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Task One
Covid is wreaking havoc on the existence of some of the most marginalised jobs in global supply chains. Since then, in the beginning of the crisis, big apparel companies and sellers have been postponing shipments, including those for goods that have already been manufactured and are awaiting shipment to markets, and withholding payments to their distributors. This crisis is not limited to garment factory employees. It is also having a dramatic impact farther down the hierarchy on some of the most vulnerable workers – the freelancers who are unable to access help from brands or the government due to their lack of officially valid jobs; migrant workers who have lost their jobs but are segregated hundreds of miles from their relatives; and cotton growers were unable produce on their lands (Li et al. 2020).
This disease outbreak hastens the need for industry-wide, structural reform. Numerous human rights problems examined in this course have deteriorated following the height of the global disease outbreak. Openness is critical for the sector's potential sustainability. We cannot repair what we cannot see. If big manufacturers and retailers disclose who their vendors are and how they conduct business with them, brands will be kept accountable for abandoning their distributors and distribution network staff during such a heinous public health and economic meltdown (Nayak 2020).
Clothing companies have officially halted sales in the aftermath of the epidemic, with clothes stacking up in stores amid the lockout. By the time shops reopen, these items will almost certainly be deemed 'out of season.' This raises the question of what will become of all of these perfectly decent products and the materials used to manufacture them. Can they be marketed, repurposed, donated to charity, or disposed of in a waste, burned, or used again? Fashion already generates an enormous amount of waste; would this epidemic worsen the situation, or will businesses intensify the advancement of more advanced textile recycling technology? (Mosley 2020)
Additionally, as consumers are expected to sit at home and department outlets begin to shutter across the globe, demand for apparel has decreased significantly. It is forcing people to re-evaluate and reprioritize their spending. This could result in a pause in fashion trends and perhaps influence brands to concentrate on selling less, higher-quality goods in order to stay sustainable. Alternatively, business as usual might resume, with an emphasis on speed and high-volume demand. Nevertheless, we believe that customers and brands will need to transition to a new ordinary; what that feels like is unknown now but taking steps to prevent the challenges discussed in the course will be more critical than ever (Kumar and Dhole 2020).
As previously reported, the COVID-19 epidemic has had a negative impact on the fashion industry on any aspect, from supermarkets to supply chains to vendors. Numerous stores have closed, manufacturing has stopped, and demand has dwindled. Due to the fact that multinational companies are attempting to maximise their earnings, some jobs have been abused for this purpose (Li et al. 2020).
High-street retailers have been severely impacted by store closures; H&M also announced that it would close about 70 percent of its outlets globally. However, online fast fashion brands have escaped the sting; in reality, just the reverse has occurred. Already under fire for their inefficient business practises, quick fashion internet stores are now being suspected of leveraging discounts to attract additional buyers after lockout. Numerous brand websites feature discounts of up to 70 percent off selected products. Although they cannot be held accountable for keeping their shops open, this does not mean their employees are not still employed in warehouses, and several questions have been addressed as a result (Nayak 2020).
Frightened ASOS employees described feeling 'like mice' in a warehouse that the GMB Union recently dubbed a 'temple of infection. According to the GMB poll, 98 percent of the 4,000 Grimethorpe ASOS employees reported feeling insecure on the job. In fact, while other retailers have closed their doors to ensure the safety of their employees, ASOS has recently expanded their operations in Barnsley (Mosley 2020).
ASOS is not the only luxury company being accused of failing to meet safety protocols during the COVID-19 pandemic. According to a Boohoo worker, workers are working so tightly together that they are inhaling each other's air due to a lack of room. There are over 1000 team members; if one individual receives it there, we all can. They believe we are necessary and that individuals need clothing, but this is not the case. They continue to hold revenues in order to increase their revenue (Kumar and Dhole 2020). 
This collection of conditions has the potential to effect long-overdue reform in the fashion industry. Fashion contributes 10 percent of humankind's industrial dioxide, depletes water resources, and contaminate rivers and lakes.
Given the extent of oversupply in the apparel sector prior to the COVID-19 pandemic, one can only presume that the spending time indoors has increased our awareness of the disease's harmful effects. Let’s hope, it would encourage us to recycle and mend our clothing, as well as adopt a long-term attitude when it comes to our dressers (Li et al. 2020).
Due to retail closures, a significant amount of current clothing stock has accumulated in supermarkets and warehouses. This begs the following question: what can be done with the remaining stock? Indeed, it may provide an exciting opportunity to explore how the market can be reset and how the apparel industry can engage in recycling and upcycling after COVID-19 (Nayak 2020).
Task Two
SWOT Analysis of Nike Inc. 
Nike, Plc is a global company headquartered in the United States of America. Nike is headquartered in Beaverton, Oregon, United States of America. It was discovered in 1964 by Bill Bowerman and Phil Knight. The organization is a specialty retailer of sporting clothing, offering footwear, uniforms, sports gear, and apparel. Nike's main goal is to provide athletes with outstanding equipment and apparel that enhance their athletic success. However, Nike's popularity has resulted in the brand now offering activewear wear as well. Nike's CEO at the moment is Mark Parker (Gold and Curtin 2019).
