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The corona virus is an alarming issue for any organization, especially for the fast fashion industry. It has a significant impact on the reduction of the global economic growth rate. The report will focus on the impacts of COVID-19 on the H&M organization. Due to corona virus, both the value chain and product life cycle will face a barrier to reach their goals. With the help of this assessment, the impacts of corona virus on H&M's organization will be analysed. To overcome COVID-19 effects, the organization has developed some changes to support their organization. The report will discuss the changes and their sustainability after the corona virus. Finally, some recommendations will be developed for running this organization effectively and efficiently.
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H&M organization is the world's largest fast fashion industry that focuses on mass production of fashion trend-right products at a flexible rate. This organization deals with excess inventory where the business model shifts many styles into the stores. Hennes & Mauritz is the largest Swedish company known as a clothing retail organization known for its fast-fashion clothing for men, women, children, and teenagers. The company operates its business in about 74 countries with 5000 stores under various company brands.
The COVID-19 pandemic has adversely affected the organizational functions of the H&M organization and slammed this sector. During corona virus, the company has experienced poorer sales, for the three months to May has faced 50% sales to 28.7 billion crowns ($3.1 billion). It has shown that total sales have fallen 27.5 billion. The organization started to re-open its stores in late April and about 80% has been closed during this pandemic (Hite et al., 2020). During this pandemic, the organization has estimated about 30% down in the first 13 days of June.
The COVID-19 not only affects the net sales of this company but also adversely affects the organizational value chain and product life cycle. The pandemic has adversely affected the consumer demand for purchasing clothing and acted as a reason for the closure of retail stores in the high-income countries that have hit the global business environment. This organization has faced impediments to collect raw materials from other countries and a slow ability to respond rapidly to this crisis. The value chain consists of a range of activities that require for creating products and services. The main purpose of the organizational value chain is to increase production efficiency by providing maximum value for customers. During COVID-19, H&M is rarely able to deliver maximum value for its customers, on the contrary, the company has announced to close 170 stores permanently in the case of corona virus.
The COVID-19 also affects the H&M product life cycle that has experienced the closure of its retail stores. Due to corona virus, the company has paid intense attention to develop digitalization that can reduce the impacts of this problem. With the help of this product life cycle, $ 424.92 million will grow the apparel industry in 2020-2024. Therefore, the organization tries to up-to-date its products for maximizing product maturity stages.
Therefore, COVID-19 not only hampers the growth rate of the H&M organization but also destroys the global economic growth rate that creates inflation rate all over the world.
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COVID-19 is the treat for the failure of the fast fashion industry but creates some opportunities to change their business culture. H&M organization has experienced both opportunities and challenges due to the corona virus pandemic. For evaluating organizational situations, construct scenarios, and selected trends, the company has developed regional as well as country strategies for evaluating local data and resources. According to this research, organization, the organization easily has experienced growth segmentations for the investment and obtaining profits. As it is a customer-based organization, the organization can develop benchmarks against a competitor’s performance. Assuming that, the organization can gain $38.21 billion in the next three years coping with this pandemic.
There are different types of changes that have made by H&M organization for coping with the COVID-19 pandemic:
Coping with a digital platform for surviving into this pandemic
During this pandemic, the digital platform is the best way to communicate with customers, especially for a multinational organization. The digital platform involves creating corporate websites, blogs, managing Facebook, LinkedIn, and Twitter to attract customers and share organizational information for creating close relationships with customers (Bhattacharjee, 2018). Before corona virus, H&M organization already had used the online platform to communicate with their customers to share their fast-trending concept. They operated their online business function into 33 countries globally, but it was inappropriate for them to capture target customers. After that, H&M tries to provide close attention to develop websites with valuable information and recruit a skilled workforce for marinating its online platform with sharing up-to-date information. The organization has tried to adopt shorter adoption of the supply chain (such as on-time delivery, agile supply chain, and quick delivery) and tried to adopt different types of disruptive events to evaluate this pandemic situation. Due to the pandemic, the fast-fashion organization has experienced a $ 35.8 billion loss in 2019 and approximately 31.4 billion in 2020.
To develop an attractive website: H&M organization has tried to develop its updated websites for managing its internal sales. The organization has developed a corporate website with updated information so that customers can easily get proper information about this organization (Gomes and Romão, 2017). As it is a fast-fashion organization, the global marketplace has faced a lockdown. However, the organization has created an online platform during this pandemic and has experienced retail level.
Collaboration
However, the organization has focused on collaboration for developing substantial differences in the global fashion industry. The company has tried to close collaboration between different stakeholders in the supply chain as well as retailers for creating noticeable improvements mentioned by Chatzidionysiou et al., (2020). During this pandemic, the organization has created collaboration with other retailers and suppliers for creating priorities as well as ensuring net sales within this industry. As a result, the consumer can show their sensible behaviour to spend money as well as the organization has tried to reduce its manufacturing costs. During this COVID-19 pandemic, companies are not able to explore their business worldwide, using collaborative relationships with retailers and suppliers can minimize organizational loss. Therefore, the organization has shuttled down its 172 physical stores for minimizing the cost and only kept the skilled workforce for running their international business.
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The COVID-19 pandemic is an alarming issue for the fast-moving fashion industry where H&M organization is one of the largest multinational organizations all over the world. Due to corona virus, this organization faced lockdown that causes for stopping their trade shows and fashion weeks. Due to this pandemic, this organization has faced plausible situations at least for five years (Arseculeratne and Yazdanifard, 2013). The organization can experience a crucial impact at a retail level that will cause the store will shut down. H&M will face critical situations for manufacturing outfits. The organization will unable to collect materials from the best source and they will face a higher expense rate for producing trending outfits for their customers. On the other hand, the consumer will spend their money only fulfil their needs and wants that reduces the production of the latest clothes.
 To overcome these plausible scenarios, the organization has taken some activities for ensuring changes to coping with changing situations. Shutting down the physical store is a sustainable decision for this company because it helps to reduce organizational store keeping costs (Taplin, 2014). With the help of this change, the organization can reduce their future store maintaining costs as well as minimizing the clothing production costs. They also face difficult situations for providing a salary for their employees and consumer is not able to spend more money on purchasing fashionable clothes. Therefore, closing down physical stores is a sustainable decision for this organization to reduce overall manufacturing costs.
Using a digital platform is another sustainable change that made by the H&M organization to overcome the situation of the COVID-19 pandemic. An online platform is the only way to cut costs for this company as well as attracting more customers worldwide. The proper utilization of digital platforms such as organizational websites, Facebook, corporate blogs, Twitter, and Instagram allows customers to get information about this company and gather knowledge about their fast-trending clothes. The organization has tried to manage the online platform within 54 countries through developing their mobile apps. Therefore, developing a digital platform is the sustainable change made by this company. It is not only fruitful for this pandemic situation but also sustainable for innovative technology to create an opportunity for the customer for purchasing from anywhere in this world.
The help of a shorter supply chain or distribution networks allows the company to gain sustainable competitive advantages in the global environment. H&M organizations can easily shift their products by ensuring the fastest delivery. It also minimizes organizational loss as well as increases the compound annual growth rate.
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H&M is the fast-fashion clothing brands that run their business within 74 countries with operating more than 5000 stores all over the world. The organization uses both internationalization and innovation strategies to gain competitive advantages. As it is a fast fashion industry, they try to focus on innovative concepts to produce new trending clothes said that Gereffi (2020). Due to corona virus, the organization has faced different types of difficulties that caused minimizing organizational net sales. From this above discussion, some recommendation has been developed to overcome this barrier.
H&M organization is a fast trending clothing company and operates its business within 74 countries. During the corona pandemic, they are unable to run their physical store appropriately. To overcome loss, the organization should consider an online platform to run its business internationally mentioned by Sarkis (2020). Before this crisis, organizations used digital platforms within 33 countries for communicating with customers. It is very inadequate to run organizations so that organizations should hire skilled employees to operate digital platforms with ensuring technological innovation.
H&M organization close down physical stores to cut manufacturing as well as production cost for retaining customers with ensuring flexible product prices.
Another recommendation for this company is coping with a shorter supply chain or distribution facilities. It helps to reduce shifting costs with on-time delivery. Therefore, it ensures better customer service worldwide.
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The report has analysed and evaluated COVID-19 impacts on the H&M organization. The organization has faced various problems due to the corona virus pandemic that reduces organizational profits from around 5357 m ( 6453) to 3.24 (3.90) per share. To overcome this crisis, the organization has been ensured some long-term changes that not only help to cope with the current situation but also assists in gaining sustainable competitive advantages. Finally, some recommendations have been developed to adopting this pandemic and fulfilling customers’ desires.





