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Abstract

This objective of this research is conducted to demonstrate the obstacles faced by the businesses
during the corona virus pandemic in developing countries Methodologically, the study deployed
secondary data analysis following a descriptive research design. Furthermore, both qualitative and
quantitative research methods were used in this study. The secondary data analysis shows that
many small and large businesses are facing difficulties, and that the unprecedented coronavirus
crisis has destroyed many businesses around the world, making it difficult to survive with reduced
revenue, job losses, life slowing down, and weak marketing performance, making it even more
difficult to keep a level head and keep their business alive. To assist these Businesses, the
government should employ a variety of approaches, including collaboration with affluent
individuals and non-governmental groups. Moreover, during this coronavirus scare, small
company owners should manage expectations and communicate with employees, suppliers, banks,
and consumers. Reduce costs, be transparent with their workers about their finances, continue
marketing, experiment with other delivery methods, and recover from the disaster.
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Introduction

In the current era digitization requires a restructuring of processes, turning the company more
agile, investing in more organic structures, reinforcing standardization and automation, in order to
optimize the response capacity to customers. Innovative business models, new production
processes, and the creation of knowledge-based products and services prevail. Although
digitization is not a new phenomenon, the challenges and opportunities that are associated are
constantly changing. Before the emergence of COVID-19, the challenges posed to digital
transformation were essentially focused on the fourth industrial revolution, associated with the
concepts of Industry 4.0, Internet of Things (IoT), and Web 4.0.

THE COVID-19 pandemic has been challenging companies in various sectors of activity. Many
of these organizations have been forced to adopt new internal working practices and felt a strong
pressure to offer products through digital channels. Companies have experienced profound
changes and in a very short time implemented solutions based on digital technologies. At the same
time, it has become necessary to redesign management andl1 collaboration models to ensure that
nobody within organizations is left behind and feels excluded from this digitization process. In
Berger states that a key factor for the success of teamwork in COVID-19 time is the inclusion of
all team members in the company's major challenges. But this process has necessarily become
more complex, as the flow of information that naturally flowed in the same physical space is now
becoming a challenge to reach everyone in an agile and efficient way.



Literature Review

According to Jihyeong Son and Linda Niehm , Small corporations hire approximately 1/2 of of all
employees withinside the United States. Nonetheless, our findings spotlight the economic
vulnerability of many small companies and the quantity to which they may be impacted through
the modern crisis. We located that forty three percentage of companies had been briefly closed in
our sample, that's skewed in the direction of the retail sector, and that employment had plummeted
through 40%. This is the maximum full-size blow to America's small corporations for the reason
that Great Depression of the 1930s. Our findings suggest that lots of those businesses had little
coins reachable on the begin of the pandemic, implying that they'll ought to appreciably curb costs,
tackle more debt, or claim bankruptcy. This demonstrates how the immediacy of latest financing
could have an effect on medium-time period outcomes.

According to Alexander W. Bartik , Many companies had tremendous IT problems even earlier
than COVID-19. COVID-19 is forcing organizations to feature in new approaches greater fast than
ever earlier than, and IT is being placed to the take a look at like by no means earlier than. Leaders
need to act fast to deal with instantaneously structures resilience problems and lay a basis for the
destiny as organizations juggle a selection of latest device priorities and challenges, which includes
enterprise continuity risks, unexpected modifications in volume, real-time decision-making,
personnel productivity, and protection risks. Chemical quarter executives, for example, are
figuring out resilience as a crucial fulfillment component. Once we have got recovered from the
pandemic, it will be crucial to broaden long-time period techniques for extended resilience, in
addition to to apply the classes discovered to broaden a structures and skills roadmap that higher
prepares your corporation for destiny disruptions.

According to Naveen Donthu , The coronavirus outbreak and its financial results arise at the fiftieth
anniversary of Milton Friedman's influential declare that a company's social duty become to boom
earnings withinside the law. With a pointy awareness on the quick term, this motto has taken root
in maximum of industrial activity. The outcomes of the coronavirus outbreak can be addressed on
this context through company leaders. Self-hobby has been more and more more at the leading
edge of organisational behaviour even earlier than it struck. And what are the ramifications? The
casualization of employment has reached formerly improbable levels. In 2017, 2.eight million
human beings withinside the UK labored withinside the gig economy. One in each 4 of those
personnel become paid much less than £7.50 in line with hour.These employees are those who can
be toughest hit through the financial results of the coronavirus outbreak.

