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[bookmark: _Toc70846850]Introduction
The newly discovered Coronavirus disease (COVID19) has had a major impact on both social and economic markets. Consumer appetite has been suppressed by quarantine laws, the closure of department stores, sickness, and pay cuts. Aside from the health risks posed by the epidemic, the economic burden on the economies has had an impact on the industries and livelihoods of both employers and workers. Closure of a factory and a supermarket. Factory and store closures around the world have undermined the profitability of businesses. Basic food retailers are facing increased business opportunities to service consumers at home. Non-essential products, such as clothes and footwear, are seeing significant sales declines.
The aim of this study is to examine the pandemic's effect and clarify the main factors that have influenced the economic climate of the fashion industry. In view of the COVID19 pandemic, the possibilities and threats that these forces have brought to the fashion industry's main players, as well as illustrate business potential to respond faster than others to the changing environment. For that purpose it will be conduct industry life cycle, Porter’s five forces and PESTLE analysis. It will be explained Covid -19 impact to the global fashion industry. It will be provided sustains competitive advantage. For that purpose it will be used Porter’s Three Generic Strategies. This study it will finished with a conclusion.

[bookmark: _Toc70846851]Global Fashion industry analysis
The concept of a global fashion industry is a new invention, as apparel is often produced in one country, made in another, and marketed globally. The global fashion industry is reliant on ever-changing trends that hold shoppers interested in wearing the new. This ensures that products have a limited shelf time, necessitating strict manufacturing and shipping timelines for suppliers, designers, and retailers. China is claiming a majority stake by selling high-quality products at low prices. The industry is no longer exclusively reliant on retail stores for revenue, thanks to an uptick in retail sales opportunities from e-commerce, which encourages shoppers to browse and order online. Marketing and marketing are becoming more prevalent as social media including the use of mobile sensors and mobile phone apps increase (Masson, et al., 2007).
[bookmark: _Toc70846852]Industry life cycle
The fashion industry has come under growing scrutiny as a major contributor to global environmental and social issues. A life-cycle appraisal is a common method for investigating the environmental effects of a commodity at all phases of its life. However, in most cases, life-cycle appraisal does not take into account social problems.
Apparel has a long and convoluted life-cycle (i.e. the supply chain and 'downstream' systems since manufacturing), with many dynamic social and environmental problems. The life-cycle assessment (LCA) is a method for evaluating the environmental effects of a product or operation. The environmental effects of clothing manufacture and use over its lifetime include the following: Wastewater pollution, solid waste processing, and substantial resource loss from use of water, minerals, fossil fuels, and oil are all environmental effects associated with the production and use of clothing over its lifetime (Hillary, 1995).
A company's implementation of CSR strategies can be influenced by a variety of factors, such as the potential offered by 'legal,' 'green,' or 'eco' promotions in response to customer demand. The industry has responded by implementing a variety of principles and tools, including CSR policies. The success of interventions targeted at a specific point, as well as the results over the whole cycle. The chain has not been well reported. Increased reliability and productivity of supply chain management have since increased the opportunity for cost savings. The effect of policies implemented in the apparel industry has been limited to specific phases of the life-cycle (Gwilt & Rissanen, 2011).
The use of LCA methodologies is not a common technique in the fashion industry. The use of LCAs in industry is more common in theoretical literature than in practice. LCAs are not always applicable to all items used in the production of clothing. As a result, LCA alone is inadequate for use by garment manufacturers. The fashion industry is confronted with supply chain issues that cover both industrial and natural processes. Because of the importance of speed-to-market manufacturing in this highly competitive industry, calculating the impact of LCA on the economy is difficult (Goworek, 2011).
[bookmark: _Toc70846853]Porter’s five forces
Porter's Five Forces analysis is a method for deciding how competitive a certain market is, and therefore how lucrative it can be for a company. This system accomplishes this by relying on five elements known as the "five powers." These five powers are as follows: buyer strength, retailer power, price competition, danger of new entries/entrants — the threat of replacement faced by new entrants in a business (Porter, 1980).
Figure.1 Porter’s fife forces
[image: ]
Source: M.E. Porter, 1979
Buyer power
The first major force is the purchasing power of consumers, who may want to cut prices. In the fashion industry, buyer influence is a remarkably strong force. Clothes shoppers have little or no direct negotiating power, but they do have some other options for clothes shopping (Porter, 1979).
Supplier power
In the luxury retail sector, supplier control is a small and insignificant force. The majority of textile companies source their products from third-world countries. Since suppliers are disposable, they have no clout in the fashion industry.
Competitive rivalry
The fashion industry is fascinating. There are many stores that sell very similar products, but there is also the labelling phenomenon. As a result, the apparel industry is becoming more difficult to reach and is quickly becoming a "competitive market.
Threat of new entry’s
The fashion market is now 'high risk, high reward' for future rivals. It's not difficult to get a foot in the door by imitating others, but markets will reject those items. New competitors, on the other hand, will come up with creative ways to popularize their own products.
Threat of substation
This Five Forces analysis has shown that, despite the fact that there are little uncertainties and no producer bargaining power, the market is effectively reaching saturation, which is not well. To summarize, the clothing market seems difficult to penetrate and bleak for companies presently operating in this room. (Bush, 2016).
[bookmark: _Toc70846854]Pestle analysis
The PESTEL system is used to discuss environmental concerns in the apparel industry. To mitigate the effects of climate change, the apparel industry must reduce its carbon footprint and implement environmentally sustainable activities. The planet needs apparel firms to reduce their carbon emissions in order to reduce health risks, contamination, and waste. The PESTEL concept is a framework for discussing environmental problems in the fashion industry. 
Political and legal factors
