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[bookmark: _Toc71052028]Introduction
All businesses in the world represent a system for producing various services and goods, which as a result are delivered to consumers to meet their needs and expectations. Through their activity, solid relations with the interested arts and good positioning on the labor market, these businesses form an environment that brings changes in different spheres of society. So, the business environment represents the totality of social, economic, or political factors that allow a business to grow. This essay is an analysis of the fashion industry in terms of macro factors. At the same time, reference is made to the epidemiological situation which has brought about various changes. In the final essay, there are some strategies that marketers have implemented to survive their business during the Covid-19 period.
[bookmark: _Toc71052029]Analysis of Fashion Industry
All the clothes that people wear are products of the fashion industry. Fashion is an ever-changing industry that requires innovative ideas, all of which are tailored to the demands and preferences of consumers. Considering that the years 2019-2020 are subject to the pandemic caused by Coronavirus, fashion was one of the most affected industries because the activity of stores was stopped, consumers did not have so many demands, and in general, people tried to survive in that situation but not to buy fashion products. The fashion industry comprises 4 basic components such as the production of raw materials, the production of fashion items by manufacturers, promoting the items produced and the sales process itself. These stages involve a succession and depend on each other. Respectively, once the pandemic has affected one of them, the others are also subject to cessation. 
[bookmark: _Toc71052030]PESTEL Analysis
The macro environment includes all the forces in a larger society that can affect the microenvironment in one way or another. In the business environment, these factors are known as PESTEL which represents the political, economic, social, technological, environmental, and legal environment. It is well known that, especially in this pandemic period, all these factors have influenced the fashion industry for several reasons (Worthington & Britton, 2006).
Political and legal factors refer to the role of government in the economy or in the activity of a business. Being two important points in a state, organizations must always respect the laws in force and respect government decisions. Thus, with the advent of Covid-19 and the declaration of a pandemic in most countries of the world, the government imposed a multitude of restrictions and various laws were approved on the closure of all malls and additional stores, this decision causing great damage to fashion entrepreneurs and their organizations. As a result, the right to work, consumer rights, foreign trade and other compartments were affected. For example, four months after the pandemic began, the H&M store has already announced that it will close about 70% of its stores worldwide. Much of the business has been saved by online sales. One of the strategies used by GAP and H&M during this period was to offer 70% discounts on clothing worn at home, taking into, account the fact that the majority, of the population complied with the restrictions and stayed only at home (McIntosh, 2020). The economic factor is one of the most important in running a business and how profitable it is. These refer to consumer income, economic growth, employment, and other specific compartments (Johnson & Whittington, 2017). Just a few months after the announcement of the blockade, authorities announced that the British fashion industry is losing hundreds of thousands of jobs and suffering a huge drop in annual revenues as the pandemic hits large organizations such as Burberry Group PLC and Ted Baker PLC. Respectively, research firm Oxford Economics, has published a report mentioning that there are 240,000 direct job losses in the British fashion business, employing 890,000 people in 2019. Speaking of the country's profit based on the fashion industry, Oxford Economics announces that UK revenues have fallen from 118 billion GBP to 88 billion GBP (Naik, 2020). Social factors refer to age and population growth, health awareness and the organization's attitude towards consumers. It is one of the most important because the way companies treat its consumers is the result of its profit. Demographic change is a threat to businesses that segment only by a certain age category. But people over time are interested in their health but not in material products. Thus, from this point of view, they start to draw attention to the quality of the clothes and how transparent their production process is. This factor also refers to how much today's teenagers are influenced by public figures on social networks about fashion. But both influential people and the media advertise not only the positive aspects about products but also the negative ones, such as about social responsibility, working conditions and others. An example is a fire in Bangladesh, at the Rana Plaza factory, which makes clothing for organizations such as Primark, where the building collapsed while employees were working, and more than 1,000 workers died. Following the awareness of this event, most customers have changed their attitude and behavior towards companies that do not respect and do not create working conditions to ensure the safety of workers (Martinez-Pardo & Razv, 2020). In the fast-paced century we are in, the technological factor is extremely important. The technological factor is responsible for all the stages in which a clothing product can be found, such as production, advertising, and supply to customers. The advent of the Internet has also made the fashion industry easier to meet the demands of the market and consumers. During this time when all stores were closed, online sales were in vogue in the fashion industry, so people could order clothing online to meet their needs. This stage was called an unprecedented digital transformation and respectively companies with in-depth digital knowledge and who knew how to sell their digital products despite the situation survived much better (Gonzalo, 2020). For example, as winners of the pandemic in the fashion industry can be considered stores such as H&M, Hugo Boss, Zalando, Puma and Inditex. This is due to the large number of online sales. Even if the stores have reopened, they still record a higher profit from online sales than offline ones (Business of Fashion, 2020). The environmental factor is also among the most important. In the last period, people tend towards a healthier lifestyle, they value more natural products, which do not pollute, do not pose a danger to the health of millet and people. These are treated by marketers as consumer requirements as they tend to create a business in a responsible and safe way for the environment. But all this has become important because in the world more and more raw materials are becoming a deficit. It could have a special impact on the fashion industry, climate change, global warming or any other event that would happen and affect everyone, such as Coronavirus (Chavan, 2018).
