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Internationally, the COVID-19 epidemic has caused a radical loss of human life and poses beyond compared challenges to the world of work (Kumar, Malviya and Sharma, 2020). The pandemic’s economic and social disruptions are catastrophic. The fashion industry has seen a devastating phase of loss because of the epidemic (Kannappan, 2020). In the sections below The Pandemic’s Effect on the Fashion Industry, significant forces that dominated the fashion industry’s business during the COVID-19 epidemic, Opportunities and Challenges faced by Fashion Industry during COVID-19 Pandemic would be meticulously discussed along with the research of a case study of Zara.

1. The Pandemic’s Effect on the Fashion Industry
The fashion economy has experienced enormous loss as a result of the COVID-19 disaster. From the content to the metaphysical, the supply chain to industry’s ideological foundations, every facet of the industry has been squeezed dry by what has been dubbed ‘fashion’s Darwinian shakeout (Kannappan, 2020). The ad budgets of international fashion houses have been cut. Luxury advertisement investment has decreased — luxury magazines are no longer being printed, no one is looking up commercials, and fashion influencers are facing the end of their surprising careers. 
The coronavirus’s global spread is having an ongoing effect on the fashion industry. As the coronavirus global epidemic progresses, its effect grows as well. The virus is rapidly wreaking havoc on the industry of fashion, has exploded during the fall 2020 period of fashion season, forcing designers and “design houses” to close their gates and cancel forthcoming runway demonstrations. Additionally, significant events such as the “Met Gala” as well as the “CFDA Awards” have been postponed indeterminately (Pelikánová, Němečková and MacGregor, 2021). Department stores worldwide have closed their doors, namely Nordstrom, Neiman Marcus, Macy’s, Selfridges, and Saks Fifth Avenue. The COVID-19 epidemic is distressing the global fashion industry, as governments close manufacturing plants and postpone events to slow the virus’s spread. Globally, the coronavirus pandemic seems to have had a major effect on fashion brands. Simultaneously, the apparel industry is confronted with problems in terms of market demand. Additionally, new markets are emerging as fashion companies transition to producing trendy coronavirus face masks (Larchenko, 2020). Additionally, industry insiders believe the industry is shifting toward fewer, smaller, and season-less sets (Brydges, Retamal and Hanlon, 2020). Along with this transition, another significant one is that fashion will migrate toward a more sustainable and equitable future, fueled by a more conscientious user. 3 in 5 customers would make a general shift towards a sustainable lifestyle. Two out of every five customers can select products that are environmentally friendly and promote environmentally friendly practices.
2. [bookmark: _Toc70891351]The significant forces that dominated the fashion industry’s business during the COVID-19 epidemic
The COVID-19 global epidemic is having a similar and special effect from all 7.8 billion of the others. People are suffering from increasing COVID-19-interrelated loss rates, failing health services, malnutrition and hunger, unemployment, varying degrees of lockout, and a shadow epidemic of domestic violence, to name a few. Fashion houses, sellers, influencers, and fashion publications have all been reflecting and pivoting in predictable and unexpected ways over the last few months of covid 19. Some have made minor adjustments, and others have been compelled to accept more significant adjustments. Indian fashion designers have reacted thoughtfully and creatively. For example, the “Fashion Design Council of India” (FDCI) was one of the chief to declare a COVID-19 Care Deposit for small companies and emerging designers (Shastri et al., 2020). Malls and businesses are closed. Retail is trying to reinvent itself — to the extent that it can — to make a more advanced pace toward eCommerce. This marks the start of job cuts, shop closures, and possibly economic failure. Zara was said to be shutting 1,200 shops (Niederleytner Enciso, 2018). Canada Goose, the outerwear behemoth, laid off 125 employees.
Some businesses have fared well than others due to their international reach — “Burberry”, for example, experienced a decline in revenue in China in January and anticipated a rise in other countries early on. Certain brands have benefited from their good fortune: “Bath and Body Functions” has improved its soap and sanitizer manufacture. And as people are compelled to live in an online environment, the trend will intensify.” As physical stores close across the world, customers are flocking to the internet. A successful online presence is critical to a brand’s survival and potential growth.
Throughout the crisis, many shoppers have been purchasing more deliberately and considering the ethical implications of their purchases – a change in consumer attitude that is likely to be exacerbated by the pandemic. “People are thinking long and hard more about endorsing businesses with a goal, an intent, and a positive impact on the environment” (Almila, 2020).
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As per the United Nations, global fashion sales fell as much as 70percent around March and April 2020 as a result of the pandemic (Kannappan, 2020). Retailers and brands must reconsider their business models; being more intelligent and sustainable could be the key to recovering from these disastrous outcomes.
From the products they use to employee safety, waste reduction, and carbon emissions associated with shipping, now is an excellent time to consider how COVID-19 prepared the path for even more sustainable fashion industry (Shabir and AlBishri, 2021). Retailers and brands must reconsider their business models; being more intelligent and sustainable could be the key to recovering from these disastrous outcomes. From the products they use to employee safety, waste reduction, and carbon emissions associated with shipping, now is an excellent time to consider how COVID-19 prepared the path for a fashion industry that is much more sustainable.
Global clothing companies are closing stores, resulting in decreased demand for supply from brands just at the manufacturing level, and in some cases, a total cessation of demand (Chakraborty and Biswas, 2020). This has resulted in some factories closing their doors while others shifting their focus to producing much-needed COVID-19 PPE content during this period.