[bookmark: _GoBack]

[bookmark: _Toc60952510]References
Arseculeratne, D., and Yazdanifard, R., (2013). How Green Marketing Can Create a Sustainable Competitive Advantage for a Business. International Business Research, 7(1).
Bhattacharjee, M., (2018). Disruptive Value Creation in Business: A Case-Based Analytical Study to Understand the Potential Impact of Disruptive Value on Competitive Forces. Management Today, 8(3), pp.247-254.
Chatzidionysiou, K., Svenungsson, E., and Faustini, F., (2020). Could severe COVID-19 be considered a complement path?. Lupus Science & Medicine, 7(1), p.e000415.
Gereffi, G., (2020). What does the COVID-19 pandemic teach us about global value chains? The case of medical supplies. Journal of International Business Policy, 3(3), pp.287-301.
Gomes, J., and Romão, M., (2017). How the Balanced Scorecard Helps Improve Business Performance and Gain Sustainable Competitive Advantage. International Journal of E-Entrepreneurship and Innovation, 7(2), pp.44-61.
H&M. (2020). H&M Offers Fashion And Quality At The Best Price. [online] Available at: <https://www.hm.com/> [Accessed 06 January 2021].
Hite, L.M. and McDonald, K.S., (2020). Careers after COVID-19: Challenges and changes. Human Resource Development International, 23(4), pp.427-437.
Sarkis, J., (2020). Supply chain sustainability: learning from the COVID-19 pandemic. International Journal of Operations & Production Management.








11