Therefore, all the major environmental factors known as Pestel are of particular importance to the fashion industry. Each of them participates in the profit of the business but also affects it. During the pandemic, marketers conscientiously analyze the impact of each factor so that they can distinguish which are the right strategies to apply in order, to survive as a business in the market.
[bookmark: _Toc71052031]Adaptation of fashion companies during Covid-19
During the pandemic, the fashion industry had the largest reset. In general, all organizations suffered, but the pandemic was not just a reason to lose business. Marketers have adapted to these conditions so that they have invested more effort in digitalism in order, to sell their products online. This strategy model is not only to survive the pandemic but is an effective way to better position itself on the online market taking into, account the century of technology in which we are. To thrive in a pandemic, organizations have accepted this challenge and implemented various strategies to continue to operate in any form (Fashion Revolution, 2020). 
[bookmark: _Toc71052032]      Experience through screens
Marketers have tried to offer an experience through screens. Respectively, now a large majority of the population states that they have changed their behavior and attitude as a consumer towards how to shop and now more than 50% of consumers prefer online shopping, both for comfort and safety. The experience of selling through screens has become a method that now tends to all fashion organizations because through high-performance applications, both parties can follow every step of the buying-selling process. They also offered several possibilities such as buying the product online and delivering it at home or picking up the product from any store known as BOPIS (Imran & Balchandani, 2020). 
[bookmark: _Toc71052033]   Personalized CRM software
Another way in which marketers have tried to survive is personalized CRM software that allows customers to know they are a business priority, helps marketers understand who consumers are and what their needs are. Personalized marketing methods help sales to be produced in greater numbers. Thus, transparency and personalization give customers confidence in the brand they buy. This personalized tactic gave life to the products when the pandemic stopped all stores. An example may be the business of Irene Neuwirth, a jewelry designer. With the onset of the pandemic, the cessation of stores did not bring a loss of profit to its business because it owned a well-developed e-commerce site, which helped the brand survive. The businesswoman found effective tactics to communicate with different types of customers on social networks and to build online relationships so, as to satisfy their needs. UK retailer John Lewis has launched a free virtual personal shopping service to scare customers about what products to receive in stores and deliver them to the buyer's home. The luxury brand Gucci has also implemented a method of consulting customers. through video to increase the sales rate (Eurominitor International, 2020).
[bookmark: _Toc71052034]     Digitalization
The digitalization of product developers has increased the revenues of many fashion companies. Digitization techniques such as 3D and augmented reality have been extraordinary in this context. Zara and Herschel Supply Company are two examples of companies that understood in time how to use these techniques to promote their brands. Thus, customers can follow in detail the steps taken to produce clothing items and then buy them online (Gonzalo, 2020). 
[bookmark: _Toc71052035]    Production of items in small quantities
During this period, a large part of fashion companies realized that they have, to produce clothing items in smaller quantities. An example that uses this technique not only in the case of the pandemic but also until this, so is Zara. It produces small quantities, being aware that fashion trends could change with the passage of the pandemic. At the same time, this technique helps Zara reduce any risk of loss regardless of the situation (Martinez-Pardo & Razv, 2020).
[bookmark: _Toc71052036]Conclusion and recommendations
We all know that Covid-19 has changed many perspectives, behaviors, attitudes, and life in general. But this impact has not been terrifying for those who have tended to develop and implemented marketing strategies in time to adapt to the conditions. Through e-commerce, some fashion companies such as Zara, H&M have achieved much higher performance than through physical sales. Following the studied sources, we find that as recommendations for fashion companies in such situations can be to give confidence in the brand, provide transparency in the production process, maintain strong relationships with stakeholders, invest in new strategies to provide opportunities business survival. To strive for digitization, use of new technologies and data to correspond to the times in which we live. Also offer a new build of sustainability programs to withstand. The pandemic was and is also an opportunity for marketers to rebuild their business, to analyze it from different points of view, so that the company can be profitable and survive in different situations, because the sustainability strategy is the most important for a business. 
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