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1.The impact of the pandemic of the fashion industry.
The emergence of the COVID 19 pandemic totally changed the way of life of all people around the world and naturally had a strong impact on every industry in the business. Not surprisingly, some of the companies failed to adapt to these changes, while others continued to show positive results and fully adapted and responded to people's needs. They managed to maintain their profits and show flexibility and competitiveness. 
These changes have greatly affected the fashion business. Governments began to ban gatherings of many people in one place, many events were canceled, factories and shops were closed. The production industry experienced a shortage of materials and struggled to refuse orders. Many stores have switched only to online shopping, which has become extremely convenient and up-to-date and will most likely remain preferred even after the end of the pandemic. The era of physical fashion shows also ended with the emergence of the pandemic. Virtual performances will be in vogue at the moment, with even a digital “cultural fashion week platform” (The New York Times,2020) planned. There was a need for different products on the market. The cancellation of many official events has reduced the demand for suits and formal wear. “Layoffs, furloughs and pay cuts are also affecting sales.” Many of the workers were fired without even being compensated. (Today.com,2020)
 Stay home and save lives was the most common phrase, and pajamas and sportswear were the most sought after on the market. Consumer demand has changed and people's health has become the main concern and desire of the customer. To meet these desires, fashion agencies began to produce various types of face masks. Designers have become extremely inventive on this topic by creating many colorful, original and interesting face masks with which people feels protected and has the opportunity to express themselves. Even a swimsuit complete with a face mask was created and very popular. (Fox News,2020).
The era of physical fashion shows also ended with the emergence of the pandemic. Virtual performances will be in vogue at the moment and even a digital "cultural fashion week platform" is planned. This is the new way for designers to reach out and connect with their clients without compromising their health. Many innovations such as 3D fashion shows are used to be more attractive and impressive for the consumers. This type of performance is used by London Fashion Council, Helsinki Fashion Week, Tokyo and Shanghai.
The pandemic changed the very consciousness and behavior of the people. The trend that has emerged is that people prefer to buy products from companies with a mission to contribute to the good of the earth.

