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[bookmark: _Toc89708263]Introduction 
[image: ]The study shall analyse in detail the impact of covid pandemic on a chosen organisation and shall explore the internal condition of the business thoroughly using VRIO framework. Using the components of the PESTEL analysis the external atmosphere where the business shall operate shall also be analysed. The study shall also emphasise on the changes made by the business in its marketing strategies and critically review the policies obtained by the business in the competitive business environment affected by the pandemic. 

[bookmark: _Toc89708264]Impact of pandemic on the chosen organisation 
Even during the pre pandemic period the performance of under Armour was not satisfactory as its sales were gradually reducing and its accounting practices were questioned and investigated by the federal government (Boehmer, and Harrison, 2021). The corona pandemic hampered the activities of sports throughout the world and the economy too faced huge setbacks because of this. Eventually the business performance of Under Armour was detrimentally affected during the corona pandemic (Meng et al 2021).  However, this calamity had rendered scope to the business to rearrange its strategies to function. It had been an opportunity for the business to rebuild its brand image (Dewalska- and Bilińska-Reformat, 2021). As the expectations regarding sales diminished at a considerable extent the company has been able to emphasise over other aspects of the business. During the time of pandemic Under Armour has attempted to enhance its brand value in the highly competitive market (O’Brien, 2020). The business has enhanced its expenditures for creation of an ecommerce platform and promotion through digital mediums (Padlee and Bustamam, 2021). The brand has also attempted to increase its social media presence in order to increase its visibility and engagement to the viewers. Under Armour initiated the changes in marketing strategies even before the pandemic. However, the corona pandemic has escalated the process (Cankurtaran, and Beverland, 2020).  In order to enhance the reputation of the brand Under Armour has effectively used their YouTube channel through which they promote fitness and physical activities. Eventually these videos increase brand awareness among masses (Osterholm and Olshaker, 2020).  Recently Under Armour have emphasized to increase the desirability of the brand for female consumers. In order to attract more women towards the brand they have teamed up with some of the celebrated women personalities. Association of these women who have an international fame with the brand have effectively increased the brand's popularity among women and that eventually contributed to their sales. As all of the stores of under Armour were closed during the lockdown periods it detrimentally affected the performance of the business. During the mid-quarter of last year, the business incurred losses of $183 million (Yohn, 2020). In recent times the former CEO of the business stepped down from his position as charges of illegal accounting were raised against the business.  If the acquisitions are proven to be true the higher authority may face legal persecution. Under Armour is attempting to streamline their expenses in order to manage their financial belongings in a proper manner. In order to address the changes in customer behaviour the business is rearranging its policies and the newly designed strategies may positively contribute to the performance of the business (Camarão, 2021). The company is also planning to establish more retail stores and parallelly attempt to create a strong connection with their consumers through digital devices.  In mid of 2020 the business laid off 600 of their employees to manage expenditure in the highly competitive market. At the start of the same year Under Armour strategized a restructuring plan which aimed to increase $75 million for the particular plan (Park, 2021).  Since the beginning of the pandemic some worthy sponsorship deals have been cancelled by Under Armour. Even before the pandemic the business was going through loss as there was a dearth of demand for the products it offers in North America. Therefore, effective cost saving plans were necessary for the business to sustain in the highly competitive market. In subsequent two years 2017 and 2018 Under Armour sacked 680 employees in aggregate which indicates the revenue figures earned by the business were not satisfactory (Bilotta et al., 2020).  As many of the physical activities and outdoor sports on field got restricted during the pandemic Under Armour emphasised on healthy exercise and through their promotional videos, they have attempted to popularize fitness through workout. Despite considerable losses and performance worse than expected, Under Armour have been able to enhance its online sales. Throughout the 2020 the business has gone through an uncertain environment and therefore failed to acquire the reliance of the retailers. However, the copnsumers shopping dynamics have changed in 2021 and the profitability of the business has again started to rise. The distribution channels of the business are extremely strong and that t factor provides competitive advantage to the business. 
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VRIO framework is used to analyse the significance of resources necessary for a business to operate in the industry. It is an elective analysis tool through which resources of a particular business can be evaluated in detail.
 In order to gain competitive advantage in the market the authority of under Armour can use this framework. 