Strengths
• Nike is among the world's most recognisable brands largely because its logo is memorable, easily identifiable, and highly distinctive. All immediately recognises the squiggle logo. Nike currently dominates about 30 percent of the global athletic apparel market (Gold and Curtin, 2019). Nike has millions of consumers globally who wear Nike's styles, participate in Nike events, and also get feedback. Due to Nike's large fan base, the market capitalization has risen to £200 billion as of February 2021. Without a question, the COVID-19 pandemic aided in that growth. Hundreds of customers have been diverted to online shopping, which is a positive development for Nike, since the brand is now available on a number of online retailers (Next, Asos, JD Sports, and so on.)
•Aiming for Sustainability – Nike CEO Mark Parker said that the brand will continue to engage in community discussions on environmental issues. Nike's CEO reiterates the company's commitment to tackling these environmental issues. That is significantly more valuable in today's pandemic era, where Nike sells almost entirely online (Gold and Curtin 2019).
• In-house experts – Nike's shoes and other sports accessories are developed by an in-house team of specialists. Nike asserts that their business has flourished as a result of the rigorous testing of each product (Nayak 2020).
Weaknesses 
• Poor Working Standards in Other Countries – Nike has been consistently chastised for its unethical labour practises over the last two decades. Among these issues are slavery, child labour, low wages, and abhorrent workplace practises deemed "unsafe." Likewise, many Nike plants tended to work in non-protective conditions (without masks, gloves, etc.) during the pandemic, which is a major disadvantage for them during this time period, since they would have to recruit fewer employees.
• Owing to Nike's price sensitivity, the retail industry is vulnerable. Nike sells directly to wholesalers and retailers 65 percent of its products. Nike makes no effort to justify their pricing structures, including the fact that retailers are their main customers.
• Overdue Debts – While Nike's financial statements seem spectacular, a glance at their balance sheet tells a different storey. Nike is also experiencing financial problems. As of August 2020, Nike's total long-term debt was £8 billion. However, the covid-19 situation now presents an outstanding opportunity for Nike to recoup some of this debt from improved online sales (Gold and Curtin 2019).
• Reliance on the United States Market – Through its global reach, Nike continues to focus on the United States market for sales and sales. Nike produced approximately 41% of its sales in fiscal year 2020 in the United States, while the remaining 59% came from the rest of the world. Despite its celebrity, Nike's revenue and growth are heavily dependent on the United States.
• Complete lack of diversification: Nike's over-reliance on sports apparel, or the lack thereof, is a major disadvantage. Physical touch and gathering have been banned due to the pandemic, and sporting events have been cancelled or postponed. Numerous professional sports franchises are on the brink of financial collapse. If the slump begins to dissuade people from participating in sporting events, Nike's losses may be catastrophic (Nayak 2020).

Opportunities 
• Emerging Economies – While Nike is now involved in a variety of foreign markets, the brand also has a large number of opportunities. This is because emerging markets are rising in scale and value at an exponential rate. Nonetheless, Nike will expand into a slew of new markets via online sales during the pandemic (Gold and Curtin 2019).
• While Nike has created many brands, there is still a great deal of room for creativity. Nike's technical presence has extended into the fields of fitness and health. Wearable technology that monitors physical activity is an excellent place to proceed when designing new technological devices. Combining technology and athletic wear has the potential to be lucrative, as this is a relatively untapped segment of the fashion market.
• Effective Integration – Each of Nike's products is supplied and assembled independently. The corporation could either acquire a few of these or develop its own in order to build a more streamlined delivery network (Gold and Curtin 2019).
• Nike has agreed to terminate relationships with some of the biggest multi-brand retailers and wholesalers. Nike is apparently discontinuing its partnership with wholesalers. This step is being taken in order to enhance product positioning and customer support.
• Adequately Developed Artificial Intelligence Innovation – Nike's substantial financial capital enable the company to acquire small to medium-sized companies and start-ups. • 
•  Online sales will account for 35 percent of Nike brand revenue in fiscal year 2020. Clearly, the pandemic is having an impact on Nike's relationship with its customers (Nayak 2020).
Threats
• Nike Inc recorded an extraordinary quarterly loss - the first in more than two years - at the outset of the crisis, affected by shop closures caused by COVID-19 pandemic-related lockdowns. The footwear manufacturer's shares dropped about 5 percent in after-hours trading (Gold and Curtin 2019).
• After the health crisis, Nike's wholesale division, which supplied clothing to other retailers, ceased operations. This led in a 50% reduction in sales, an increase in inventory, and an increase in costs due to order postponements. As a result, net margins began to fall in the fourth quarter, which saw the closure of company-owned and other locations for almost eight weeks. Nonetheless, Nike's continuous growth in its digital platform made the organization to raise online sales by 75%, as many consumers shopped for activewear and sneakers from the comfort of home. As per the CEO, the company is putting a greater focus on its online presence and expects to reach 50% digital penetration in its overall market by 2020. Online sales contributed for 30% of total sales in the third quarter (Nayak 2020).
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