1. Analyse the impact of the pandemic and explain the major forces that have shaped the business environment of the fashion industry.
Fashion is mainly defined by the notion of "change". Its dynamic character, of continuous transformation, adaptation, innovation, resides in the multitude of creations (of all types, from clothing to image and communication) that underlie it and that appear on the market at an increasing pace. The periodicity of change, invoked as taking place once a decade, is subsequently reduced to much shorter terms, even dissolving into a continuous mixture of styles and currents. The increasingly rapid succession of new product launches is leading to an extremely fast pace of production and continuous adaptation to market requirements.
COVID-19 has represented a major shock to the European and world economy and many industries have been dealing with an unprecedented crisis. The fashion industry could not avoid the devastating effects of this new global health crisis. Due to the fact that many employees started working from home, while some of them lost their jobs, people were encouraged to keep the physical distancing, thus the social interaction being reduced, there has been an inclination towards minimalist, casual clothes at the expense of such changing trends. And experts are convinced that minimalist and timeless clothes will be the favorites from now on.
In general, PEST Factors (Political, Economic, Social and Technological) characterizes the macro-environment in which the company operates and is a useful tool to identify whether the market is in development or decline, and which would in this case be the direction of business development (CIMA, 2007).  
The first stage of our PEST analysis is to study the phenomena associated with government activity. When evaluating the prospects for the fashion industry, several POLITICAL aspects are taken into account. Political factors have a major impact on attracting investors to free economic zones. However, the current pandemic as well as the political instability are a source of concern. The measures taken by Government to stop the spread of coronavirus, such as the social distancing, the shutdown of restaurants, pubs and sports facilities dramatically changed the fashion industry. 
As all the big events (galas, festival awards, concerts, etc.) were canceled, the evening dresses, the gala dresses that we admired at every event, have also remained in the memory for the time being.
Later, weddings and baptisms were very rare and the wedding dress market, so important before the outbreak of the pandemic, collapsed. 
The health crisis generated by the COVID-19 pandemic, which started in a relatively short time in most of the world's economies, required measures that had the effect of closing economic activities to varying degrees and restricting international trade. The current economic crisis is different from the previous ones, on one hand, because it is self-provoked by governments, in response to the health crisis, and, on the other hand, because it produces shocks on both the supply and demand side. Therefore, the ECONOMIC instability and the reorganization of jobs (teleworking) reshaped the fashion industry too. In Romania, the rate of unemployment raised from 3.6% (2020) to 5.7% (February 2021). If for some Romanian consumers, buying fashion products help them keep the moral up, the purchase power fell for others.
In this context of instability, more fashion businesses have become more aware of their responsibility towards the environment and the consumer’s health, showing an increasing concern for health and wellbeing. Even though the term of sustainability and ecology have been long debated, the new fashion industry discourse relies on slow fashion and recycling. There are so many factors that could push the fashion sector rethink its business, the second most polluting after the oil industry. While significant efforts are made in this direction, consumers seem to expect even more. We tend to make those who buy feel guilty a lot, but perhaps we should also throw stones at businesses. Industries are pulling the strings of the consumer by creating a need, but now consumers started to guide the fashion industry towards another need.
The act of buying a fashion product no longer depends only on the design and the "label", but rather on the quality of the product to make it long lasting. The definition of fashion given by the journalists “what was "in" yesterday today is "out",” which illustrates the fast dynamics of the field, seems to be for the moment outdated. The rhythm of life was infernal before the pandemic, and fashion obeyed by bringing to the fore exactly this primordial character of it, the "queen of change". Now, since the outbreak of COVID-19 pandemic, we all have stopped for a moment and realized that this health crisis reveals inequalities and social gaps. The virus affects everyone, but we are not all impacted in the same way. 
The luxury fashion market has been severely hit. Luxury clothes, which can be an outward sign of wealth or power, is no longer necessarily popular with those who used to buy it. Starting with the fashion influencers, some of whom wonder if it is still reasonable to appear in a luxury bathrobe near a swimming pool while others live in confinement in a mini-studio. 
Finally, Jonathon Clark, Business and Technology Manager at Activate explained that the tech scene is about to boom in Romania. There are many positive aspects that we can highlight when it comes to TECHNOLOGY: work-ready students thanks to the high-level universities. 
“Fashion is an instant language, a language of moment,” says Miuccia Prada, defining fashion as the first means of communicating. Today's young people are very easy to influence from all points of view and eager to communicate and stay in contact. Teenagers are very sensitive and that is why they fall prey to technology. The influence of the media on some young people is important because it provides some useful information for everyday life. Young people can form a lifestyle according to positive or negative examples in the media, and more and more young people are trying to “copy” and follow the fashion style of famous star they appreciate, as they have a seemingly wonderful life. In an informed society, everything is constantly moving and growing, production increases, and this in turn requires new jobs. In this situation increases the standard of living of the population and stability in society, confidence in tomorrow.
