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[bookmark: _Toc70522266]Introduction 
One organization  can fail to touch its objectives if it does not take into account the characteristics of the environment in who it can operates. Everything by environment that surrounds the organization, this can be physically and socially (McMaster, et al., 2020). Environmental analysis can be one of the stages of the strategy development process.
A lot of part of  companies are more exposed than others to international competition . General environment refers to all those factors that indirectly influence organizations, such as economic trends, population growth, new technologies. (Journal of Business Venturing, 32(5), pp.569-587.)
In order to analyze the influence of the environment on the organization, environmental factors are classified into various typologies. One method of classification:
P - political-legal ;
E – economic ;
S – social-cultural factors;
T – technological factors.
The environment includes these areas that have a direct impact on the organization , such as its can be easy  to buy materials, competition and customers. This analyzes the specific environment through five competitive forces(Varley, et al., 2018). The environment in which an organization operates is a source of incertitude. In other words, decision-makers do not have enough information about it.( Nayak, R., Akbari, M. and Far, S.M., 2019. Recent sustainable trends in Vietnam's fashion supply chain. Journal of Cleaner Production)
Numerous macroeconomic forces influence the luxury retail industry. Although companies and brands in this sector have little influence over these variables, they must respond to them to stay competitive and profitable. The industry has seen dramatic developments in the twenty-first century. The level of rivalry has increased, and brands' promotion and pricing tactics have shifted in response to the struggle for market share. The emphasis has shifted to consumers, and no brand wishes to risk those they have won.
Question A
As the world struggles in unison to contain the pandemic, we are focused on how the unfolding crisis affects the people who produce our clothing. Around the world, retailers are closing their doors and urging their clients to buy online instead. Yet the irony is that plenty of us are financially strapped as a result of layoffs or additional childcare obligations, and the opportunity to purchase new clothing feels like a distant hope (Brydges, Retamal and Hanlon, 2020). For Fashion Revolutionaries, this singular collection of events has the potential to catalyze the trend that we have been advocating for years. Given the degree of overproduction of garments that accompanied this crisis, we hope that our days spent indoors will result in revolutions in garment care, mending and sewing, and adopting an attitude of durability when it comes to our wardrobes (Gjoni, 2020).
Brands usually pay their vendors weeks or even months after shipping, rather than upon request, in the global apparel industry (Chakraborty and Biswas, 2020). This ensures that manufacturers often pay for the ingredients or fibers used to manufacture the goods that brands purchase from them up front. As a result of the pandemic, many large apparel companies and supermarkets are canceling orders and suspending payments for previously ordered orders, even after work has been completed, while absolving themselves of blame for the effects on the people who work in their supply chains. Factories are left with no alternative but to kill or retain unsold products and lay off large numbers of jobs.

Economic factors
Economic conditions may have an impact on the clothing industry in both positive and negative ways. Customers have more optional resources during economic boom times. So, as a result, according to Pestle Analysis, they can buy more clothes, boosting revenue for clothing suppliers, wholesalers, and retailers. Recessions, on the other hand, have the opposite effect (McMaster, et al., 2020). There is a possibility that sales for these different apparel companies would be considerably smaller. Like a result, retailers can find themselves with significant quantities of inventory. Additionally, they could be forced to market the garments at significantly reduced cost. Clothing suppliers and retailers will also be required to sell more affordable clothing products to deal with more generic brands. When consumers have less optional  money, they often shop for less expensive things.
Technology
Technology has had a significant impact on the way business is conducted in the twenty-first century. Customers' aspirations have shifted due to technological advancements, and each one desires to be served in the best possible way. However, technology has aided branding efforts in other fields as well. From supply chain to manufacturing and marketing, technology has increased versatility and efficiency, thus increasing competitiveness (Khandual and Pradhan, 2019). This has, however, accelerated the race as brands compete to have the best in class technologies. To stay competitive, every brand must use cutting-edge technologies. In specific ways, automation has been a must. It is critical to maintaining profitability and consumer retention from blogs to applications and even more advanced development processes. Technological advancements occur at a breakneck pace, and any brand must evolve to remain competitive.
[bookmark: _Hlk70940839]Politico-legal aspect
Politico-legal considerations have also increased in significance in the field of industry in the twenty-first century. Numerous regulations impact apparel companies, ranging from labor laws to environmental laws to country-specific industry laws. Additionally, trade deals have a sizable effect on the industry of multinational luxury brands (Ceccagno, 2017). Import and export laws will have a major impact on the development and profitability of apparel brands. Thus, the fashion retail world is characterized by a high degree of competition, and a number of economic factors influence the development and profitability of fashion retail companies. Numerous factors influence the market, from technical to economic and demographic, and brands must respond to this ever-changing world in order to sustain the high degree of competition (Stål and Jansson, 2017).
Demographic Trends
Demographic trends also have a major impact on luxury labels' sales and profitability. The demographic makeup has shifted somewhat, and millennials now account for a sizable portion of the consumer market for apparel labels (Black, 2020). Their tastes are markedly different from those of previous generations. They adore fast fashion and do the most of their shopping online. They are more technologically advanced than past generations, and each one desires personalized service. A sizable portion of the population is ageing, and the needs and demands of the aging population are distinct from those of the general population. Thus, both of these considerations contribute to the emergence of new demands and stresses. Apart from generational patterns, fashion trends continuously evolve. New fashion trends come and go quickly. Additionally, cultural and social influences influence the fashion brands' business (Nayak, Akbari and Far, 2019).
Question B
Cost leadership
Overall Cost Leadership enables businesses to gain a competitive edge in the industry by maintaining reduced manufacturing costs and hence the opportunity to sell goods or services at a price below the rivals' overall market price (Arrieta, et al., 2020). This sustainable edge is achieved by a variety of cost-cutting measures, including the development of productive size facilities and the pursuit of cost savings through experience. However, this approach necessitates competitive pricing positions and extreme steps to raise money, which is then used to invest in new technologies to increase market share. If a business effectively applies this approach, it will earn a better profit margin than the typical industry rival while still improving market competitiveness. Additionally, as costs are minimized and efficiency of the enterprise is improved, the competitive edge is maintained over time (Joy and Peña, 2017).
Differentiation
Differentiation focuses about a company's good or service's individuality. Businesses pursue this tactic in order to differentiate themselves from rivals. This approach can be implemented in a variety of ways, including by design, brand awareness, technology, product functionality, customer support, and a distributor network (Stål and Jansson, 2017). Thus, the strategy's importance is determined by the market's understanding of the worth and uniqueness of a good or service, rather than by its cost effectiveness. If a business is effective in implementing a differentiation plan in the industry, it increases consumer brand loyalty. As a result, when consumers consider a good or service as distinctive and desirable, they develop a stronger attachment to it and are willing to pay a premium price. Additionally, this results in increased market confidence. Another advantage of a good differentiation approach is the increase in margins, which causes businesses to ignore low-cost solutions as the customer's market sensitivity decreases. Additionally, as margins grow, businesses can handle prices more efficiently, resulting in a stronger position with vendors (Chen, et al., 2020). Additionally, a Differentiation approach reduces consumers' bargaining power since no viable purchase options are present in the industry. Finally, by enabling a business to differentiate itself from its rivals, a differentiation strategy establishes an exclusive market advantage.
Conclusion
This strategy is geared by the business toward a specific audience, which may be consumers who have common preferences, a buyer, a commodity, or a particular regional market. By adopting focal behavior, businesses will enhance their services to this audience in order to properly meet their needs. What businesses would do when adopting a Focus plan is determine if they can pursue a Differentiation or an Overall Cost Leadership strategy (Varley, et al., 2018).
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