2. The major forces that have shaped the business environment of the fashion industry.
The macro-environment is the changing factors that do not depend on the company but influence its development. The major forces in the macro-environment are economic, political, legal, technological, environmental, demographic, legal and social. They must be analyzed in order to create an appropriate marketing strategy that corresponds to future developments.
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In the fashion industry, macro-factors are those that do not depend on small companies and cannot be controlled by them. In order to be competitive, companies must adapt to consumer, resources, political and economic factors.
· Consumer factors are related to the lifestyle of customers, their culture and demographic processes. Clothing should match the behavior of consumers- if they are people who are often at formal events should be produced formal and elegant clothing. If consumers are around the 50s they would choose wider and more comfortable clothing. It is normal for the style to correspond to the culture of the people to whom the production is directed. Also, if the dexterity is low, there will be little interest in baby clothes.
· Resource factors are related to the availability of materials and production. When there is a lack of quality material, companies are forced to offer a substitute that is of much lower quality or to raise the prices of their goods, as their costs for supplying quality material are also higher.
· Political factors also affect the fashion industry. They are related to the laws in different countries and especially the rights of workers, health insurance and child labor, which can bring very bad publicity to companies and sharply reduce sales. Taxes and import and export laws also have an impact on companies.
· Economic factors are also very important for the fashion business. In an economic upswing, people have more financial means and are more inclined to increase sales and buy more and more diverse goods, while in an economic crisis they spend less on clothing and choose cheap products. This can lead to too large a stock of goods and force traders to reduce prices in order to be competitive.
3. Opportunities and challenges to the fashion industry in light of the COVID19 
PESTEL analysis of Christian Dior examines the political, economic, social, technological, legal and environmental factors that are essential for the company.
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· Political factors are important to Dior as a world leader in the fashion industry and its products are widespread in many countries that is why Dior follow their laws. Political stability is important for the supply of raw materials, import and export taxes. During KOVID, the political situation was very unstable and many of the government's decisions were to close stores to prevent the virus from spreading. This has a negative impact on sales.
· Dior monitors the economic factors in the countries and sets up its manufacturing plants, where unemployment is high. In this way, its production labor costs arise. Loan interest rates are also monitored. The lower interest rate allows Dior to take a loan to buy raw materials, for example. The COVID 19 pandemic left a lot of people without work. They were released without compensation. People`s disposable income declined and that stopped sales.
· Social factors are related to customer behavior and thinking. The younger generation follows the fashion trends more and is interested in the attractive and quality products. Before COVID 19, many celebrities were used as good advertising. Then the vision and mission of the company came to the fore. People began to be impressed much more by the cause of the company and so the thinking of customers changed. Dior tracks also focuses on the income of its customers and sells where the society has high-income. Dior  support the collective efforts being undertaken to combat Covid-19 and organized a lot of solidarity initiatives to support a medical staff. (www.dior-finance.com )
· Dior undertook many innovations in terms of technology during the COVID 19 pandemic. Uses marketing tools, 3D virtual reality technology, live streaming and chat bots to pique interest.
· Dior supports anti-discrimination and child labor laws. Reporting programs are organized and audits are performed. For testing the products on animals, Dior has been accused by PETA of breaking European and UK low. This is very negative reputation for the company. 
· Dior goes to great lengths to protect the environment and trains each worker to do the same. They minimize the use of energy and water. However, recycling and the use of chemicals is something Dior needs to work on. The COVID 19 wave and the corresponding decline in demand showed the instability of global supply chains in some countries with limited international trade supply chain logistics were disrupted. The pandemic has had an irrigating effect on this environmental factor because it has stimulated people to start thinking more responsibly about the environment.

One of the obstacles to the fashion business during TSOVOD 19 was the closure of factories in many countries manufacturing enterprises in an attempt by the government to reduce the contagion. Unemployment and the danger of an economic crisis have reduced consumer demand, which is why many companies in the fashion industry have decided to reduce their costs by starting with marketing. Dior and other luxury brands have successfully adapted to the situation by changing their strategies to a greater concern for human health, placing disinfectants in their stores, but generally recommending online shopping instead of visiting stores, this showed support for consumers and employees. Many brands such as Chanel and Estée Lauder began producing face masks and disinfectants, while others such as Gucci, Richemont Group and Ralph Lauren emphasized financial donations in support of the fight against the pandemic. Participation in social activities and responsibility help both sales growth and contribute to society and the environment as a whole. The relationship with stakeholders during a pandemic should not be overlooked, for example Prada and Burberry applied full transparency to the results of the pandemic and provided information on the working hours of their stores and the measures needed to comply. Reducing marketing costs was not a very good idea during KOVID 19, as consumers spent a long time in their homes and their interest in advertising increased. Dior responded adequately to this and live-streamed its runway show for the 2020 autumn/winter collection on Weibo
Innovative ideas such as skin care cosmetics and face creams would be a pretty good idea at a time when face masks and gloves are a must and cause discomfort.
Many businesses could not cope with the changes in the environment and went bankrupt and closed their stores, such as Debenhams UK and Topshop. The reason for this turned out to be complex as lagging behind fashion trends and online shopping. The worse was that Debenhams failed to respond to the COVID 19 crisis and, together with Brexit, weakened the company's financial capabilities. 

4. Conclusion 
The COVID 19 pandemic came suddenly and changed everything we used to think was normal. Despite the difficulties faced by all businesses in the fashion industry, there are companies that have skillfully managed to respond to the situation and keep their customers and sales. They responded to the global business environment and created an appropriate business strategy that led them to successfully retain customers as well as a good reputation. After the end of the pandemic, when everything is as before, consumer demand for these brands will be even greater.
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