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[bookmark: _gjdgxs]Introduction 
Covid-19 worldwide pandemic hit the entire world very hard. Covid-19 spread through respiratory droplets of the infected person to another person (Apiolaza Acevedo and Uribe Rojas, 2020). Due to this worldwide sudden pandemic, different business industry experienced ups and downs because no business industry was ready for it. The fashion industry is one of them. It has also experienced ups and downs because of covid 19 (Chakraborty and Biswas, 2020). Throughout this study, the impact of Covid-19 and the major forces that shape the business environment of the fashion industry has been analysed and explained briefly with the context of PESTEL analysis. In the last part of this assessment, a critical assessment of the opportunities and challenges for the key players in the fashion industry and how some fashion-related companies within the industry have adapted better business strategies than other companies to cope up with the pandemic situation has been described briefly with the help of SWOT analysis.  

[bookmark: _30j0zll]Impact of the Covid-19 pandemic in the Fashion Industry
The sudden worldwide pandemic of Covid-19 has made many industries suffer a lot (D’Adamo and Lupi, 2021). As Covid-19 spread through respiratory droplets of the infected person to another person and its spread very quickly, business industry like fashion design has experienced a very challenging business environment as the company’s produced product is directly related to human uses and coronavirus spread through the respiratory droplets of human (Jacobs, Simpson, Nelson and Karpova, 2016). The industry like pharmacy, insurance, health care, daily necessary product selling retail industry has experienced a sudden rise because of Covid-19. Due to Covid-19, the partial and full lockdown was emerged by different countries government to decrease the spread of this deadly virus. As a result, thousands of people lost their jobs, experienced a mental breakdown, felt the emergence of buying daily necessary product like medicine, foods, which lead them to not waste money through buying a luxurious product like clothes. People all over the world started to buy the necessary product and save money for the necessary product due to future uncertainty (Kim, Byun, Choi and Lee, 2019). Clothes become a luxurious product when it is compared to the survival of humanity. Because of full and partial lockdown, many fashions retail company had to shut down their outlets and operational activities which leads them to experience a huge loss. Though covid-19 hit hard the fashion industry worldwide, to survive in the fashion industry many companies like Clarks, Levi’s, Adidas, Walmart, Tesco, Primark, H&M has successfully adapted new business strategies to cope up with the changing business environment quickly (Kontu and Watson, 2018). Many macroeconomic factors are putting different impact on the fashion industry and shaping the business environment of the industry (Kusimova, 2017). The impacts of the Covid-19 pandemic on the fashion industry are explained below in the business context using PESTEL analysis.
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[bookmark: _3dy6vkm]Figure 1: PESTEL Analysis
Source: (Lee, Bae and Kim, 2020)
PESTEL analysis is a tool through which the impact of macro-environmental factors on the performance of the business in the industry is being found out. PESTEL analysis is the combination of six macroeconomic factors like political, economic, social, technological, environmental and legal (Lestari, 2021).
Impact of Political Factors
Political factors have put a very intense impact on this industry. Most of the fashion related product like clothes, shirts, dresses, bags, pants producing cost is lower when the country use labours to prepare it rather than machines (Mandal, 2020). So, most of the fashion industry from developed country use the manpower of developing country, produce their fashion product from developing countries like India, Bangladesh, China and import them to their own country to sell them. This developing country has a huge population which has made the labour price cheap than other countries (Mandal, 2020). Covid-19 hit hard these countries like China, India, Bangladesh. The political leaders of China didn’t want to endanger its international business so it hid the spread of this deadly virus in its region which ultimately resulted in the entire world to suffer from the Covid-19 pandemic. The same goes for countries like India and Bangladesh. Most of the people living in these countries are very poor (Park, 2021). The political leader of these countries put business ahead of human life in the initial stage which resulted in the highest number of Covid-19 spread in these countries. Because of reducing the spread of Corona virus like other counties in the world these countries government has also emerged partial and full lockdown which resulted in the loss of jobs, cutting payment of these garments workers (Riddle, 2020). The international export-import was also shut down for a specific period which has changed the supply procedure of fashion product (Roozen and Raedts, 2020). Because of the interruption in the supply line, the cost of producing and the cost of export, import has increased significantly which resulted in a higher price of the final product. 
Impact of Economic Factors
The economic factors also have a very crucial impact on the fashion industry. The consumer of the fashion product has huge opportunities to either buy a cheap product or expensive product depending on their economic state (Xie and Youn, 2020). When a situation like a worldwide pandemic occurs, the demand for the necessary daily product starts to increases and the spending on products like fashion product, cars, the luxury product starts to decrease. People find it more important to save money for future uncertainty and buying goods like food, dry food rather than spending money on fashion product (Apiolaza Acevedo and Uribe Rojas, 2020). Due to covid-19, international lockdown emerged in different countries which lead to shut down export-import of a fashion product. During the worldwide pandemic, most of the countries suffer from the economic recession which leads the fashion industry to earn less profit compared to normal times profit.   
Impact of Social Factors
Macroeconomic factor like social factor put a great impact on the fashion industry (Chakraborty and Biswas, 2020). Due to covid-19 pandemic, most of the countries government across the world has to call for partial or full lockdown and people had to stay within his/her home for a long time to not to get infected by this deadly virus. Because of lockdown, everyone had to stay at home and are working from home, avoiding social gatherings and maintained social distance (D’Adamo and Lupi, 2021). Staying at home alone for the long term made most people suffering from mental health issues. Like other people, employees who work in the fashion industry also had to work from home to save themselves from being infected by corona. The fashion industry produces such product that requires direct inspection of management as it produces a product related to human body measurement (Jacobs, Simpson, Nelson and Karpova, 2016). But work from home came up with interruption in the operational and production process. On the other hand, people all around the world are becoming infected by corona which is also creating fear in other people’s mind and also creating mental pressure, depression (Kim, Byun, Choi and Lee, 2019). As most of the people are giving importance more to buying necessity good rather than fashion related product, the sales of the fashion industry are decreasing along with its revenue. 
Impact of Technology Factors
Due to Covid-19, people had to maintain home quarantine and work from home. Covid-19 has made the entire world use online platform for attending meetings, working from home, doing classes, taking exam etc. (Kontu and Watson, 2018).  A country’s technological infrastructure, advanced telecommunication sector put a direct impact on other business industry. Because of the Covid-19 worldwide pandemic which is happening for the last 1.5 years, like other industries, key players of the fashion industry also started doing business online through the online website, app as the companies had to shut down its outlet to reduce the spread of covid-19 (Kusimova, 2017). Most of the companies in the fashion industry is focusing more on their brand image, customer service, responsiveness, doing business online. Some of the fashion retailers like Tesco has arranged 3D cloth trying booth through which one can easily trial his/her chosen cloth staying at home online (Lee, Bae and Kim, 2020). Many companies are providing 24/7 product ordering service through online pages, website, the company’s own mobile app etc.  
Impact of Environmental Factors
The sudden worldwide pandemic made people think about the environment more than before. The customers are becoming more and more environment conscious day-by-day. Environmental factors put a great impact on the fashion industry (Lestari, 2021). The consumer demands more animal cruelty-free fashion product, the product that is made following an eco-friendly process etc. (Mandal, 2020). As the customer is considered as the king so it has made some of the fashion company to produce the product it demands which doesn’t hamper the environment to fulfil the consumers demand and increase its sales revenue.   
Impact of Legal Factors
As corona is a deadly worldwide pandemic that spread very first, many countries government has set different safety measure for companies that sales fashion related product like shoes, clothes etc. to decrease the spread of the covid-19 virus. On the other hand, as most of the company has shifted its business operation from offline to online, the authority has also set some safety measures for its online business operation too (Park, 2021). Such as every customer has to wear a mask, sanitise hand and shoes, let the guard check the body temperature of the customer before entering the outlet and customer data protection, maintaining the confidentiality of customer’s data etc. (Riddle, 2020). The legal factors are helping the fashion industry to survive in the business world and protect its consumer’s data.
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Because of covid 19 like other business organizations, companies that belong to the fashion industry also had to shift their operational activities, working activities online. The worldwide pandemic covid-19 has opened up some opportunities for the company’s that belongs to the fashion industry.

