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Introduction 
The COVID-19 pandemic is a disaster that has brought a lot of impacts both to human lives and economic activities since its outbreak in 2019. Averagely, according to Ahmad et al. (2019), all sectors have been affected directly or indirectly in his work COVID-19 pandemic and economic impact. The fashion industry is among the affected sectors, which serves as the largest GDP in the percentage of the economy. The fashion industry comprises designing, manufacturing, distributing, marketing, retailing, and advertising interconnected in economic development. From the global declaration of the COVID-19 pandemic, there have been restrictions instilled to prevent the spread of the virus. However, these restrictions caused hiccups in different sectors since individuals are subjected to new normal, interfering with ongoing programs. Adjusting to the new guidelines given by the World Health Organization has been a challenge; thus, several individuals are up to date still fighting to adapt (Ahmad et al., 2019). Several impacts have resulted in both opportunities and challenges to fashion industries, which have been discussed in detail in this paper. Additionally, some fashion industries have adapted to change in a business environment.
The pandemic has triggered political factors such as trading restrictions, government policies, bans, and legislative laws, which have tightened activities in the fashion industry business environment. There have been decreased supplies triggered by the cessation of import and export resulting from the restriction in curbing the pandemic. Transport systems in and out of the countries have been affected; thus, cargo planes banned that facilitate movements of goods to facilitate the continuity of fashion industries.  Consequently, the economic sector in the industry has also been affected due to low profits resulting from low order flow. Stores in fashion industries are experiencing fluctuations arising from piled up in the stores waiting for retailers and wholesalers since there have been delays in processing. There are no orders coming up for purchases as consumers are experiencing difficult times from the pandemic (Collier et al., 2020). Consumers who were part of the purchasing power of the fashion industry are now prioritizing other items to spend money on other than buying clothes. 
The social sector has been affected by COVID-19 through loss of employment to individuals who were operating the fashion industry. Locked down and restrictions to tame the spread of the virus led to lay down of workers, thus rise in unemployment cases. The laying off was because of the overwhelming population where social distancing was being applied to manage the interactions of individuals in the working place. From the breakdown of sales which has declined, the fashion industries find it difficult to manage the salaries, thus forced to reduce the number of workers which could be easily managed financially (Hensher 2020).  Budget management and balancing of the financial statements in fashion industries was derived from the delayed purchase; thus, keeping workers on payroll was an issue. From the recent statistics by Kawohl (2020), there has been an increased number of unemployment cases since the onset of the pandemic. 
Additionally, in technology pandemic has altered how individuals interact from the workplace with freedom of movement denied. Most fashion industries deal with displays where sales are based on consumers conducting window shopping then select their preferred products from the displays. The restrictions have changed such mode of selling since people are restricted to operate from their vicinity. According to Akkucuk, U., & Turan, C. (2016)) they explains how managers are forced to shift to online platforms in conducting their fashion shows. The resulting outcomes on online shift are said to be effective in presentation and other related activities. However, few products are ordered online from the applied technology, and even the fashion shows online have a low turnout of individuals due to restrictions. Managers have been facing frustration from the old style to digital migration in conducting their business, which requires additional labor in the technology department. 
The working environment shift which has forced workers to work at home has affected the normal way of the fashion industry. Not all workers are comfortable with working at home, and it also requires additional resources for the excellent execution of assigned tasks by the company. Some employees have also been reduced working hours, and companies' working schedules have been re-scheduled. This has affected a number of fashion industries since they are forced to obey the new normal projected, focusing on restrictions that hinder the normal business setup. When these restrictions are avoided, the government introduces penalizing punishments that may incur additional charges for floating rules (Kizys et al., 2021).  Such unplanned actions make the company be drained financially, interfering with the projected objectives of the company.
Significant forces have shaped the business environment of the fashion industry.
E-commerce has led to innovations that were still underway. Application of online shopping app that has facilitated the spread of new products to the customer. This has made it easy to process goods ordered by customers and delivery in time. With the internet and social media, the latest products trends are reaching customers with just a click of a button. It has resulted in higher demand from the retailers and wholesalers to the companies to increase their supplies to meet their customer's needs (Bruce, M., & Daly, L. 2010). In some fashion industries, artificial intelligence has replaced inadequate labor, resulting from the pandemic.  In most activities, where a workforce is not required, artificial intelligence is applied as a substitute. As a result, controlling the spread of the virus has been a manageable task since the restriction measures in combating the virus are easily followed. The mechanism has encouraged minimal interactions because it supports few individuals in handling the intended activities (Purwaningwulan et al., 2019). 
The innovation of printing tools has been deployed in fashion companies to advance their printing mechanisms. As a result, there has been increased production of products, thus an efficient production cycle. With increased production, the availability of goods in the market has enhanced customer supply to be satisfactory. Therefore, it is concluded that advanced technology is the best approach for new normal since orders are received on time from online shopping apps. Product manufacture and supplies are also done on time thus customers' demands are reached for the latest trendy fashions. Consequently, technology has also allowed big brand retailers to solve environmental pollution through better waste management solutions. This includes printing of less carbon textile materials that reduce the amount of carbon gas emitted into the atmosphere (Bruce, M., & Daly, L. 2010).
