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[bookmark: _heading=h.gjdgxs]Introduction
The internal and external environment of an organisation remains the most crucial factors in the overall business management and market operations. After the pandemic of covid-19 set the entire globe the overall market operations of different sectors have been disrupted. Which study is going to focus on analysing the impact of recent pandemic (covid-19). Additionally, major forces associated with the resurrection of the fashion industry during this pandemic would be further identified. Using different academic models such as a PESTEL, SWOT, porter's five forces and others the opportunities and challenges to the key players in this fashion Retail industry will be critically analysed.
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Several impacts can be witnessed owing to the fiasco of Covid19 for the fashion retail industry such as reduction in overall consumption, poor sales figure, employees shedding and others. According to Brydges et al. (2020), the overall consumption of the fashion items during the Covid-19 situation has been reduced drastically. According to a Unctad (2020) report, due to extensive lockdown, people do not need new clothes. Thus, the entire logistics operations of the industry had been troubled. In addition to that, due to this, the logistics, production-based employees had suffered a lot. Organisations have been forced to shed their employees to keep the operational cost under control. Despite all this negativity, several forces have there, which have helped the said industry in shaping the business environment, mentioned in the following.
Digitisation in fashion retail
According to a report by Baum et al. (2020), during this Covid19, offline sales have declined drastically in fashion industry. Companies with heavier focus on offline sales are facing a tough time keeping up the pace during pandemic. Thus particular force has resulted in the evolution of online sales activities largely. According to Wood and Jolly (2021), this pandemic has provided the force of digitisation, which has further led the fashion sales volume through online mode by 60% in 2021 as compared to that of 2019.
Shifted focus on more sustainable and greener option
Witnessing the rage of Covid19 and the positive outcome on the environment while staying at home, people have become more aware of sustainability. Hence, this particular force has been effective to support the entire industry. According to a report by Latham (2021), consumers are becoming more ethical. Organic farming, eco-friendly products development, sustainable clothing are the major outbreak from the influence of Covid19.
Increasing competition in the market
On the other hand, due to the presence in online market, the consumers have access to all options just one click away. Thus, the competition has become much higher. Earlier, the offline store visit had been the trend, which had physical boundaries regards store hopping. In online medium, the same has been waived off and thereby, the industry has faced huge competition among the firms.
[bookmark: _heading=h.1fob9te]In light of the COVID19 pandemic, critically assess the opportunities and challenges that these forces have presented to the key players in the fashion industry and explain why and how some firms have been able to adapt better than others to this changing business environment.
For the major players in the fashion industry, the above-identified forces have been providing both opportunities and challenges simultaneously. Thus, this section of the study is going to analyse the same with the help of some key academic models.
PESTEL Analysis
Political – due to Covid19, the government has to impose lockdown and various measures for keeping social distance (BBC, 2021). Hence, people are restricted to stay at home. This has a positive impact on the business activities of the fashion retail companies such as Asos due to high surge in online sales. 
Economic –the pandemic of Covid-19 has affected the economic condition of the entire globe. According to Walker (2020), UK is among the hardest-hit economies during Covid-19. Thus, people are apprehending huge recession in post-corona period. Thereby, the overall expenditure has been kept under control, which is affecting the business of key players negatively.
Social – as discussed above, consumer behaviour has become dynamic and fast-changing. Hence, This particular force has been a major reason that the businesses such as Asos Plc have to be more cautious regards what they sell and promote. This might have moderate impact on the business.
Technological – due to Covid19, people being restricted at home are shopping from online channels. Additionally, UK has been highly advanced in technological integration. The likes of mobile commerce, geo-fencing and personalisation can offer positive impact on the business in fashion industry (Rahman, 2019).
Environmental – people in UK and the government have become more conscious about sustainability and environmental protection. According to a report by Sabanoglu (2020), 53% of the British prefer sustainable clothing for their use. Thus, this particular driving force can offer positive impact on the fashion retail. For example, Asos Plc is offering eco-friendly and sustainable clothing option for the market.
Legal –due to the fiasco of Covid19, the relevance of Consumer Protection Act 1987 has become more functional in relation to the safeguarding the customers (legislation.gov.uk, 2018). This is going to share a positive influence on the business of fashion retailers.
SWOT Analysis
	Strength
	Weakness

	1. The pandemic of Covid-19 has provided huge scope of online sales activities.
2. Recycling and the use of eco-friendly clothing have become mainstream (Latham, 2021).
3. The identified forces have further helped in reducing operational cost, as online channel does not require any shop maintenance, a high volume of workforce.
	1. Competition in fashion retail has increased extensively, which has been affecting the key players.
2. Due to pandemic, people have become sceptical regarding recession. Thus, overall sales figure has reduced (Bianchi et al., 2020).
3. Demand for consumers has increased due to higher competition.

