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                  Impact of the Covid-19 Pandemic On Fashion Industry

Introduction
The Covid-19 pandemic is the defining global crisis of the present time and the greatest challenge the globe has faced. The virus was discovered in China in December 2019, since its appearance the virus has been spreading to every continent in the world. States are dashing to slow the rollout of the virus by testing and vaccinating patients, conducting patient tracing, limiting travel locally and internationally, and banning large gatherings such as sports, concerts, and schools. The pandemic is more than a health crisis and it has the potential to crash every sector of the economy that will leave a social, economic, and political crisis that will decamp deep scars in many industrial sectors. This pandemic is swapping our lives gradually: states are working at home, group transportation is closing down and central towns and global cities are doomed. This has been a rough time for every imaginable industry in the economy. In order to combat the spread of the virus the states are closing down production plants, stores and malls. The fashion industry is one of the largest industries in the globe with $2.5 trillion annual generated revenue (Business of Fashion, 2020). The industry found itself highly displayed to the negative impacts of the pandemic. This essay will look into the global fashion industry analysis and how the impact of the pandemic in the fashion industry environment and how the pandemic has presented opportunities and challenges to the retailers in the industry. The paper will also discuss strategies that can be adopted for the retailers to survive the changing business environment.
Global Fashion Market and Key Success Factors
Fashion is a comprehensive market with a complex structure that works on different levels to reach everybody from fashionista to those who just buy clothes for everyday life necessity. The scale of the fashion market is immense from a gown made by hand to simple mass-manufactured T-shirts. The global retail fashion market value is $1.78 trillion with under half of that being consumed in the USA and China (Business of Fashion, 2020). Nevertheless, spending on fashion is not equally dispersed. China remains dominant as the globe’s largest discrete clothing and footwear market (380 billion) succeeded by the USA (370 billion). The world retail clothing market is worth $1.4 trillion with footwear sales globally value at $366 billion. The UK fashion market is worth $ 69 billion with India being the fifth largest market for fashion in the world. The sales of fashion are gradually shooting in India. In sustaining the competitive advantages of firms in the fashion market a number of key factors are needed to survive the market. This can include channel relationships, event marketing, brand communication, and customization (Dicky & Mansoor, 2020). 
The brand and design of a product is the most crucial intangible marketing resource that is relevant to customers. Through branding, a firm is able to create a unique selling proposition based on a point of difference. The fashion industry satisfies the fashion needs and targets of its consumers through branding and it should be unique from others fashion companies in the industry.  Customization is also another key factor that influences consumer purchase. It is argued that individuals buy products to express and build their identity. The fashion industry is growing, with the revolution of technology the retailers are adapting to a new landscape and accepting the turning point of the fashion world. Through the use of technology, the fashion industry makes use of the internet to improve customer experience and deliver their expectation hence customer satisfaction. Marketing as a factor enables the fashion firms to understand consumer’s desires and respond with the appropriate preference. By using sales tracking information, attention to focus groups, media coverage, and other means of finding out about consumer preferences to give feedback to designers about the type and quality of a product to be manufactured.
Fashion Industry Analysis
The fashion industry is made up of four levels: production of raw materials, mainly fibers and textiles but also fur and leather, manufacturing of fashion goods by designers, manufacturers, and others: retail sales; various forms of advertising and promotion (Dicky & Mansoor, 2020). At this level, many interdependent sectors are devoted to the goal of satisfying the demands of customers for clothing under conditions that allow the industry to work on profit. 
Industry Life Cycle
For an item to be introduced in the market, it undergoes a number of life cycle stages- Growth, Maturity, and Decline. 
Growth stage, the demand begins to stimulate and the size of the market totally expands rapidly. In this stage, manufacturing costs and high profits are produced.
Maturity stage, the sales point reaches a point in which it will not grow. The market share decreases and the number of competitors increases. The sales will be maintained for quite some time and a good profit.
Decline stage, here the market becomes soaked and the product is no longer solved and becomes unrecognized. This can occur as a natural result but also due to the introduction of new, better, and innovative products in the market. 
Porter’s Five Forces Analysis
The Porter’s Five Forces analysis aids a company to recognize the factors affecting profitability in a certain industry and can help in making decisions and developing competitive strategies (Adelakun, 2020). The five forces include:
Supplier power - is an evaluation of how easy it is for suppliers to increase prices. This is navigated by the: number of distributors of each essential raw material, uniqueness of their product, relative size and strength of the supplier, and the cost of switching from one distributor to another.