According to Ronen Harel, The papers on this unique trouble make massive contributions to the
literature at the function of modern or superior generation in enhancing operations, gaining
aggressive advantages, and boosting growth. However, studies and have a look at effects screen a
clean indicator of ways slowly small organizations adapt or are organized to set up latest
technology past the regular use of often used facts generation infrastructure.Furthermore, this
editorial has long past on to evaluate times in which technology that small companies formerly
considered "too superior™ in regular situations can all of sudden come to be important while forced
through uncommon situations and the want for survival, including all through the coronavirus
disease (COVID-19) outbreak. Regardless of the involuntary adoption of facts



generation/structures to continue to exist the disruptions in small commercial enterprise fashions
as mentioned all through the worldwide fitness pandemic, the implication stays that superior
technology can offer massive advantages and won't be as highly-priced as usually assumed.

According to JM fegert , this Methodology Corner article aimed to offer a assessment of
methodological improvements in reading massive statistics analytics and the way they may be
carried out to cutting-edge organisational and control troubles bobbing up from the worldwide
pandemic because of COVID-19, in addition to different grand demanding situations of our time.
Given that COVID-19 is a 'black swan' occasion in that its complete consequences are hard to
expect and assess (Yarovaya, Matkovskyy, and Jalan, 2020), we trust that the usage of numerous
massive statistics analytic methods, statistics analytics gives a powerful pathway to higher
recognize the occasion and the way enterprises can strategize and reply on this new era. We offer
critical insights at the ordinary methodologies utilized in descriptive/diagnostic, predictive, and
prescriptive analytics to deal with numerous enterprise issues via way of means of comparing the
present literature at the subject. Our have a look at outlines some of demanding situations and
massive statistics analytics programs in regions consisting of the destiny of work, new advertising
practises with converting patron behaviour, product/carrier improvement and innovation,
international fee chains, and demanding situations in sustainability, governance, and public
policies, all in opposition to the backdrop of the pandemic.We talk some of possibilities in order
to emerge for the control studies network to apply numerous analytical procedures to aid
international and nearby efforts to address the remarkable demanding situations posed via way of
means of the COVID-19 pandemic and its aftermath, for you to have long-time period implications
for the worldwide economy. For students inquisitive about reading destiny employment trends,
international crises and their effect on innovation and know-how sharing, enterprise resilience
pushed via way of means of virtual and analytics capabilities, and the destiny functioning and
sustainability of worldwide deliver chains, statistics analytics gives vital and full-size possibilities.
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Challenges and opportunities facing marketers during the Covid-19 crisis

Marketers and experts will have to adjust to a brave new world post-Covid-19. The importance of digital
capabilities, communication management, and the concept of life-long learning has risen to the forefront.
In other words, the way marketing is done has had to alter, and it has. As a result of the pandemic, a trend
toward digitization that was already underway has become the mother of invention. Will things ever be the
same as they were before? Almost likely not, and if we are to rise from the ashes of the old pre-Covid-19
world as phoenix-like marketers and business professionals, we must embrace the learning and difficulties.
Pandemial marketers will have to assess and adjust their aims, operations, and strategy on a regular basis.
The soft Ps are: People, who have either become robots or call center employees; Process, which is once
again digital and under complete lockdown; and Physical evidence, or the ambiance.
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Market during covid-19

Many well-known brands in a variety of industries are likely to go bankrupt as a result of the COVID-19
outbreak. Sears, JCPenney, Neiman Marcus, Hertz, and J. Crew are all experiencing significant financial
difficulties. 80% of hotel rooms are vacant, airlines have reduced their workforce by 90%, and tourism
locations are unlikely to make a profit. Exports, conferences, sporting events, and other mass gatherings,
as well as cultural institutions, have all been postponed. We may ask ourselves an endless number of
guestions in relation to this very abrupt shutdown. Lockdowns have also brought consultation in general
and personal services, such as hairdressers, gyms, and taxis, to a halt. Automobile, truck, and electronics
industries have all unexpectedly closed their doors. China, for example, appears to be taking advantage of
the situation by purchasing European infrastructure and technology. While some firms are faltering, others,
such as those dependent on the Internet, are growing. People's eating habits have also evolved, with
increased demand for takeaway, snacks, and alcohol. A market is more than simply a business; it is a
network of actors who follow a set of rules.