Valuable 
There are several valuable resources significant for the business to operate smoothly that includes financial resources, marketing capabilities, capability regarding operation and human resources. The financial resources of the business are valuable as it enables it to invest in new fields and allows the business to utilize new opportunities that may positively influence the profitability of the business (Burgess et al., 2021). The financial strength also assists the business to combat external challenges in order to sustain in the competitive environment. However, in the post pandemic period the financial strength of the business has been detrimentally affected. Among all the resources the food products offered by under Armour holds a significant position. The high differentiations of the food products escalate the perceived value of the brand to the customers. Human resource is another valuable resource for Under Armour. The highly trained and talented employees render positive influence to the business and enhance the quality of the products offered by under Armour and this factor eventually contributes to the profitability of the business (Bonsu., 2019). The higher retention rate of the employees indicates that the business effectively utilizes its human resource and that reflects the standard of the products offered by the business to customers. The patents acquired by Under Armour renders it competitive advantage and it eventually positively influences the revenue earned by the business. Through licensing these patents to other manufacturers Under Armour increases earnings. The distribution network established by Under Armour helps it to reach various segments of customers and eventually expand its market share. Though the distribution networks established by Under Armour are  extensively affected due to the corona pandemic. Affected. However, the research and development department and cost structures are not valuable enough in comparison to other resources mentioned. 
Rare
As only a few companies operating in the industry have acquired such strong financial resources like under Armour, it can be considered to be rare. However, the food products offered by the business cannot be considered to be rare as many other businesses operating parallelly in the market make the same offerings to the consumers (Akter et al., 2020) Not many companies operating in the same industry possess such trained and talented workforce like Under Armour. Therefore, the human resources possessed by the business can be considered as rare. In order to maintain this effective workforce Under Armour needs to provide satisfactory compensation and some other facilities to their employees. Another extremely rare resource acquired by under Armour is hir patent. The competitors operating in the industry do not have similar patents and that renders advantageous position to Under Armour in a highly competitive market (Sparks, 2017). The distribution network that under Armour has established in the past few years can be considered as a rare resource as it shall not be convenient for the competitor businesses to establish such a strong network within a short period of time. It will require an extensive time period and a huge investment to establish a distribution network as strong as the one created by under Armour. 
Imitable 
Through a long period of time Under Armour has acquired its financial strength through its resources and certainly it shall be quite difficult for other businesses to establish a similar revenue model imitating Under Armour. The fundamental costs associated with the business model is so high that it shall not be possible for novice businesses to topple the position of under Armour (Morris, and Kuratko, 2020). During the period of the pandemic the financial stability of Under Armour has weakened and therefore strategies must be formulated so that the financial performance of the business can be strengthened substantially. However, the food products offered by Under Armour are much more imitable in comparison to other resources as the cost associated with it is comparatively low. Other businesses may produce similar products if they emphasise on research and development (Marcocchia, 2019). Therefore, the competitive advantage that Under Armour has acquired through their food products does not ensure their safe position in the long term as other businesses are quite capable of imitating similar products. The human resources involved with the operation of Under Armour are highly imitable as other competitive companies may also increase skill and productivity of their respective workforces through the assistance of non-expensive training sessions. Other businesses may also attract existing employees of Under Armour by offering them attractive financial packages and other facilities (Chatzoglou et al., 2018) The competitive advantage gained by Under Armour in the market through their skilled workforce can therefore be termed as temporary because of its imitable nature. The inimitability of the patents acquired by Under Armour is low because it can be tough for rival companies operating in the competitive industry to gain control over similar patents. Similarly, the distribution network established by Under Armour are costly to imitate and that factor may provide a prolonged competitive advantage to the business operating in the highly competitive environment. 
Organisation 
The organisations associated with Under Armour are effective enough to strategically manage its financial resources. The organisation is capable enough to utilize opportunities and mitigate challenges in order to enhance the standard of the performance of the business. However, the patents acquired by the business are comparatively less organised (Buzatu et al., 2019). The organisations involved with these patents are not utilizing their capabilities to full extent. On the other hand, the organisation involved with.  Under Armour needs to emphasise on restructuring its organisational capabilities to manage the issues related to patent in a better manner and additionally formulate strategies through which the challenges related to corona pandemic can be mitigated. 
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Through PESTEL analysis the external environment of the business shall be analysed in detail. 
Political
The UK is among the most powerful nations in the world. Being the permanent member of the United Nations, it has established considerable domination over many other countries of the world. The political atmosphere is stable enough to support the growth of businesses. The country follows modern parliamentary democracy and due to this political structure businesses are able to operate in a hustle free manner (Loughran et al., 2021).  However due to Brexit and after Covid pandemic the political stability of the nation has weakened and due to several political decisions and lockdown policies at the time of pandemic businesses have suffered losses. Despite creating several challenges, the covid pandemic has paved the way for some profitable businesses and have compelled the business authorities to formulate new strategies to cope up with the transforming world.  

                  [image: ]
                                                 (Source: pestleanalysis.com)
Economic
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Description automatically generated with medium confidence]The UK is the sixth largest economy of the world on the basis of nominal GDP. However, the nation is still struggling with the pandemic and performing under the expected standards.  Different businesses operating the UK got destroyed because of the pandemic and that eventually caused an enormous burden for the national treasury (Cuthbert et al., 2021). The Bank of England supplemented the economy with an aid of £ 100 Billion. The UK government has obtained a policy of increasing the basic wage every year. This policy is effective because it can enhance the purchasing capacity of the marginalized people and eventually contribute to the growth of business. For decades foreign investors have been attracted towards the UK because of its Lucrative market. In the post Covid period the inflow of investment has not been the same as earlier, yet the UK is profitable for foreign businesses too. 