Buyer power –an evaluation of how easy it is for buyer’s decrease prices. This is navigated by a number of buyers in the market, the significance of each buyer, and the cost of the buyer switching from one distributor to the next.
Competitive rivalry- the main point is the number and ability of competitors.
The threat of substitution- in the existence of close substitutes of products in the market, the likelihood of consumers switching to alternatives due to a rise in prices is high. 
The threat of new entry- profitable markets captivate new entrants, which corrodes profitability. Unless incumbents have powerful and tough barriers to entry, for instance, economies of scale, capital, patents, or government policies, then the profit will decrease to a competitive rate.
 









Porter’s Five Forces Analysis
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(Source: Adelakun 2020)
External Analysis
It is the action by which businesses objectively evaluate the changes made to their industry and the world at large that might affect their current business operations. This is done by firms to ensure they can adapt to changes and continue to flourish within an industry. PESTEL analysis is one of the external analysis that will discuss:
PESTEL Analysis
Is a framework used to analyze and observe the macro-environmental factors that may have an effect on an organization’s production? This framework is used especially when starting a business or venturing to a foreign market. It is used with a combination of other business analysis tools such as Porter’s Five Forces and SWOT analysis to give an understanding of a situation and interconnected internal and external factors. PESTEL is a phrase that stands for Political, Economic, Social, Technological, Environmental, and Legal factors (Schuetz Mair & Schrefl, 2018).
PESTEL Analysis factors 
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Opportunities and Challenges of COVID-19 Pandemic for Global Fashion Retailers
As many individuals are working from home and spending most of their time at home and getting dressed up lost its significance. Seeing that, events are canceled and others postponed such as parties’ celebrations, weddings, and vacations, these brought about a major hit on-demand (O’Connor, 2020).  According to the Business of Fashion’s 2020: coronavirus update, the standard market capitalization of clothing, fashion, and luxury players dropped almost 40% linking the start of January and March 24th, 2020 (Business of Fashion, 2020)
However, lockdowns increased and promoted the growth of e-commerce- a fine reminder that pandemics can create new systems of growth (Sharma & Jhamb, 2020). According to research, the sudden closure of all clothing retail stores across all vital global markets has trembled up the channel mix in an unforeseeable way in 2020. It’s five years’ merit of growth achieved in about six months (Sharma & Jhamb, 2020). H& M announced online sales leaped by 36% in between March and May. ASOS Groups’ an online retail giant, international sales were up to 17%. Europe’s greatest e-tailer Zalando approximates earnings to stretch a record of €300 million in 2020 in online shopping. Additionally, Inditex, the biggest clothing retailer group – online sales rose by 50% year over year, and in April 2020 it rose up to 95%.  Nevertheless, these numbers are not able to save the fashion industry by themselves since the 80% of the business transactions in the fashion industry occurred in physical stores preceding the Covid -19 pandemic (Sharma & Jhamb, 2020). In that kind of circumstances, after being hit in every section of the industry, from production to demand, and all things considered in the world’s economy most recent pandemic, it does not look like people’s fashion preference and approach will be the same for a long period.
Strategies to Sustain Competitive Advantage
The business environment provides a platform in which retailers operate. The business environmental factors can be internal factors and external factors. Owners of businesses have less control of external environmental factors which include political, economic, environmental, social, and legal factors. In order to create and sustain a competitive advantage against competitors (Todeschini, Cortimiglia & Medeiros 2020). The fashion industry companies use Business tools and frameworks to describe their consumers and measure values. Each firm has a discrete method for its business model but, there are quality elements that are should be considered when structuring a business model. They include: people, structure, strategy, process, and also reward. One of the analytic frameworks that the fashion industry can use to enhance sustainability and to highlight the circular economy is the Sustainable Consumption and Production cycle (SCP) as displayed by (Anwar, 2018).  The fashion industry can use the cycle as a recommendation to create a strategy to for sustainability to better environmental performance in business models.
Conclusion
Though Covid-19 has had a significant effect on the fashion industry so far, it leaves to be seen whether the pandemic is going to sustainability reset the fashion industry really needs (Brydges, Retamal, & Hanlon, 2020). The industry should this time of the crisis to reflect, retool, and rebuild a more all-inclusive, also environmentally and socially sustainable, fashion industry. It remains to be seen whether the Covid-19 pandemic will have a lasting impact, or either the industry will move on to the next calamity.
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