Workplace and health transformations

Employee expectations of how, when, and where they work are shifting as a result of remote working and
flexible work hours. This makes it difficult for businesses to preserve their company culture, identity, and
employee motivation. Firms may experience productivity losses and face issues with staff safety and
security. Working from home has increased the risk of depression, anxiety, post-traumatic stress disorder
(PTSD), and lost productivity. In the United States alone, the expenses of poor mental health might reach
$1.6 trillion over the next ten years. This was especially true in the early days of the pandemic, when polls
revealed that remote working made 55 percent of employees less productive and engaged.

Consumer behavior during COVID-19

Isolation may be bad to us because we are social beings. There are signs that this is happening now, in the
midst of the pandemic. People have begun to build nests, learn new skills, and take better care of their
homes. This indicates that what is going on with us and our actions is complicated. What happens when
"real life" is lived online and serves as a means of escaping the actual world? Trolling and the spread of
bogus news on social media may often bring out the worst in us. This special issue covers a variety of topics
of consumer behaviour.

Small business adoption of technologies during the COVID-19 pandemic

In December 2019, a global health catastrophe caused by coronavirus illness (COVID-19) began in Wuhan,
China. As of July 10, 2020, the disease, which was termed a global pandemic by the World Health
Organization (WHO, 2019), had infected 12.25 million people and killed 554,722. (ECDC, 2020). Virtual
teams, Zoom virtual meetings, synchronous remote learning, and other technologies have now been utilized
by many enterprises of all sizes. It's impossible to imagine how things might have turned out if the
technologies in use by businesses during the COVID-19 global health epidemic were not as widespread as
they are now. The impact of technology on some companies' business models has been amplified as a result
of the outbreak and lockdown.

Small businesses have also been able to adapt and improve their business models by utilizing new strategies.
Personal instruction or tuition, as well as client advice via virtual video platforms like Zoom, are two
examples. Also, take-out delivery restaurants that use "dark kitchens" to prepare food for delivery, backed



by online meal ordering. Small and medium-sized businesses, universities, and 3D enthusiasts in the United
Kingdom and the United States used their printers to develop personal protective equipment. The chaos
brought on by the introduction of COVID-19 is wreaking havoc on small enterprises. This article provides
practical and tactical ideas for navigating the pandemic-affected business world. Furthermore, because to
the pandemic, several technologies that were being tested or thought to be "too cutting edge™ before the
lockdown now have a new potential market

Top 3 Marketing Challenges

1. Challenges: attract new customers

Gaining new consumers and expanding sales may be tough for many organisations as a result of the
pandemic and a competitive business environment that is always changing.

2. Challenge: differentiation from the competition

It is challenging for firms to stand out in the ever-changing business landscape and the introduction of new
businesses."An increasing number of [companies] are entering the [market]."Consumers are seeing more
commercials than ever before, thanks to a significant number of firms focusing on digital marketing, and
businesses are finding it increasingly harder to stand out and differentiate.

3. Challenge: to keep up with the change expectations for covid-19

COVID-19 will continue to have an impact on digital marketers (and most businesses)."The pandemic's
influence hasn't subsided, and it's still affecting the sector this year."Because of the pandemic's frequent
swings, businesses are finding it difficult to remain flexible and make long-term decisions. As the business
environment continues to alter, businesses will need to adapt.

The Biggest Marketing Challenges Facing Brands in The Age Of COVID-19

The consequences have already been enormous, but we're just getting started. COVID-19 is bringing some
of the largest marketing problems to brands, according to a new report by Newscred—my here's opinion
on what they found, and how your brand may transform these challenges into opportunities.

1.Managing shifting priorities and tactics is the first challenge.

According to the report, managing shifting goals and strategies is a big difficulty for 56 percent of brands.
Brands that had planned to attend or sponsor trade exhibitions, conferences, or other events, for example,
had to immediately shift their focus to virtual events. While the requirement to alter priorities fast can be
intimidating, it also provides an opportunity to try new things. There's no better moment than a recession
to take a chance and start a business. Shifting priorities allows you to focus on something you've been
putting off for months or years. It entails figuring out how to make a virtual replica of a project you've been
working on in real life.