They cover the manner in which the government intervenes in the economy and the degree to which it does so. Companies must respond to current and possible future legislation. Legal issues include health and safety, equal opportunities, advertising standards, consumer security, and regulation.
The state of the economy has a major impact on how a business works. Economic measures such as economic growth, interest rates, exchange rates, costs, and family discretionary income are examples of economic indicators. These aspects are further subdivided into micro and macroeconomic considerations.
Social 
The fashion industry is one of those that could be most influenced by socio-cultural movements. The 'hipster' movement is a recent example. Businesses will have to consider if they want to pursue those passing fads or whether their company is healthy enough to stay stable within their normal networks (Sproles & Burns, 1994). 
Technological
Technology has altered the way clothing is manufactured, supplied, and sold to customers. The growth of the Internet and advances in information technologies have helped in the spread of awareness about emerging trends. Due to frequent trend, textile, and demarcation shifts, the apparel industry remains labor-intensive, with no automation, despite technological advances (Perry & Sohal, 2000).
Environmental
[bookmark: _Toc70846855]Throughout the supply chain and life cycle, fashion has a major environmental effect. Carbon pollution from the fashion industry must be reduced in order to minimize health risks, degradation, and waste. Plastic microfibers reach the oceans at a rate of about 500,000 tons per year.
Covid – 19 impact to the global fashion industry – strengths and challenges
COVID-19 has called into question many of humanity's assumptions, but it has also shown that we are capable of responding to significant challenges. A single closed-loop supply chain may be reconfigured as a multi-loop structure, with reclaimed and recycled goods from past life cycles reintroduced into the industry as new products and values. The problem is so dynamic that it necessitates the participation of as many different types of stakeholders as possible (Kumar, et al., 2021).
Also, large apparel industry players have the potential to implement and affirm sustainability responsibilities. Eco-sustainable fabrics must be used in the manufacture of goods from the start. The fashion industry need to find a solution to the massive amount of pollution that now exists. The earth requires a safe, resilient, equitable, and resilient future, which can only be accomplished by implementing a sustainable and sustainable circular economic model. (Kumar, et al., 2021).
Fashion is one of the world's most polluting sectors, creating massive environmental disruption. Agriculture can supply renewable raw materials by diversifying primary products like banana, coffee, and bamboo. The circular economy has the potential to regenerate the linear output and consumption paradigm. If consumption increases following COVID-19, the fashion system would need to implement resilient production models. Fashion houses are dedicated to creating strategies that promote and enhance sustainability. Companies have recognised the value of a sustainability model in terms of prestige and distinction. As a result, major fashion houses are creating strategies (Elmqvist, et al., 2019).
Large corporations often have the benefit of providing bodies or manuals that outline what models to adopt. According to the report, businesses should be involved in growing their green image. Proper design from the start would allow a product to be properly disposed of at the end of its useful life (Elmqvist, et al., 2019).
Although, traceability allows customers and buyers to analyse the effect of their brands by identifying where to focus energy. The materials are granted a new life cycle by returning them to shops, but also to specialist storage centres. It may be difficult to create a connection between the proportion of bio-based content in a commodity and the price (D’Adamo & Rosa, 2020). 
Furthermore, retailers must rethink components of their supply chain, procurement, and logistics processes. Future academic studies will seek to comprehend the pandemic's immediate and long-term impact on consumer behaviour. This scenario is expected to benefit value-oriented stores and discount outlets. Luxury and high-end stores are expected to struggle during the ongoing economic downturn (D’Adamo & Rosa, 2020).
[bookmark: _Toc70846856]Sustain competitive advantages
The organizing philosophy for the future of the apparel industry is sustainability. The goal could be accomplished by a variety of complementary activities, including suppliers supplying raw materials and modifying manufacturing practices, consumers purchasing recycled clothing, and third parties establishing reuse, recycling, and recovery plants. The pandemic era resulted in serious social problems. The pandemic era has resulted in significant socioeconomic disruption, but it has also resulted in economic opportunities and social equity. The fashion industry has the ability to assess meaning not only in the aesthetic but also in the ethical direction (D’Adamo & Rosa, 2020).
A strategic policy, according to Porter (1980), is an aggressive move taken by an organization to deal with competitive market powers. As shown in Figure 2, Porter operates in a specialized sector.
[bookmark: _Toc70846857]Porter’s Three Generic Strategies
[image: ]Figure.2. Porter’s Three Generic Strategies (Porter, 1980).
Source: Porter, 1980
Overall Cost Leadership, Porter's (1980) first formulated approach, assists businesses in gaining a favorable advantage in the industry by maintaining low production costs. This policy necessitates competitive pricing positions and extreme interventions. It is able to earn better earnings than the average industry rival while still improving its sales performance. In the long term, the approach results in a market penetration barrier and an improvement in the organization's strategic edge (Porter, 1980).
The second approach suggested by Porter (1980) is Differentiation, which focuses on the perceived importance and uniqueness of a company's product or service. This approach can be implemented through a variety of means, including design, brand awareness, technology, product specifications, customer support, and a distributor network. According to Porter, if an organization is able to execute a Differentiation strategy, it would be able to compete more effectively. According to Porter, if a business can successfully execute a Differentiation plan in the industry, the levels of consumer brand satisfaction rise, resulting in a stronger location in front of suppliers. The tactic is embedded in the 1980 Porter strategy's second strategy which can be applied in a number of ways to make the firm more competitive with its rivals (Porter, 1980).
[bookmark: _GoBack]Porter's third technique is to concentrate (1980) this strategy is used by a business to target a particular category of consumers. Organizations will enhance their services to this audience by adopting focal behavior. A Focus policy, on the other hand, means a limited view of the market. A Differentiation and Overall Cost Leadership are approaches that are used in the market (Porter, 1980).
	Generic strategy
	Required skill and resources
	Organizational resources

