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[bookmark: _Toc69482592]Introduction
The global cause of COVID-19 has completely changed the daily lives as social and economic issues have significantly affected the world economy. The COVID-19 pandemic has posed unprecedented challenges, especially for the textile and fashion industries. Mass redundancies and redundancies have resulted in 14.5% unemployment in the UK. Retailers have closed temporarily or permanently, manufacturers of clothing and textiles are struggling to raise the necessary supplies and consumption expenditures for clothing that is not necessary to fall short. The next economic crisis is expected to significantly impact the fashion industry in 2020 and beyond (Haleem et al., 2020).


[bookmark: _Toc69482593]Impact of pandemic
However, other companies have proven their resilience and found a way to address the pandemic's challenges. In an ever-changing pandemic environment, manufacturing companies are turning their products into essential products. Others customise their delivery model. As demand has increased and supply has declined, textile and fashion manufacturers in some countries have switched to wearing masks (Nižetić, 2020). People even started making masks. Distribute it online, sell it or make it free for their family and friends. For aesthetic and aesthetic reasons, luxury brands have started selling masks. However, different cultural and social norms show different attitudes towards masks in public places and influence users' identities. And although the number of masks available increases, little is known about the mask's purpose and the materials used to make the mask.
The pandemic is a very complex phenomenon. The fashion industry and fashion consumers must be fully aware of the importance of this phenomenon. Therefore, this particular version of the CTRJ aims to assess: 1) how the COVID-19 pandemic is changing the trading behaviour of the fashion industry and consumer fashion; 2) what these changes mean for the fashion industry and fashion consumers; and 3) the challenges posed by the pandemic and the opportunities that the pandemic can provide to decision-makers, fashion brands, retailers and manufacturers competing in the post-pandemic world development (Lenzen et al., 2020). Theory, practice and research have many possible applications that can help with phenomenological chronological research during this pandemic. CTRJ COVID-19 special edition requests pandemic-related and research-based articles.
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Over the past six months, COVID-19 has hit the global fashion industry by £2.5 trillion. With nowhere to go and rising unemployment, consumers have lost interest in buying clothes and shoes. McKinsey predicts that this year the industry will shrink by 30% from last year (Lal et al., 2020). The luxury market will also be affected by a 39% contraction (Lenzen et al., 2020). Many in the international fashion chain have already suffered from the layoffs of fashion designers to many unsold designers. Simultaneously, however, many industrialists believe that the pandemic could be a unique opportunity to revive the industry. Designers use this time to start selling products online and interact with buyers directly. They consider how to review the supply chain more ethically and sustainably to end the cycle of overheating and overproduction.
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This epidemic has forced designers to reconsider how to attract customers. Since the beginning of American fashion, brands have been selling their clothes in department stores and boutiques. However, over the past decade, with the decline in traditional retail sales, this trend has gradually lost its position. When pandemic restrictions took effect in March, these retailers were hit again. Many low-income countries are on the verge of collapse. Famous brands like Lord & Taylor and Neiman Marcus have filed for bankruptcy (Lal et al., 2020). This affects designers who have a large inventory of unsold items at the end of the season.
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But José Neves, founder and CEO of Farfetch, the luxury fashion market, said not all designers can build direct contact with consumers overnight (Hudelcu, 2020). It costs millions of dollars to gain popularity online. Prospective designers expect retailers to show buyers their way. Buyers rely on these retailers to find new brands and choose their products carefully. That's why Neves believes that retailers, especially small independent stores, have a place in the future. These boutiques are an important part of the fashion ecosystem. People often see the fashion industry as a very competitive environment, but they do not agree.
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The fashion industry is finally coming back. McKinsey predicts that although the growth rate will not be high, it will return to positive growth in 2021, and the growth rate will not exceed 4% (Sharma et al., 2020). During the pandemic, many designers began designing interiors for the first time. All the experts they spoke to agreed that the emphasis on casual and comfortable clothing was short-lived. CFDA designer and president Tom Ford (Tom Ford) caught the attention of WWD, that is, after a difficult year of the Spanish flu in 1918, fashion returned to fashion in the mid-1920s. "Fashion is a pendulum extremism in others and repeats itself here again"(Sharma et al., 2020).
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Critical analysis
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SWOT analysis
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Strengths
Innovation Opportunity: Once fast fashion has been discovered, it will focus on design, production, and clothing sales. This process usually takes several months; the fashion industry will be finished in 3 weeks. As a pioneer, the fashion industry has developed the most advanced inventory management techniques and techniques. Stores: The fashion industry is sold in 202 markets; 96 are stores (Sharma et al., 2020). There are 2,249 boutiques in the fashion industry, with the largest number of boutiques in the world. This is almost twice as many stores like Nike, which is the second-largest retail store. Supply chain - The fashion industry updates its collections online and in retail twice a week. Ten fashion centres worldwide can deliver products within 48 hours (Hamdan, Kassim and Lai, 2021). Inditex also has an in-house software development team that can double the company's ordering speed.
