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Executive Summary
Analysis of the impact of the Global pandemic of Covid-19 upon one of the most important World industries – the fashion industry will be discussed in this work. This essay will explain how and why some of the key players in the fashion industry have been more adaptive than others and in consideration will be taken the major forces which are shaping it. It will as well focus on the Burberry fashion line and a comparison will be provided between the other players in the business. 
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1.0 Introduction
The fashion industry as extremely spread all over the World and highly important to meet the needs and modern preferences are facing very difficult times because of the Global pandemic of Covid-19.  The industry contributes two per cent of the worlds GDP for 2020 according to Global fashion industry statistics (2021).
The Global Fashion Industry nowadays produces a huge amount of garments each year ascending billions and the statistics for the UK show that we produce 400 per cent more clothes than 20 years ago. The impact of the pandemic is over most of the arias in the Global Business Environment acting negatively and put enormous obstacles in the fashion industry. 
1.1 Background 
The fashion industry a long time ago stopped only to meet our needs of garments but it became an industry for satisfying our desires for modern, expensive and rarely worn clothes. There is a massive number of players in the industry who have a different approach to their customers and exclusively innovation of online shopping to expand the score of possibilities for new clients.
1.2 Aim and objective 
The fashion industry is commercial and it aims to reach a profit. Using creative approaches in the pandemic situation, striving to establish brands and finally meet the preferences and financial possibilities of their customers more than ever is a challenging goal. 
2.0 Main body
Research has shown that the impact of the pandemic was felt very hard across the apparel industry. In a comparison of the period April-June 2019 to the same one but a year later when occurred the first wave of Covid-19, retail sales has dropped by 43.5% in Europe according to Statista (2021). In the same period of the year, the production of garments has dropped as well with 37,4% in Europe (Statista, 2021). In other words, the impact of the pandemic is unprecedentedly large on the production, distribution, sales and relatively retail employment in the fashion industry across the World. 

In the same way in the USA the ratios in the unemployment in the fashion industry since February 2020 are 8.4 million, moreover in the retail sector was increasing with 381 000 in March 2020 just a month later (Gould, E., 2021).
2.1 Pestel Analysis
To analyze its impact, the Framework of PESTEL for a macro environment in the business will be applied and find out the major forces which are shaping the fashion industry.
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                               Source: Oxford College of Marketing (2016)
The political factors are a crucial and important part of it such as the taxation established by the Government as border tariffs. However, nowadays most of the countries in the World lifted limitations for minimizing the risk of spreading the disease such as travel and trade control, lockdown measures which had a great negatively impact on the fashion industry. For example, according to ACAPS (2020) for December 2020 in the World were actively 950 governance and social-economic measures. According to the World Trade Organisation (2021), the list of restrictions for more than 280 countries is defined with strict trade limitations. On the one hand, the opportunities which lied ahead considering the political factors as a shaping force in the fashion industry are that many countries are working to minimize the border requirements and striving to one World community. Example of this is the EU, NAFTA, an alliance of different trade associations and so on. 
Economic factors are shaping as well the fashion industry and in the light of the global pandemic when many people lost their jobs, consequently have less possibility to purchase new fashion goods as is shown by Organisation for Economic Co-operation and Development (2021).  Other factors are the social ones where famous people might influence the fashion choice and preferences. In the light of the Covid-19, however, the social physical contact is still reduced to a minimum in most of the countries and the lack of active social life discouraged many people to look after their fashion style in the first instance as noted by Guardian (2021). The challenges which the economic factors bring ahead are a good managing of the global crisis of the virus and establishing a briefly sustainable global economic environment. 
The Technological factors became one of the most important for the fashion industry but positively during the pandemic. Thus, shopping seems to change forever thank the online platforms. In particular, as noted by ONS (2021) the online sales increased significantly in the period of the lockdown in the UK by 78.2% for 1 year and forming a huge part of 55.7% for online traded products for the same period. The opportunities for the fashion industry regarding the technologies are significantly important for creating, establish and expanding fashion products around the World. However, the challenges for many in the fashion industry are to create and establish modern and competitive online trade platforms linked to high costs services.  
Legal factors such as taxation laws, labour laws and inflation cast are shaping the fashion industry. The luxury production firms and brands are linked to Asia countries in search of cheaper labour. The legal factors are creating many opportunities such as creating profitable associations and avoiding trade and production in heavily restricted countries. On the other hand, the challenges are considerable because of the interest in using the cheaper labour in countries as Bangladesh, Pakistan and China and the possible exploitation of these workers.   
Environmental factors are very important more in the last decade where the World is struggling to adapt to climate changes and engage to prevent cataclysm. Therefore, many Governments strive to encourage customers to cloth recycling and second-hand shops (Epa, 2016). Furthermore, many leading countries are established already laws aiming to protect the environment and the fashion business have to consider these challenges and seeking to new opportunities such as the production of garments that cause less pollution.
2.2 Key players in the fashion industry
According to Statista (2020) examples of notable companies are brands such as Louise Vuitton, Fendi, Gucci, Balenciaga, Ralph Lauren, Calvin Klein, Tommy Hilfiger and so on. What they have in common is that they are well-known about the quality and thank successful advertising approaches especially on the internet. A distinguishing mark for their great performance is online trading opportunities which they used in the pandemic when a long period of the shopping centres was closed. Nonetheless, companies such as Debenhams experienced a total crash leading to the closure of all shops because of the lack of an online retail system. Other examples of closures of all shops are Topshop, Dorothy Perkins, Burton and partially closures occurred in Mark & Spenser, House of Fraser and John Lewis as noted in The Guardian (2021).
Some of the key players in the fashion industry have set up huge discounts to keep their customer interested (Designerwear, 2021), introduced effective promotion on products including video advertising, seeking to engage specific target customers who spend more time online, open and developing e-commerce approaches. 
Effectiveness of the digital model in reaching and serving customers in % for 2020
	All
	Much more
	Somewhat more
	Effectiveness as before
	Somewhat less
	Much less
	Total effective
	Change