	Opportunities
	Threats/ Challenges

	1. The digital platform can be further explored for improving business exposure.
2. AI technology can be intuitive in offering more effective and immersive experience for the shoppers.
3. Use VR technology can be a big boost for every fashion retailer.
	1. All the identified development and opportunities are based on technological advancement. Thus, it would further increase the operational cost of the key players.
2. Customers are becoming more dynamic and the trends are changing at a speedy rate. Thus, higher expenditure can be encountered for market research purpose.


Table 1: SWOT Analysis
Porter’s Five Forces 
Threat to substitution – as discussed earlier, due to the presence of digitalisation force in fashion retail, the overall competition has increased in the market (Cavallo, 2018). Therefore, the threat of being substituted is high in UK market.
Bargaining power of suppliers –owing to the impact of pandemic, the entire business module has been shifted to the online mode. Therefore, reaching partners and suppliers has become easier. Hence, due to this specific force, the bargaining power of the suppliers has become low.
Bargaining power of the consumers – UK fashion has been one of the most profitable industries with around 65.12 million consumers (fashionunited.uk, 2020). On the other hand, the organisation in the case study, Asos Plc is among the popular names. Thus, the bargaining power of the consumer is moderate.
Competitive rivalry – the above discussion has already identified that, due to the pandemic and other identified forces such as digitisation, the competition has increased drastically in UK fashion industry. Thus, this particular force remains high in UK.
Threat to new entry – UK fashion industry is already crowded. However, due to online sales and business through e-commerce website, the scope for new entries has become easy. Thus, threat to new entry is high in UK.
Product Life Cycle 
According to Sraders (2019), the model of product lifecycle has four stages such introduction, decline, maturity and growth. In modern business environment, the dynamic nature of the fashion retail is enforcing the firms such as Asos Plc to opt for the production of sustainable clothing. First stage of this model is the introduction, where the products are introduced in the market. Huge number of marketing activities is done at this stage. However, the challenge is there regarding failure of the launched product. In the second stage – growth, the product is selling successfully and the sales figure is increasing. The competitors are trying to offer counter products. For example, Asos is offering organic and eco-friendly clothing. Maturity stage is when the product reaches its peak and the sales figure starts to have a halt or stop. The final stage, decline refers to the situation when the sales of the products start to drop. As an example it can be added that Marks & Spencer is one of the retail companies of the UK that applied the maturity stage in the delivery process of services or products. Product lifecycle model is effective for the fashion brands to have an idea regarding the stages of the products. Based on that, new modification or withdrawal of the products from the market can be done.
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Figure 1: Stages of Product Lifecycle
(Source: Srader, 2019)
Porter’s Value Chain Model
According to the model of Porter's Value Chain, two basic activities are there in business such as primary and support activities. The primary activities consist of inbound and outbound logistics, marketing and sales, operation and services (Liu, 2017). The inbound and outbound logistics operations are handled from the end of the Asos logistics team, where proper quality check is done to ensure that the products meet the standard quality of the company. In fashion retail, quality and pricing remain most vital part. Hence, proper marketing is done to make sure awareness of the product in the market. For this, the identified market force (digitisation) is used widely to reach the target customer efficiently.
On the other hand, the support activities such as development of firm infrastructure, procurement, HRM and the technology development support the overall stability of the firm in fashion industry. The corresponding HR department is proactive in recruiting and offering training to the employees whenever in need. This has been the support system to the primary activities associated with the business activities of the brand. Additionally, the technological development has assisted the brand in retaining its customer loyalty through effective quality and value for money product offering. 
Reason behind some firms adapting better during pandemic
In the above discussion, it has been identified that due to the pandemic of Covid-19, people have been restricted to stay in their house. Therefore, offline sales have witnessed huge decline. Due to this situation, the overall condition of the environment has improved, which has led the buyers to rethink what they are purchasing. Hence, based n these forces, several strategies have been applied within different businesses.
For instance, Asos Plc has improved its overall presence in the digital media platforms such as Facebook, Instagram and others. Online sales activities of the company have improved drastically. Similar strategy has been applied by Zara as well. The brand has increased its investment in e-commerce sales channel. On the other hand, popular brands such as Burberry, Zara, Asos Plc have introduced new range of sustainable clothing, which has been welcomed by the consumer group (Chan, 2019). Thus, the pandemic situation has been tackle and adapted effectively.
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Conclusion
This study has focused on analysing the severe impact of covid-19 on the fashion retail industry of UK. It has been concluded that there are multiple forces that have been most crucial in transforming the overall dynamics of the fashion industry such as and digitisation, shifting up the consumer focus and sustainable clothing. The pandemic has affected seamless business operation of fashion retail poster using various academic theory model such as Porter’s value chain analysis, Porter’s five forces, SWOT and PESTEL analysis, the impact of these I divide forces in the business has been critically analysed. It has been identified and popular fashion brands such as Zara resource have been effective and quick to respond to the identified issues and modify their business module accordingly.
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