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[bookmark: _Toc70957215]Introduction
This report aims to present the impact of the coronavirus pandemic in 2020 on the fashion industry. In order to assess the impact on the fashion industry of the pandemic and the measures to limit it, a SWOT analysis will be made, which will affect the strengths and weaknesses, opportunities and threats facing the fashion industry. SWOT analysis and being a marketing tool are used effectively by company management to assess the temporary state of specific situations created. In this way, companies could pay attention to the opportunities and difficulties they may encounter during their development. Also, analyze the possibilities and ways to deal with these difficulties.
[bookmark: _Toc70957216]The COVID-19 pandemic
In 2019, COVID-19 was a global coronavirus pandemic. In early 2020, the World Health Organization confirms that a group of people in Wuhan, China, had new coronavirus diseases that had caused respiratory disease.
The illness spread very quickly and came to the UK. Initially, citizens from China, Italy, Spain and France shipped the cases. In March 2020, observational data were provided in the United Kingdom about future predictions and the epidemic's effects. The state of affairs is on the increase. With increasing numbers of people getting ill, the epidemic is progressing quickly and quickly.
The government provides suggested steps to isolate people and limit their interactions. The UK's most limited brand will be revealed at the end of March, and it will be locked off. The government's idea is to have a positive impact on patients' share and reduce deaths This restrictive action (Barr, Ducan, and McIntyre, 2020). The COVID-19 pandemic requires stringent labour-related policies such as controls on labour, work from home, long-term closure and civic enforcement. As a result, many businesses have struggled and placed such measures on their work to comply with the government's standards and regulations.
[bookmark: _Toc70957217]The COVID-19 pandemic and business environment
It has many undesirable repercussions for protracted social distance and other prevention policies, such as increased unemployment and economic declines. Social distanced practice and research structures, household dynasties, health and wellbeing, and partnerships at individual levels influenced them. These changes stimulate new preferences and behaviours, such as increasing telecommunications, reducing travel, motorcycling, reducing the use of resources and travel requirements, etc. (De Vos, 2020).
COVID-19 also has essential repercussions on companies. Any of the areas most impacted by the pandemic are tourism, food services and shopping. MNCs face the collapse of the supply chain, demand and supply shocks, sales and benefit losses, and other travel operating issues. The World Bank study shows that 80 per cent of MNCs impacted by the pandemic regarding the effect of COVID-19 on international investment. The top 5000 MNCs revised their income by 30 per cent in 2020 (UNCTAD, 2020).
The authority and confidence of foreign organizations are undermined. The World Health Organization is one such primary organization. The Trump administration accused the company of malfunctioning and opened an inquiry into its recommendations. The USA formally withdrew from membership of the WHO in July 2020. Help to Italy and Spain came from Russia and China, and fewer from neighbouring countries as Schengen countries closed borders and restricted human travel, even within the EU. The aid was also seen to be from Russia and China.
Italian Mateo Salvini caught up with the EU because of their lack of support with COVID-19 and warned of the EU's future. China has also given Serbia assistance to fill an EU opening. In the EU, COVID-19 numbers are shown nationally and not on the EU basis since national governments are trying to combat the virus. EU unity will be more under pressure, like Hungary and Poland's governments have challenged some of its laws, and as the COVID 19, expenses must be split between their countries.
Globalization involves four significant forms of flux – human travel, intelligence, cash and products (Ghemawat, 2011). Cross-country gaps affect those movements, enabling or preventing the movement between countries, industries and businesses of tangible and intangible properties. Because of the dynamics of globalization trends, the physical geographical difference between countries is not only significant. In Panjak Ghemawat, the CAGE Distance System divides the definition of distance into four dimensions: cultural, administrative, geographical, and economical.
The paradigm has a broader perspective on distance and explains the dynamics of globalization flows. Cultural distance refers to beliefs and social norms which influence individual behaviour (Hofstede, 1980). In social attitudes towards globalization, nations, for example, can vary. The management gap includes the ties between countries in historical, political, and administrative terms, including colonial relations, trade arrangements, and currency. The geographical distance considers the distance between nations and things like border sharing, time zone and height (Alon and Bretas, 2021).
[bookmark: _Toc70957218]The impact of COVID-19 on fashion industry
The McKinsey & Company research says that the revenue projected to decrease by almost 40 per cent, based on an investigation by 1,400 members of the apparel industry. In Singapore, as the less affected region, sales of watches and jewellery initially declined by almost 24% each year. Annual rate shift in merchandise trade Scenario of pessimism Scenario 22 Optimistic The effect of the recession on luxury products is much more significant. It looked in China for the first time. For example, LVHM and Burberry had to temporarily shut down large quantities of their stores in China (McKinsey and Company, 2021).
At Burberry, this represents 38 per cent of the country's shops, which means that the firm has withdrawn its financial recommendations for its customers for the following year. Giorgio Armani cancelled his live show in Milan as the city was the epicentre of the pandemic, which soon spread to the rest of the country. For some other fashion activities, this is coming. 142 Debenhams shops in the UK closed with plans to liquidate its Ireland business with the group requesting bankruptcy protection.
The crisis also hit production in Italy — Chanel briefly halted this operation in Italy, France, Switzerland, and Gucci. Ralph Lauren and GAP have forced employee leave for 80,000 GAP workers (McKinsey and Company, 2021).