In conclusion, some companies were able to better adjust their marketing strategy and sale channel to the new conditions as they already had the necessary tools to play with (website, platforms, etc), while other small fashion business were not prepared to go online and invest money in eCommerce and online advertising. 
If some clients started spending more money on clothes as they had more time to go through the fashion magazines and website, keeping their moral up, other customers stop buying as they lost their appetite for shopping due to the economic instability, or they became more aware of the benefits of physical education for their health and started investing in sports clothes and equipment. 
As the mask become the new fashionable item, many fashion boutiques took the advantage to transform this piece of clothing in a communication channel. Some messages are funny “I take it off just for a bear” or they bear the company’s logo, like adidas, Nike, etc. For the customers who found their peace hope and in God, some companies started making reusable protective masks on which they embroider Christian messages with threads of different colors, such as "God is with us!",”Love by sacrificing yourself!" "God help!" or "Lord Jesus Christ, have mercy on me!" in Greek.
2. Decathlon – opportunities and challenges for their fashion industry
In the context of the pandemic that decisively changes the online-offline relationship, the growth of eCommerce recorded during this period entails new trends in digital marketing. Although not new to the market, the field of affiliation is directly connected to online commerce and thus has already caught the train of digital acceleration, forcing brands to adapt and innovate, and even to orient their marketing budgets in this area.
This is also the case of the Decathlon brand, which in 2020 has increased over 6 times the budget invested in affiliate marketing, which it implements with the help of 2Performant, the leader of the affiliate market in Romania. In addition, Decathlon has expanded its collaboration with 2Performant to the Bulgarian market, a market in which the affiliate marketing company has been present since 2011.
The Decathlon affiliate program is on a sharp rise since spring, and in September sales generated through the affiliate platform are up more than 400% from the previous year. Therefore, it is one of the programs that has proven to work and that it can scale quickly and without problems
Among the strategies used by the French retailer in this process is the adoption of a mix between influencer marketing and affiliate marketing. Decathlon identifies opinion leaders in sports and brings them to the platform to become affiliates, collaborates on the strategy side and sometimes rewards those who generate a lot of content, in addition to sales commissions. It's a new model to juggle affiliate and influencer campaigns, a model that could become attractive to many brands that want to promote themselves online and generate sales.
During the pandemic, sport is not promoted as much as wearing a mask or standing at home, despite specialized studies demonstrating the benefits of an active life for COVID-19 patients. This is also the case of the former Olympic champion Gabriela Szabo, who states, following her personal experience, that the physical exercise helped her both during the infection and in her recovery. In Romania, the absence of physical activity among the population is one of the causes of increased mortality among patients with COVID-19. According to the latest report which was withdrawn by European Commission in 2018, Romania is on the 2nd place in terms of sedentary lifestyle. Based on the collected data, more than 63% of Romanians have never practice any form of physical activity. 
As we mentioned before the fashion industry is the second most polluting sector after the oil industry, and unfortunately on a small percentage of textiles (about 1%) are globally recycled. In this context, the famous brand Decathlon saw an opportunity to encourage people to exercise outdoor or indoor (at their homes) and launched a project which is based on the three principles of the circular economy - the reduction, reuse and recycling of clothing, representing an important step in continuing the actions to reduce the footprint on the environment by extending the period of use of products. Through this program, Decathlon supports responsible clothing consumption and encourage customers to contribute to a more sustainable future by purchasing clothes that have already been worn. The big brand informed its customers that all items are verified by the specialists in order to make sure they can be used in safe conditions. 
The initiative started by Decathlon is a premiere for Romanian fashion industry. It is the result of a pro-environmental attitude, behind the stores there is a whole industry that recycles and reuses, as much as possible, all the products that reach the store.
In conclusion, Decathlon have been able to adapt better to this pandemic as it is a well-know company on the market, which has invested previously in eCommerce. The company saw a big opportunity for promoting its fashionable clothes for yoga, aerobics, jogging, etc. and periodically organizes sports events to raise money for charity (cycle 10/20/40 km in 1 day and we will donate 1 euro for each kilometer registered in the competition).The company also announced that it has invested a big amount of money in the training of its employees ( £200,000), as we all know that team members are at the heart of their expansion strategy. The team members are highly trained and have strong knowledge about the company’s culture, products and the sports in they operate.
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