[bookmark: _1t3h5sf]Figure 2: Opportunities of Major key players
Source: (Riddle, 2020)
Some of these opportunities are like, as most of the key players from the industry quickly shifted their business from offline to full-time online business, now the company can easily take orders through online and meet up the query of the customers 24/7 (Xie and Youn, 2020). As most of the key players are advertising their fashion product using online medium, now it can attract more potential customers from different age group, online lucrative advertisement, social media campaign helps to attract more customers, it also opened up the opportunity to do horizontal and vertical integration, through online business, the companies can now operate business internationally with a very minimal cost. During covid-19, the usage of the internet has increased significantly and used this opportunity major players are now can run different customer survey to find out the need of the customers and prepare product as per their need to ensure increased sales revenue (Roozen and Raedts, 2020). Countries that have strong technological infrastructure provides better opportunities to the companies that belong to the fashion industry and vice versa. 
Challenges for Major Brands
Covid-19 has also come up with some challenges for major brands along with some opportunities. Because of covid-19, most of the major key players or major brands had to shift their operational activities online to ensure their survival. The sudden shift in the operational activities has some challenges to overcome. 

[bookmark: _4d34og8]Figure 3: Challenges for Major Key Players
Source: (Riddle, 2020)
Some of these challenges are like most of the companies in the fashion industry has shifted their business online and as the internet usage has increased drastically, potential entrants are entering into the industry to operate their business only through online medium (Lestari, 2021). Throughout this process, the availability of substitute product has increased and the competition has also increased a lot. Due to the deadly virus, the need for necessary product has increased on the other hand the customer now prefers to save money for future uncertainty rather than buying fashion product. On the other hand, due to partial and full lockdown many people have lost their job, had experienced a pay cut on their salary and in many countries, the worldwide pandemic has resulted in the economic recession which has decreased the purchasing power of most of the customer (Mandal, 2020). As major brands are doing business online and taking orders online too, the customer has to provide their address, the phone number to the company’s social media or websites ultimately in online media. It is a great challenge for the company to secure the customer’s data and ensure privacy otherwise it may go through the consequence of a lawsuit of breaching customers privacy (Lee, Bae and Kim, 2020). To ensure customers data privacy and proper online business environment, proper delivery procedures government of the different country has set up new legal rules and regulations and coping up with all of these new rules and regulations has also become a great challenge for major brands. 


[bookmark: _2et92p0]Conclusion
The worldwide pandemic hit hard the entire world of business (Park, 2021). This sudden worldwide pandemic has made different companies within the fashion industry adopt new business strategies to cope up with the new business environment considering the impact of macroeconomic factors like political, economic, social, technological, environmental and legal and the strengths and weaknesses of the company so that it could ensure its survival in the fashion industry (Lestari, 2021). The companies should use its strength side to cope up with the daily challenges that it is facing due to covid-19 and formulate and implement unique business strategies to ensure its existence in the fashion industry.    
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