industry has mostly promoted agile methods of distribution to meet its clients in the pandemic. The primary focus is on new manufacturing and technology.
· Operations: These activities translate inputs into consumer outputs. These are the activities of transformation. This creates value for the operating systems. During COVID-19, customers was forced to wear mask, to keep distance and sanitaize their hands.
· Marketing and sales: These are the methods you use to convince customers to buy from you rather than from your rivals. The advantages you have and how effectively you express them are valuable. During COVID-19, many companies used different kind of tools to promote their products online, like advertaising on TV, mass-media and intenet platforms.
· Tehnological development. These operations include information management and analysis and the protection within a knowledge base of an organisation. The production of value is a source of minimising costs for information systems, being up to date with technological advancements and ensuring operational excellence.


Product Life Cycle
In order to explain product phases, businesses use the product life cycle from start to finish. It includes, in particular, introduction, growth, maturity and decline. The product life cycle principle is based on the suggestion that all things have a finite 'life cycle' Most classic in essence, clothing would never really be "out of fashion" or "in fashion" seldom, instead of continuing to follow existing consumer objectives.
1. Introduction. However, the scale of the competition is small. Distribution is usually proprietary. Any customers are going to be more innovative than most. Customers are prepared to pay very high premiums, which translate to high earnings.
2. Growth. There will be a sharp increase in sales. To cut costs, products can be changed and sold at low prices. Distribution, at this point still selective, would be broader as mode is spread.
3. Maturity. The fashion would have a huge appeal at this stage. Prices will start to drop in order to cater to a huge demand. In order to reach lower price thresholds, the products would be further updated.
4. Decline. Sales and earnings decrease dramatically eliminates competitors. Many that are left on the shelf will continue to prolong the life of the product with intense promotion and increased delivery.
The cost of the new product will be high at the beginning of the life cycle, while sales will be minimal. However, sales over the growing time begin to surpass costs and add to the sustainability of the company.

Conclusion
In conclusion I can say that the pandemic of the COVID-19 is not to be denied in 2020. And sustainability is a challenge for some businesses. But if clothing and design firms lead with compassion and take courageous measures, they can not only manage the crisis, they can also emerge far stronger from it. We cannot doubt that a fashion industry is an important factor in the development of countries' cultures, styles, communities and economies. However, it does not cost the destruction of biodiversity and environmental pollution. Enterprises and clients can purchase and distribute recycled materials. Even though the pandemic has prevented many companies from evolving in the market, for some of them, this phase has been one of growth and highlighting in the market.
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