Social
The society of the UK is cosmopolitan. As the consumer market is huge and purchasing power of individuals is high the environment has always been amicable for businesses to grow.  The birth rate is higher than the death rate which indicates that the potential of the market is going to be expanded in future. As the population of the UK is multicultural and in order to satisfy the requirement of the consumers the businesses operating in the market must have diverse products that match the tastes and preferences of the masses. People in the past two years have become extremely concerned about covid and their demands have changed in accordance to that (Swami, and Barron, 2020). In order to be successful in the UK market businesses must offer products keeping these factors in mind. People of the UK are health conscious and brands offering health, fitness or lifestyle related products may have enormous scopes to grow in this market. 
Technological
The UK has been the hub for technological innovation since ages. Many institutions providing technological training are situated here; therefore, there is no lack of capable employees in the market (Jones et al., 2017). Due to the innovative environment businesses based in the UK always have enjoyed a competitive advantage. The pandemic has compelled the businesses to become more dependent on technology. Digitalization has revolutionized businesses worldwide, especially in the UK. Technology has been able to attract a huge amount of investment in the nation. 
Environmental
In industrially developed nations like the UK, protection of the environment has always been a serious challenge.  However, the government is attempting hard to raise consciousness about the environment among the masses. The large businesses are also trying to minimize their carbon footprint. Some strategies obtained during the pandemic period have contributed to the protection of the environment.  
Legal
The corporate tax on the profits earned by the companies in the UK is 19%. Through the legal rights of the employees the interest of the workers has been ensured. Some fixed leaves and other facilities have made the condition of the workers better.  Due to these factors, there is no dearth of workforce in the UK. There are several legal aspects related to the corona pandemic and businesses must adhere to these legal frameworks. The legal aspects of the country are suitable for businesses to grow. 

[bookmark: _Toc89708267]Changes made in the marketing strategies in post pandemic period 
Under Armour has initiated several changes in their marketing strategies in the post pandemic period. They have launched digital fitness apps and footwears connected with technologies. Shifting from a product led approach, Under Armour is obtaining a consumer led approach where the major focus of their marketing strategies is on their customers.  Instead of producing more trending athletic wear the products offered by Under Armour are technology oriented that renders fitness inspirations to consumers (Mitchell, 2017). These strategies have been effective enough as after several years of diminishing profitability the business has been able to raise their revenue. Under Armour has an established network with several fitness related apps including map my run, My fitness pal etc and these associations have enhanced the desirability of the brand among individuals. Utilizing television commercials, podcasts and several other procedures Under Armour has enhanced their profitability on the highly competitive market.  The idea Under Armour propagated during lockdown was staying fit while being quarantined inside home. The business attempted to render assistance to their targeted customers regarding healthy lifestyle and wellbeing. Under Armour effectively utilized social media and digital applications to assist their targeted audience with their lifestyle routines. Eventually in this manner they enhanced the desirability of the brand among masses (Senteza, et al.,2020). The sales of digitally connected footwear have increased substantially in the post pandemic period. In a limited period of time Under Armour have been able to understand the requirement of the masses and produce their offerings in accordance to that. In order to change their offerings based on the demands of the consumers a huge cultural shift was required. The apps have been extremely useful in formulating strategies for Under Armour. The apps have provided the business necessary data that have been used to develop the digital products. Under Armour attempts to collaborate a set of products and services together as their offerings to the customers. Detailed research and execution of artificial intelligence has contributed to the product development and marketing strategies obtained by Under Armour (Santos, 2020).  The business has planned to develop products through which foods can be scanned and through these innovative approaches they are attempting to develop the desirability of the brand among masses. All these marketing related strategies have enhanced the desirability of the products offered by under Armour and incorporating innovative ideas with technology the business have been able to thrive in the competitive business environment.   During the period of pandemic Under Armour have minimized their dependence on middlemen and have established a direct connection with their consumers. The ultimate goal of the brand is to grow in a healthy manner instead of rapid growth. A well-founded growth can provide competitive advantage to the business and the marketing strategies formulated by the organisation are aligned with this objective. The consumer centric approach is expected to provide enormous growth to the business despite several challenges created due to covid pandemic. 
[bookmark: _Toc89708268]Conclusion
The study has attempted to discuss in detail the impact of covid 19 on the performance of a chosen business. Through the assistance of the VRIO framework the internal factors of the business have been reviewed and the competitive position of the business have been evaluated. Using the components of the PESTEL analysis the external environment of the industry in which the business is going to operate have been explored. The marketing strategies obtained by the business to sustain in the competitive environment have also been reviewed.  The entire study has aimed to evaluate the performance of businesses affected by the pandemic.  
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