Measures to deter crowds close important shopping centres where the predominant physical portion of the distribution outlets are situated. Around the same time, they want to reduce products' prices above needs since their revenues are at stake. Furthermore, remote work eliminates the need for different clothes and shoes and reduces wear.
As a result, the industry with hundreds of thousands of workers already impacted globally has been heavily affected, and long-term actions are projected to 10 times more.
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SWOT analysis is a practical method for interpreting different market scenarios and decisions. The process to revise the company plan and guidance and create a project, market proposal, or other idea is provided (Kotler and Armstrong, 2017).
It was supposed that Albert Humphrey of the Stanford Research Institute had developed this system of study and preparation. He studied the Fortune 500 list along with a team of colleagues in the 1960s and 1970s. Fortune 500 companies funded the research because they needed the means to understand better their strategic planning errors and failures (Kotler and Armstrong, 2017).
SWOT analyses are a classic strategy planning method while simultaneously providing an abbreviation behind the following words (Kotler and Armstrong, 2017). Fortune 500 companies funded the research because they needed the means to understand better their strategic planning errors and failures (Kotler and Armstrong, 2017).
SWOT analyses are a classic strategy planning method while simultaneously providing an abbreviation behind the following words (Kotler and Armstrong, 2017).
SWOT analyses are a traditional campaign preparation approach with the following terms as an abbreviation (Kotler and Armstrong, 2017).
· Strengths 
Based on SWOT's assets, solid labels, patents, know-how, market reputation, unique access to natural resources, favourable access to distribution networks can be included. In the study, In short, qualities are all that can have a comparative edge.
· Weaknesses
A company's weakness can include weaker brands, lack of patent rights, a lack of market reputation, costly capital, lack of access to natural resources of consistency, unfavourable access to supply chains. Changes in technology, economics, political policies, social transformation, the elimination of trade barriers, the shift in lifestyle and more will provide beneficial opportunities..
· Opportunities
It is helpful to assess the intensity of opportunities and decide whether they are necessary for new opportunities to be discovered. Weaknesses should also be analysed to see if potential openings may be found by vulnerability elimination..
· Threats
Changes in customer tastes, the development of alternative goods, new public policies, trade barriers and more could lead to threats.
 	The effect of the COVID-19 pandemic, as with any industry, was mirrored in the fashion industry. In this section of the study, a SWOT review will assess the state of the fashion industry after the COVID-19 pandemic.
Strengths
Terms of strengths that can be identified during a pandemic regarding the fashion industry are:
• Online shopping
• Creating new collections that require innovation, new materials and technologies for their creation.
• Adaptability of the business to the created environment.
• Create online advertising campaigns to look more like customers.
• Selling goods and items online.
Weaknesses
Weaknesses that can be identified for the impact of the COVID-19 pandemic on the fashion industry are:
• Closing of more stores in the fashion industry, which are located in large shopping centres.
• Limiting the number of customers after the opening of retail outlets.
• Declining sales.
• Inability to organize fashion shows due to social constraints.
• When stores close during a pandemic, they continue to have fixed costs such as salaries, rent, bills and more.
• Lack of supply of fabrics, which limits the possibility of creating new collections.
• Delays in the delivery of ready-made items due to restrictions during the COVID-19 pandemic.
• Retention of large quantities of goods at border crossings or in other countries due to measures imposed by the respective governments.
• Increase in the delivery price due to the delay.
• Problems with the staff who create the items. Limiting the number of staff due to the imposed restrictions, which leads to a reduction in production.
Opportunities
The opportunities that open up through the fashion industry during COVID-19 are the following:
• Creating online stores.
• Increasing the online presence and advertising of fashion brands on social media such as Facebook and Instagram.
• Opportunity to organize fashion shows online. This will lead to higher viewership and attendance by potential customers of the brands. In this way, they will be able to reach twice as many people as at social events.
• Increasing the number of suppliers who can fulfil orders set by the brand.
• Discovering innovative methods for creating new models and organizing events for their presentation.
• Use materials and fabrics that are readily available at the time of the crisis.
Threats
The threats that can be highlighted concerning the fashion industry and the impact of COVID-19 are:
• Bankruptcy during the crisis. Reduce revenue but maintain normal levels of spending characters for businesses before closing stores.
• The need to increase stakeholder investment during the pandemic in order for fashion brands to cope with the current economic situation.
• Loss of specific advantages and market positions that the company had until the crisis.
• Loss of staff, leading to the need to look for and hire new employees. This will lead to the need for additional funds for their training and qualification.
• Loss of goods and materials due to the detention of vehicles in certain countries. 
[bookmark: _Toc70957220]Conclusion
	Many companies in the fashion industry experienced difficulties during the situation and the restrictions imposed to limit the COVID-19 pandemic. Some of them managed to take measures and effectively deal with the problems and difficulties encountered during the closing and opening of retail outlets. On the other hand, other companies failed to cope economically with the crisis, which led to bankruptcy. This is because larger companies have already established several distribution channels to make their sales, including physical stores and online. Smaller companies have not been able to create customers so quickly online. It takes time and money to advertise and create a website to make it relevant. Large companies manage to sell more items and have more finished products to market while dealing with supply difficulties. 
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