[image: ]
Figure 1: The fall of the Fashion Industry
(Source: Bolonne, 2020)

Globally, more people are buying online and placing online orders for “in-person pickup”—styles that are set to endure. “COVID-19 lockdowns” have also increased to the main e-commerce consumers—14% of people in the United States and 17% of consumers in China purchased apparel online for the “first time” as a result of the epidemic (Prem et al., 2020). The COVID-19 issue has increased public awareness of sustainability as well as the climate, as well as interest in health and wellness products and necessities such as casual outfits, skincare products, and home products.
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Figure 2: Shop of Zara
(Source: Ha, 2021)
Zara is one of the world’s hottest fast fashion brands. Founded in Spain and now with over ten thousand stores worldwide, Zara’s story is an example (Shabir and AlBishri, 2021).
· PESTLE of Zara is presented below-
	Factors
	Analysis

	Political
	Being a Spanish company Zara benefits from all of the advantages associated with running a business within the “European Union”. From an administrative standpoint, the primary advantages of doing business in the EU seems to be the country’s comprehensive employment contracts. This simplify the process of trading in raw resources and transferring completed products inside the “European Union”, but that also enables Zara to transport its merchandise globally with minimal effort and expense. In general, the EU’s free-trade policies benefit Zara enormously even during the season of corona.

	Economical
	Due to Spain’s high unemployment rate, it has a minimal cost of labor — particularly in comparison to certain other EU countries for example France, Germany, as well as the United Kingdom. Zara manufactures a sizable percentage of its things in Spain, and as a result, their low labor costs allow them to reduce costs and thus increase profitability.
Since it is a well-known brand, those unfamiliar with its products may believe they are very expensive. Zara is regarded as a more reasonably priced brand when compared to other “European high-street fashion brands” even during pandemic. Regardless of Spain’s dawdling economic growth, Zara remains an important one among the world’s most successful clothing brands (Islam, 2020). 

	Social
	Despite its low prices, Zara is a trendy brand for the majority of shoppers. Zara provides a high-quality product at an affordable price even in pandemic (Niederleytner Enciso, 2018). And, as a result of the brand’s deft marketing campaigns, it conveys a sense of exclusivity to customers. In aggregate, this solid, optimistic brand identity enables Zara to generate healthy profitability for its shareholders while maintaining a sense of value for customers. Without a doubt, shopping online is a big trend in the twenty-first century. 

	Technological
	Zara is one of a growing number of brands using technology to extend their scope. As being among the most successful clothing stores in the world, the company possesses both the financial assets and the audience necessary to extract maximum value from data (Islam, 2020). As a consequence, Zara is examining “big data” — the research of processing large data sets — to develop more effective strategies for reaching and appealing to customers especially during corona season. This is not an easy job, given the number of online and also in customer touchpoints. 

	Legal
	Zara must adhere to the constitution. Law of Copyright is among the most terrifying lawful divisions for each and every fashion brands. Given Zara’s obsession with catching hot fashion ideas and making them progressively accessible, it’s inevitable that it will run into copyright issues. Indeed, the biggest retailer has already done so. It has been accused of copying product patterns and concepts from Adidas and Balenciaga.

	Ecological
	Zara may be categorized as a fashion brand, and as such, they may be blamed for wastefulness. With consumers becoming increasingly eco-conscious because of corona, this can harm the product if it does not priorities sustainability.
To demonstrate its concerns about The environmental things matter, Zara’s parent brand “Inditex” has publicly published a sustainability commitment (Niederleytner Enciso, 2018). 
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Figure 3: Zara Shop
(Source: Ha, 2021)

· The SWOT analysis of Zara is as follows-

	Factors
	Analysis

	· Strength
· Fast fashion is concerned with designing, producing, and marketing apparels as soon as a pattern is recognized. Traditionally, this procedure takes months; Zara completes it in three weeks (Islam, 2020). Zara is a leader in supply chain management.
· With the most evolved approach and management methods, Zara sells in 202 markets and operates 96 stores in those markets. Zara has by far the most fashion outlet locations in the world, with 2249 locations. Zara apprises in the epidemic its “online and in-store” assortments twice a week. Zara’s 10 logistic hubs ensure 48-hour delivery to any place in the world (Duoyan, 2021). 
	Weakness
· Intriguingly, the outline that pushed Zara to a first is also the source of its most serious error. Zara’s weakness, as consumers and policymakers place a greater emphasis on sustainability in this season of corona, is its inability to strike a balance between sustainability and fast fashion.
· Zara’s determinations to decrease the quantity of retail stores were worsened by the pandemic. Online sales aided Zara’s recovery from a significant drop in sales produced by “COVID-19”.
· Zara operates 99 stores across the United States. In this pandemic it took the decision of closing many among these.

	Opportunity
· Zara reacts quickly to emerging trends even in the pandemic. Zara presently makes an outline from start to end in just 2 to 3 weeks even in this epidemic. Zara has the potential to shorten the periods even more in the future.
· Above 30% of Millennial Z consumers seek out clothing that is labeled as “sustainable” or “environmentally friendly” in this period of epidemic. Together, these two classes make up 50percent of the population. Consequently, Zara has to pay responsiveness to and react to this rising requirements.


	Threat
· Even in Corona period, Zara’s primary rival in the conventional sense will be H&M. Zara, on the other hand, faces competition from a variety of businesses in the online market. However, the rivalry is only one of Zara’s challenges ((Duoyan, 2021).).



[bookmark: _Toc70891354]Conclusion 
The `above study indicates that the virus has taken a heavy toll on the overall performance of the fashion industry. Albeit a lot of measures have been taken to counteract these impacts, a lot needs to be done by the chief players of this sector to fully rebound from this abrupt hit. An overview of these challenges and the potential opportunities that this sector has in these challenging times have been included in the scope of this discussion.   
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