Design team: Inditex has 700 trained designers who can translate customers' wishes into the design. The design team produces 50,000 ads each year. And it only takes three weeks to get to the drawing board. Internet-connected: Inditex invests £3 billion to develop its online sales. The investment aims to develop an attractive online shopping experience and integrate existing physical infrastructure. The company's goal is to achieve a quarter of online sales by 2022 (Chaus, n.d.). The success of the fashion industry is that the fashion industry is embracing fast-paced fashion games. But facts have shown that growing concerns about the environment and ethics are twofold.
[bookmark: _Toc69482601]
Weaknesses
Fast fashion: Interestingly, the development that helps push the fashion industry to the top is at the root of its worst flaws. With an emphasis on improving the flexibility of customers and politicians, the fashion industry's weakness is the balance between flexibility and fast fashion. Addiction is physical stores: The pandemic has accelerated the fashion industry's plans to limit the number of physical stores. Due to COVID-19, online sales have helped the fashion industry to withstand a sharp decline in sales. Although online sales have increased, sales were only 89% of the 2019 level (Chaus, n.d.).
Expansion to the United States and the Asia-Pacific: The fashion industry has 99 stores in the United States. This is only 4.4% of 229 stores (Rupani et al., 2020). However, the United States is the world's largest clothing market. The Asia-Pacific region accounts for 38% of the clothing market. In both areas, the fashion industry's presence is small (Rupani et al., 2020). Ethical business practices: Inditex manages 1,520 suppliers in 7,110 factories. Although Inditex has been praised for establishing a strong code of conduct, there is still a big gap in implementing the code. According to research, Burmese workers' treatment highlights this shortcoming (Srivastava and Agarwal, 2020). Artificial Intelligence Forecast: Inditex is currently working with large data and artificial intelligence companies to create a system that supports artificial intelligence to predict consumer behaviour. However, the current system is still in the testing phase. When such a system is activated, the fashion industry has an unparalleled ability to anticipate and respond to customer needs.
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Opportunities
Short delivery time: shoppers visit fashion stores on average 17 times a year. The fashion industry responds to developments as soon as they appear. Currently, the fashion industry is very popular from start to finish within 2-3 weeks (Srivastava and Agarwal, 2020). But in the future, the fashion industry could shorten its cycle even further. Personalisation: With the help of artificial intelligence, it is easier than ever to collect data and share it with customer groups after data analysis. This allows us to provide customers with personalised offers. The fashion industry should benefit from this technology.
Sustainability: According to Sourcing General, more than a third of the millennia and millennia are looking for "green" and "green". Together, these two groups make up 50% of the total population. Therefore, the fashion industry must listen and respond to this growing demand. Resale: The resale market is now valued at £28 billion and is expected to reach £64 billion within five years (Srivastava and Agarwal, 2020). Integrating the resale program with the current platform will encourage customers to buy less and less waste. Encourage consumption while maintaining sustainability. Impact Marketing: Unboxing influencer marketing is the most effective strategy to promote a lifestyle brand. The success of the fashion industry and the 60 influencers #DearSouthAfrica has attracted 8 million people. It should be a model for the future (He and Harris, 2020).
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Threats
Competition: Chinese fast-fashion giant Shein is just the biggest online fashion store. In September, the Shein app was downloaded 10.3 million times (Crick and Crick, 2020). The fashion industry has less than 2 million downloads simultaneously, and they have to be wary of competitors in the digital field. Price war: Fast fashion is a huge niche market in the fashion industry, which can quickly and cheaply pull the ramp's latest trends. However, the industry is prone to price wars to get rid of the fashion industry's chains. COVID-19: In the first quarter of 2020, Inditex's sales decreased by 44%. Inditex reports that 88% of stores close to the coronary virus are the main reason for the decline in sales (Berman and Ebisu, 2020).
Government rules: Inditex has 13 factories in Spain. Due to containment measures taken by the Spanish government, only three of the 13 factories were in operation during the pandemic's first months. If Europe waves again, the company is expected to take similar action (Rakshit and Paul, 2020). Sustainable development: people's attitudes towards fashion are changing. People are aware of the impact of fashion on the environment and people. Therefore, the fashion industry must transform fast fashion into an economically and environmentally friendly sustainable company.
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Conclusion
COVID-19, which has emerged from the crisis and increased its online presence, is at the forefront of the fashion industry. Inditex's financial performance is showing signs of improvement, and managers are optimistic about online sales growth. Well, this pandemic has accelerated the growth of online shopping. Shortly, the fashion industry will have to strengthen its position in the digital and physical space. The fashion industry has come a long way in the fashion industry. They hope that based on the SWOT analysis of the fashion industry, they will understand how creativity and customer participation can improve their brand in a difficult environment. The result: Connect with their audience, build strong relationships with them and give them what they want. SWOT analysis is the best way to learn about the business world. They can find more information in the SWOT analysis library. If they want to know what SWOT analysis is, please read the SWOT analysis manual. They can also use the SWOT analysis sample and the SWOT analysis template for calculations.
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