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Introduction 
In the Wake of the Covid-19 pandemic, companies have had to deal with the challenging economic impacts and disruptions in everyday operations and planning. One such area is the Inventory management section of the organization. The pandemic has strained distribution networks, including how much stock is to be planned and maintained on a system level and how best to handle in four distribution centers (DCs) walls. It should assist in managing inventory under effective coordination using fresher, short-stage demand data, adjustment to slots, or increased accuracy through robust data acquisition and verification in the warehouse management systems (WMS).
For many sectors and firms, the demand and inventory situation has significantly changed from firms that produce and distribute clothing such as The Clubhouse or high-demand consumer products to enterprises.  The objective is to use the latest sales/demand statistics for organizations that have witnessed the demand rise. Enterprises servicing industries that have been slower in the epidemic have tried to pinpoint items with good demand and explore the need for slowly moving commodities. Therefore, it may not be helpful for Christopher to rely on historical data in planning for inventory levels for the third and fourth quarters.  The Clubhouse's inventory plan should be merely to ensure that the organization has in stock for the goods it sells while encouraging the desire to sell things that have slowed down.
In the Covid-19 period, The Clubhouse's can only emphasize the data of the newest demand than a plan based on what was sold simultaneously a year earlier or during the prior years. This is because of the disruption caused by the pandemic. The demand and supply of clothing have changed due to factors brought about by the pandemic. Planning using historical data would not reflect the current conditions of The Clubhouse Shoppe company. Most planning systems for inventory feature engines of logic and regulation, which would allow an enterprise to focus more on current signals for demand and less on pre-pandemic history.
For every store, merchandising strategy is diverse, and no one specific technique can be used. This is because each distributor has various tactics and objectives. For different stores merchandising strategy has a distinct meaning. It is strongly connected with product range planning, as it concerns the product category. In planning, it matters the type of merchandise planning Clubhouse employs. The Clubhouse must supply things that its users are anticipated to require, as Christopher personally knows most of the customers. Therefore, the company should ensure adequate inventory is maintained for these personalized (staple) products as demand will always be there irrespective of the season. 
A few Clubhouse's clothes are sold at many social events, including football festivals, charitable fundraising parties, Country club parties, and particularly to horse racing lovers who celebrate Racetrack Keeneland and Churchill Downs. Some of the goods are suitable for both business and recreation. Clubhouse must purchase an approximated number of these materials to last without any delay. The corporation must have a sufficient inventory of every category of items never to be exhausted or lost in business. Clubhouse always.
Brand Strategy
Christopher relies extensively on social media for promotion, especially Facebook, Twitter, and the firm's website. This is an online branding strategy. Brand image for Clubhouse is improved through the sponsorship of athletic events, cultural events, balls, and galas that its consumers enjoy in the program (co-branding). The marketing team may build marketing plans for bulk purchasing products based on Clubhouse's branding initiatives. It helps not only in innovative and economic planning but also improves time management approaches. It saves time to select, produce and buy products on a market-to-market system.
In relation to the company branding strategy, the estimate of the goods required is established due to predicted sales. The degree of goods necessary for each department should be estimated at the management level of Clubhouse. The company should also consider up the impact of investment in the procurement of goods. Effective planning secures the projected return on investment. The strategy must ensure that every department and store receives goods according to every retailer's demand. The surveillance of the transfer of stocks from inventory to store and store to the department can ensure Clubhouse controls its commodity. If the company effectively maintains inventory, it may avoid unnecessary supply, clearance sales, discounts, or offers. 
Survival
Enterprises must revise current operations along with the whole fashion value chain. COVID-19 has speeded up the digital shift across the e-commerce distribution chain, and fashion is no exception. For Clubhouse, it may be likely that the business may be affected if both business and social operations were restricted later in 2020. In preparation for such an occurrence, Clubhouse should employ strategies effective for such a scenario. Only online, two co-branded collections of ties that highlight the annual horse-riding event Breeder cup and the Lexington Polo Club. 
Clubhouse should be able to avail most, if not all, of its product online so that business may continue in an occurrence of a lockdown or business restriction later on. As a business strategy, COVID-19 accelerates the brand goal. Clubhouse’s consumers would want honest and meaningful information, looking for brands that match their own beliefs and have a good influence on profit and society.
Clubhouse must prioritize agility. The organization has to be operationally flexible, at a moment's notice, with the chance that restrictions may endure somehow. The organization also has to have the flexibility to facilitate cross-channel performance, including buying online pick-up in-store (BOPIS). Retailers also use automated procedures, including order management, to guarantee that orders continue to flow out of the door in an accurate and timely way. As ecommerce sales surge, Clubhouse could offer new services, especially third-party services like free returns and delivery, to entice shoppers to earn repeat trust from the consumers.
Consumer retail behavior
Although the economic level only seems to be momentarily rising in the pandemic early on, it will only return with the epidemic's progression. Online buying has been growing for some years, particularly during the pandemic. The Code-19 outbreak has just accelerated an ongoing trend. With increasing overall anxiety around the future, there is a considerable increase in demand that might lead to a speedy return of more impulsive purchases, especially when these pulses are brought about with online shopping.
With the Covid-19 pandemic, fundamental behavioral changes are likely to occur in relation to the clothing industry even after the pandemic. First, there will be an increased digital adoption as people shift to digital platforms for clothing needs. More people will be shopping online, and this implies a change in purchasing behavior. Clubhouse will need to consider this in planning for the future. The new battlefield will be home. With life, work, and shopping in mind, Clubhouse will need to develop services and experiences to satisfy unique customer expectations, boost investment in digital technology, and optimize the potential of their store network via reconsideration of forms and places.
Conclusion/ Opportunities
For the end of 2020 and the beginning of 2021, Christopher can improve his website to incorporate non-rack products on his eCommerce platform. This might comprise low-priced goods, such as belts and ties, alongside apparel such as shirts and sweaters that need not be changed. The business might increase casual high quality for home working, such as cashmere sweaters, fine wool trousers, and sports apparel for golf (a socially distant pastime). The business may also provide a series of costly fabric masks that have not been manufactured for custom-made clothes. This will help in the sustainability of the company, assuming a continuation of the covid-19 pandemic.
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