	Cost leadership
	Continuous financial spending to gain access to capital'
'Process engineering abilities'
‘Extreme labor supervision'

‘Products optimized for ease of production'

The term ‘low-cost delivery scheme' refers to a method of distributing goods at a low
	'Strict cost management'
‘Regular and comprehensive monitoring reports'
‘Organizational structure and roles'

‘Incentives focused on absolute compliance'

quantitative goals'

	Differentiation
	‘Excellent selling skills'
'Product engineering' and 'creative flair' are two terms that describe the same thing.

‘Excellent skill in scientific science'

‘Corporate credibility for excellence or leadership in technology'

‘A long history in the industry or a one-of-a-kind mix of

skills gleaned from other companies'

‘Strong channel collaboration'
	‘Excellent teamwork among functions in resource and creation, product development, and marketing.'

‘Rewards and personal measurement'

‘Amenities to entice highly skilled labor,'

Scientists or artistic individuals

	Focus
	‘A mixture of the above strategies aimed at a specific strategic goal.'
	‘A mixture of the above strategies aimed at a specific strategic goal. (Ranfagni & Guercini, 2016)'



Any of the three generic methods entails varying capabilities as well as different threats in their execution (Porter, 1980). The Overall Cost Leadership approach necessitates significant technological investments. New competitors and their potential for entry into a particular industry are also risks to consider.  A differentiation approach means additional risks that Porter (1980) associates with the good or service. As markets mature, the distinction between an imitation and a product's individuality becomes blurred. If a differentiated firm falls too far behind the costs of low-cost rivals, the excellent brand's brand loyalty can suffer. Finally, according to Porter (1980), the dangers of executing a concentration plan are linked to a firm's limited focus on a small target audience. This condition has an effect on the firm's ability to understand the whole market. For example, if a company competitors will overtake their market share by using other tactics if they are too concentrated those are more appealing for the strategic group (Porter, 1980).

[bookmark: _Toc70846858]Conclusion
Having reviewed some of theory and models and analyzed the fashion industry it can be conclude that slow fashion is gaining a competitive advantage over fast fashion. Technology is playing an increasingly important part in the selling of fashion items. Developing a brand reputation and offering environmentally conscious goods has been critical for survival in the global apparel industry. Slow fashion models are emerging as an alternative term for company promotions. The business model need to be carefully considered.
The study examined at how new consumer markets are maturing and how important it is to catch this transition in order to deter rivals from innovation and management approaches. It was concluded that the apparel industry will have strength in other markets, which will aid in the recovery.
Fashion has increased in cultural and economic importance and size (Brand et al. 2006), and the market must begin discussing the harmful implications of apparel commodity life-cycles. There is more a producer's responsibility for the goods on the market and the designers' use of this philosophical structure to discuss the consequences of their materials. With widespread acceptance of CSR values, the concepts of sustainability may eventually becoming another developed feature of apparel design and growth in the fashion industry (Brand & Teunessen, 2006).
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