Government restrictions on health issues during the COVID-19 pandemic have helped in achieving a fair business environment that favors fashion companies in business operations. Trading regulations, tax rates on the import and export of goods, and innovation to reduce the workplace population are among the managerial measures that the government has put into place during the pandemic. In addition, the tax rates were reduced due to the financial crisis to enhance retailers earn profits from the reduced supplies of their supplies (Aharon et al., 2021).
Opportunities and challenges that these forces have presented to the key players in the fashion industries.
1. Opportunities  
Innovation in online shopping has been an ongoing trend in which consumers order their preferred goods and receive them at their comfort. Therefore, it has been recently applied where large retailers that can find to finance the delivery budget to their esteemed customers meet the customer demands. Customers, in return, have been having an easier time in product delivery, finding their new fashion trends online, and satisfaction is met, which is the primary goal of fashion industries. Therefore, this has been an opportunity for fashion retailers to increase their product supply in the market (Tashanova 2020). 
The invention of virtual reality, which has enabled customers to try on their products online without necessarily waiting for the delivery, has enabled customers to completely view what they are ordering from the shop. As a result, the key players in the fashion industries have complied with the healthcare measures put in place to mitigate the spread of the virus (Cachon, G. P., & Swinney, R. 2011). However, most fashion industries that cannot meet the requirements to mitigate the spread of the virus are under closure; thus, few companies gain an advantage due to reduced market competition. The few companies have therefore been enriched with increased orders from their consumers, thus increasing sales volume. Additionally, enforcement f some traveling restrictions have regulated the number of suppliers in every country. As a result, some companies have found it easy to dominate the fashion industry based on their nearness to suppliers. This is also an added advantage in sale volume since there is increased customer demand which encourages them to maximize the production of products (Tiplady 2006).

2. Challenges 
Most companies have faced a financial crisis in their management due to the measures put into place to mitigate the virus spread. Low profits fetched during the pandemic cannot support all the financial requirements by the companies. In addition, most consumers are confirmed to have shifted their priorities from spending on fashion trends to health and other basic needs that require urgent attention during the pandemic. This has interfered with the sale volume since there has been a drop in demand from consumers. 
Restrictions from lockdowns have led to a drop in consumer supply. Fashion industries that rely on exports of their products to outside markets have undergone fluctuation in sale volume since in cases where exportation takes place, there are increased tax policies. Such policies have led to reduced or no delivery to external links in fear of extra cost incurred. As a result, some fashion industries have pilled stock in their stores that are not delivered to intended consumers due to restrictions. This has led to some companies' closure because managing their financial statements due to reduced sale volume has been a problem. Consequently, a number of employees working in fashion industries have lost their jobs as the pandemic continues to hit the industries' economies. Reducing the number of employees due to low sales volume leads to a labor decrease in the industry. Therefore, it has led to a decrease in production, thus the fashion industries, which automatically leads to the closure of some of the industries (Kawohl, W., & Nordt, C. 2020). 
How some fashion industries have been adapting to changing business environment. 
Some firms have advanced technology in online shopping, thus giving them added advantage in business performance. This has enabled them to be at the top list of bigger brands hence attracting more customers. In addition, the advanced technology has enabled deliveries to a larger volume of esteemed customers through online marketing in some companies than companies that do not have online shopping techniques. This has enabled product dominance in the fashion industry, thus allowing the large market volume to consumers, hence increasing sales. Furthermore, the dominancy of the product in the market has led to increased profit generation in some companies, which supports their growth even in times of the pandemic (Nazario 2020). 
According to Nahata (2008), the companies' financial position varies with the initial capital they invested in and how long they were in the market. Current fashion industries that are graduating into the business have not invested enough to run some of the measures put in place by healthcare in mitigating the pandemic. Therefore, this has termed their disadvantage in managing the technology expected for adapting to new normal, which the government is pushing. This has been a challenge to many companies where their financial status dictates what they can afford during the pandemic and what they are not capable of. 
Companies known to produce products with good quality and the best branding have been holding top trends in the fashion industry. Based on Kapferer's (2001) research, most customers are revealed to prefer shopping from known companies with better branding and best quality original products. Therefore being a big brand retailer is an added advantage enabling survival during the pandemic to allow business continuity. Such companies will still get orders from esteemed customers making a progressive approach towards sales. They will additionally maintain high-profit margins compared to other companies with low branding power and quality products. With this popularity, these firms can maintain to facilitate every activity that would require financial implication or just any other development requirement (Bruce, M., & Daly, L. (2006).
Conclusion 
 The COVID-19 pandemic has led to both drawbacks and uplifts of different fashion industries. According to the Porter Diamond Theory of National Advantage, the pandemic has achieved understanding the competitive advantage that companies own, including factor conditions, demand conditions, related and supportive diligence, company approach, arrangement, and competition. From the pandemic, the industries that have been long in operating in the business market ventured into generic strategies that aided in their survival during challenging situations. Such strategies include cost leadership, creation of uniquely desirable products and services by the fashion industries, cost focus, and differentiation focus. From the theory, the state and the fashion companies are recommended to pursue policies that create high-quality products to sell at higher prices in the market, which is evidenced in few companies during the COVID-19 pandemic.
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