2.Changes in investment are rearranging budgets, which is a second challenge.

As those goals have altered, marketing departments' investments have shifted as well. Not unexpectedly,
investments in live events have plummeted—in fact, they have all but vanished.



Marketing departments, on the other hand, are boosting their investments in a number of other media. Here
are the numbers on which marketing channels are expected to see a rise or major increase in investment:

Virtual event creation - 78 percent
Web content - 72 percent
Webinars - 67 percent

Social media - 66 percent

Blog content - 57 percent

Video - 50 percent
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"How can we still be of service to our customers?" brands are asking. Agencies and freelancers have a huge
chance to provide creative services to new clientele. More than 2,000 C-suite executives were polled by
Deloitte concerning climate change and environmental sustainability.

Action vs. impact

In the fight against climate change, more than six out of ten CxOs consider their companies as leaders.
However, many of these same organizations are less likely to take activities that show they have
incorporated climate considerations into their cultures or have the senior leadership support needed to make
real changes. According to a survey, 19% of businesses have implemented at least four of the five "needle-
moving" sustainability initiatives at a substantially higher rate than other businesses. Developing new,
climate-friendly products or services, as well as requiring suppliers and partners to satisfy certain
sustainability criteria, are examples of these initiatives. Over a third of those polled have yet to take more
than one of these steps, and 14% have taken none at all. The people who have taken at least four of these
ambitious steps are more concerned about climate change and hopeful about achieving net-zero emissions
by 2030.

3.Becoming a climate leader

What can businesses learn from these climate pioneers in order to boost their own sustainability efforts?
When it comes to designing an action plan for environmental sustainability, each firm, industry, and
location faces distinct problems. The measures below can help firms get on the right track and stay ahead
of the competition.

» Use well-known frameworks to help them define appropriate goals and track their progress.
* Create a specific plan to ensure that long-term goals are held accountable in the short term.
* Educate top executives and the board of directors.

* Treat climate metrics with the same rigor as other business indicators.

* Encourage collaboration.

* Integrate environmental considerations into every aspect of the business.

Not all organizations are at the same stage in their climate journeys, according to Deloitte's statistics, but
all firms will eventually need to go beyond "why?" to "how?" to "how fast?" when it comes to climate
action. We're in the midst of a critical decade for combating climate change, and strong efforts with concrete
results are needed to quicken the pace of intervention—while there's still time to limit the harm.

1.The coronavirus, often known as coron Stress, is having an impact on small company owners. 51 percent
of respondents say their company would not be able to weather a three-month economic downturn. 67



percent of respondents say it's tough to get emergency cash, and 53 percent say their staff can't work from
home. Small business entrepreneurs must develop a mindset of opportunity recognition. The internet has
democratized the marketplace and opened up a slew of new ways to interact with clients. Virtual business
channels give you a chance to re-energize your search for product-market fit and innovative business
models. Value creation, resource leveraging, passion, and tenacity are all important aspects of
entrepreneurship. Small firms should think about these factors as they navigate an objectively bleak
environment right now.

2.Many of you have experienced ups and downs in your careers and know what it's like to come up with
new ideas. Building trust requires maintaining customer connections and communicating effectively with
existing clients. Use Google and Amazon's web analytics tools to observe what search terms are trending.
To convey any changes in business operations, small business owners should use their websites and social
media channels. Consider reaching out to regular customers or those who provide a large amount of
revenue.

3.Transparency, accountability, and over communication are all important. Consider your employees'
demands as well as the current economic reality for many firms. This can assist them grasp your business
strategy, build trust, and provide long-term value to you. In these difficult economic times, being a strong
leader is more crucial than ever.

Henry Ward, chief executive officer of Carta, discussed exactly how he took accountability in a recent post
and it’s absolutely worth a read Over communicating implies speaking with employees more frequently
rather than less frequently, and it's crucial to realise that, while you as owners and entrepreneurs are used
to dealing with uncertainty and ambiguity, most employees are not. Because we're all in this together,
human connection is maybe more important than ever to our overall success.

