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1. Analyse the impact of the pandemic and explain the major forces that have shaped the business environment of the fashion industry.

          The coronavirus pandemic has brutally changed the business world. Government all over the world introduced measures that forbidded many businesses to operate in shops or forced them to operate with a limited number of customers per shop (Merrill, 2020). No one has expected that the virus will spread all over the world and, within this sense of thoughts, it won't be exagerated to say that economies and countries were literally unprepared and they should adapt on the way (Gilson and co, 2020). 

Maybe all the industries all over the world suffered in a certain way from the virus. But the government measures for social distancing and the lockdowns affected most those who run stores and shops (Iansiti and co, 2020). The fashion industry was one of the industries that had to comply with the rules of shops closures for more or less time in many countries across the globe (Puranam, 2020). It actually imposed an almost full transition to online shopping of clothes for months and now, as countries slowly reopen, the fashion industry comes back at its feet and at its physical stores, while of course sustaining strong online presence (Schillebeeck and co, 2021). 

        Another key impact – mostly in negative light – for the fashion industry was the cut off of many global supply chains (Srikanth and co, 2021). An industry relying on resources – textiles, furs, wool, etc – picked up across the globe, such as the fashion industry is, and on outsourced services and subcontractors running plants and factories in countries where labour force is cheaper, could not avoid by any means the shock of the virus. 

        Apart from it, logistics and delivery chains were also strongly affected, as transport services for ready fashion products started to take more time than beforre the pandemic, with long tales on the borders and long checks of ships at sea, testing the crew, etc (Binder, 2020). So fashion corporations and fashion retailers had to adapt, to become better prepared in planning the deals and scheduling them. And mostly to learn how to arrange everything online: from business negotiations to sales, delivery and post-sales experience (Barrero and co, 2020). 

         The full transition to online sales was another key change for the fashion industry, induced by the pandemic (Brinca and co, 2021). For some months – due to the lockdowns and to the governmental measures to keep the virus spread in a certain control – fashion retailers had to sell only online. Any physical sales at stores were prohibited and that is why the online shops saw a great expansion. But the online shopping comes most often with delivery service, which meant for fashion industry, to employ more drivers and delivery men and to rent larger warehouses in aim to satisfy the demand. Better and more secure online payment systems came along with that chang, also more staff at customer service centers to work on the orders and to assist the customers. 

It is quite challenging to determine the major forces of the pandemic that have changed the fashion industry, as the pandemic is still not over. Although some scientists see its end by the mass vaccinatuon, others are skeptic and alarm for another possible “coronavirus” autumn to come (Agarwal and co, 2021). 

However, a simple SWOT analysis can help us to outline the major changes occurred for the fashion industry during the pandemic as strenghts, weaknesses, opportunities and threats. The SWOT is based mostly on the experience of  “Adidas” (Adidas-group.com, 2021), a well-known fashion corporations, but it can be considered as common for many of the big corporations in the fashion industry. 
	Strenghts 
Strong online presence letting the company to run its business fully online. 

Well-established resources and delivery chains before the pandemic that overall resisted and let the company to run its business. 

Well-established network of subcontractors running company's orders in countries in Asia and Eastern Europe who managed to run their operations at production plants while respecting the anti-pandemic measures. 


	Weaknesses
Very long resources and delivery chains and networks of subcontractors located across the globe: picking up resources, after bringing them to production plants and finally delivering them to the company stockhouses was sometimes challenging, due to the transport troubles during the pandemic. 

The full transition to home office for the employees of the company due to the lockdowns in Europe and North America was not expected, so the company's management had to adapt on the pace. 

	Opportunities
The online shopping increased and it is a relatively cheaper way for the company to sell its products (even after calculating delivery costs) than running both physical stores and online shops per country; however, physical stores are part of the whole brand image and they will certainly be kept.

The home office of employees reduced the office spaces rent costs for the company. Although they pay for equipment, not paying for office spaces let to less costs per employee per hour. 
	Threats 
A great threat for the company is the global economic crisis induced by the coronavirus; it led to less sales during the months of the pandemic for the company globally. The economic crisis will possibly lead to less franchisees of the company. 

A potential new lockdowns wave in autumn-winter 2021-22 will induce much costs for keeping company's stores rented, but closed. 




2. In light of the COVID19 pandemic, critically assess the opportunities and challenges that these forces have presented to the key players in the fashion industry and explain why and how some firms have been able to adapt better than others to this changing business environment. 

            The coronavirus pandemic put a great challenge to the fashion industry companies. However, as investigated in the case study of „Adidas” some companies obviously managed to adapt in the difficult business environment by relying on the innovation while compiling with governmental measures. Indeed in the case of „Adidas” the size of the company plays a crucial role: such a big corporation, well-established on the market and possessing relatively secure supply chains and subcontractors network can adapt more easily and survive the challenges than a small company, e.g. a small fashion startup (D'Adamo and co, 2021). 

So unfortunately the pandemic hit the small business the hardest way (Chakraborty and co, 2020), while the big and well-established companies which could rely on more resources survive it more easily (D'Adamo and co, 2020). Truly governments all over the world put a great effort to support the small companies in fashion and other industries (Hasan, 2020), but the challenge is that still no one can predict for how long more the pandemic will endure and will the governments have the funds to continue their support to businesses, especially the small ones (Kumar and co, 2021).

        In the case of “Adidas” the most important factor for the fast adaptation of the company was maybe the strong online presence, alongside with the outstanding expertise in the industry. For “Adidas” selling online was not new and their almost twenty years experience of running online shops (Adidas-group.com, 2021) let them to keep selling smoothly during the panddemic. 

        Another important factor that more or less determined the relatively less difficult passage of the company during the pandemic is indeed the outstanding expertise in the business  (Adidas-group.com, 2021). They had a large network of subcontractors which actually let them to switch easily from one to another subcontractors in case of closures, bankrupcities or simply stop of the work of any subcontractor due to more severe lockdowns in one or another country. Apart from it, the German brand strictly survey the whole supply chain, including the relations between subcontractors and their logistics partners, in aim to be sure that delays in deliveries cannot last longer than expected. So the overall business expertise that the company has accumulated for more than seventy years up to now helped them much.

         Another important success factor for “Adidas” is the braod range of products they offer; those letting them to stay amongst the top preferred brands of the customers worldwide regarding sportsware and apparel  (Adidas-group.com, 2021). Offering all seasons sportsware and for various sports and fitness activities, the brand actually managed to retain the customers even through the crisis and on limited bidgets. So variety and quality of the products let the brand to remain competitive even in difficult times. 

          Another key factor that helped “Adidas” to pass through the crisis is indeed the well-tailored marketing  (Adidas-group.com, 2021). During the lockdowns the brand relied mostly on online campaigns and strong social media presence in aim to stay in touch with its customers all over the world. So during surfing on the net or in social media, current and potential new customers of the brand could enjoy appealing ads to come across their eyes often. Taking into account that consumers were also staying safe at home, the ads just nourished their desire to shop on the brand's website. 

        It is very challenging to generalize and make assumptions on how the fashion industry has passsed through the pandemic. Based on the case study of “Adidas” this passage was relatively successful thanks to the online shopping and the overall business and marketing expertise. 

But it is again a tricky field, as not all the companies in the industry have the resources of “Adidas Group”. For them the pandemic put great challenges and governments should put all their efforts in aim to end it as the survival of small fashion business will be at stake, pressed both by the ecobnomic crisis and the lockdowns. So when praising the big one, let's not forget the small business. 
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