	France
	15
	31
	29
	20
	6
	75%
	10%↑

	Germany
	6
	28
	33
	29
	4
	67%
	7%   ↑

	Italy
	11
	25
	38
	28
	3
	74%
	6%   ↑

	USA
	18
	27
	29
	20
	6
	74%
	9%   ↑

	UK
	8
	30
	37
	23
	3
	75%
	17% ↑

	China
	12
	46
	23
	15
	4
	81%
	11%  ↑

	Japan
	4
	31
	35
	26
	6
	70%
	2%    ↑

	Brazil
	21
	27
	29
	20
	6
	74%
	9%    ↑


                                Source: McKinsey & Company (2020)
In fact, to analyzing the impact of the Covid-19 upon the fashion industry as a whole using the earning Trends& Projections (Fig.1) in the Apparel Retail Industry in comparison to the forecast of it (Fig.2) 
Figure 1: Earning History & Projections in the apparel retail industry
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                                               Source: CNBC (2021)

GROWTH FORECASTS                               FIGURE: 2
	Name
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Next 3-5 yrs EPS
Growth Rate

	Real 
	--
	--
	--
	12.3%
	--

	Apparel Retailers Industry
	33.7x
	29.5x
	0.0x
	41.5%
	-35.6%

	Consumer Discretionary Sector
	46.4x
	84.3x
	-0.14x
	99.4%
	31.5%

	S&P 500 
	39.0x
	33.0x
	-0.34x
	57.2%
	18.3%


                                                      Source: CNBC (2021)
It can be seen that the period of the challenges are huge and there is a need to be creative and active in the internet platforms to reach success. Although that the luxury market has experienced a big hit during the pandemic, Amazon announced its entry on it as an Amazon Luxury Stores according to much research  ( Rosembaum, E., Caminiti, S. 2020).  
 2.3 SWOT analysis                                     
SWOT analysis of the Fashion industry
[image: SWOT Analysis (and TOWS Matrix) EXPLAINED with EXAMPLES | B2U]
     Source: Business-to-you (2019)
The SWOT analysis is a simple but very useful tool for effective business planning. It clearly outlines the external ( Opportunities and Threats) factors and the internal (Strengths and Weaknesses). The Strengths of the fashion industry are the brand's names, company reputation, customer loyalty, computer information system, promotions, quality control, product differentiation and so on. On the other hand are the Weaknesses such as costs, financial resources, environmental scanning, channel management, Government lobbying, human resources (in the light of the pandemic restrictions).  The Opportunities for it are the technological forces, the location of labour, management, facilities and the advertising. It follows that the Treats such as economic and industry forces, political-legal forces and in the Covid-19 era social forces are the negative factors.
2.4. Product Life Cycle 
The product life cycle is another tool that is very useful for the fashion industry. 
                                                          Figure 3
                       [image: product-life-cycle]
                                        Source: Economicshelp.org (2018)
It can be seen (Fig.3) that at the first of introduction the fashion product is characterized by low sales, high risk of product failing, high costs for promotion and so on. The second stage of its cycle begins with the growing sales, consequently risen profit and penetration of the product in the market. The maturity stage characterized by the continued growth of sales, the product is purchases by most customers and the promotion is comparative and highly persuasive. As the product reaches its highest level of maturity then start the process of decline. It is marked with sales and profit decline, possibilities of appearing of substitute or started to be outdate as a fashion product. Thus, the fashion industry might be updating the line with some extensions such as changing the product itself or the way of distribution and promotion and so on.

3.0 Conclusion
To sum up, the impact of the pandemic had an enormous effect upon the fashion industry and was the main factor for the leading brand companies to expand their strategies, renew or create new approach system to keep and attract customers. The sharp forces in this industry as well are bringing new opportunities despite the threats and weaknesses, so depends on the ability of the brands to find briefly the right, profitable way for their clients in this rapidly changing environment in the business.  
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