4.1t's critical to maintain contact with your entrepreneurial ecosystem. Maintaining a positive work
environment encourages more creativity and innovation. This pandemic is putting pressure on entrepreneurs
all across the world. Thankfully, many of our towns' entrepreneurial support organisations are supporting
virtual connectivity options. For example, the Kauffman Foundation's 1 Million Cups programme, which
operates in hundreds of cities, has been hosting weekly virtual community events; TechStars recently hosted
a virtual COVID-19-themed Startup Weekend; and many municipalities around the world have continued
their programming efforts in virtual environments.

Finally, at the start of this pandemic, we produced a book that provided advice on how to manage the risks
connected with small business decisions. Entrepreneurship is never without its difficulties, and COVID-19
is already proving to be the most difficult obstacle that smallest enterprises will ever encounter. Markets
(and life) will undoubtedly change in the foreseeable future, and small firms that can best adapt to shifting
conditions will survive.

Example of companies

J. Crewl

It turned into clean to everybody via way of means of the summer time season of 2020 that shops
had been in trouble. Malls have been closed, storefronts shuttered and clients locked up at domestic
for weeks. As a result, income throughout the board had been plummeting. The canary withinside
the coal mine turned into J. Crew, which had suffered from the decline in mall site visitors and the



upward thrust of online shops for the previous few years and determined itself in no function to
continue to exist at some stage in a international pandemic. The enterprise declared financial
disaster in May because it sought out a manner to pay down its nearly $2 billion in debt. By
September, the enterprise had determined a solution: Anchorage Capital Group, one in every of J.
Crew's biggest lenders, has taken manipulate of the enterprise as its majority owner, at the same
time as J. Crew receives to take $1.6 billion in debt off of its books.Before covid era which means
2019, the revenue of J. Crewl about 67.2% but due to coming of covid their revenue falls and now
J. Crewl has revenue of -16.23 according the survey conducted by forbes :

Revenue share of J. Crew worldwide in 2019, by brand

Others' 9.1

« Madewell 23.7%

Crew entered financial ruin with a plan, reorganized incredibly quick and is now on its manner
out, with a hazard to stabilize. Other shops to document withinside the COVID-technology have
now no longer been as fortunate. Pier 1 and Stage Stores, amongst others, had been pressured into
liquidation after failing to discover buyers. Stein Mart will probable observe them alongside that
path. J.C. Penney plans to promote itself, however keeps pushing out closing dates and has been
quiet in latest weeks approximately the development on bidding. Neiman is ultimate in on a
financial ruin reorganization, however the procedure has been fraught with public drama and
revelations approximately diverse stakeholders. Bankruptcy can offer a 2d hazard for shops which
have overextended their footprints and/or stability sheets. But the market, in particular in apparel,
stays fairly competitive, continuously evolving and fashioned via way of means of COVID-19 for
the foreseeable future.

GNC Holdings

The pandemic had a direct, terrible effect on many outlets. Clothing outlets had no extra customers,
eating places needed to near their eating rooms, and so on. GNC, which sells herbal dietary
supplements and vitamins, simply noticed developing call for for its merchandise for the duration
of the pandemic. Yet it turned into too little too past due for the corporation, which turned into
harassed via way of means of kind of $900 million in debt heading into 2020 earlier than it turned
into compelled to shut a lot of its retail places for numerous weeks. Lower sales, a dwindling



deliver of coins and upcoming debt bills led GNC to document for financial ruin in June — however
do not worry, you will nonetheless have the ability to shop for your protein powder there. The
corporation turned into allowed to promote itself to its biggest shareholder, Chinese corporation
Harbin Pharmaceutical, for $770 million, and kind of 1,four hundred GNC places will stay open
as a result.
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For the 3 months ended 31 March 2020, GNC Holdings Inc sales reduced 16% to $472.6M. Net
loss relevant to not unusualplace stockholders expanded from $19M to $205.3M. Revenues
replicate U.S. and Canada section lower of 13% to $424.2M, Manufacturing/Wholesale section
lower of 79% to $14.9M, United States section lower 0f15% to $452.9M, Foreign section lower
of 32% to $19.7M, Retail Sales- Us And Canada lower of 13% to $327.7M.

A specific obligation" -

GNC isn't on my own in maintaining its shops open. Other retailers, which includes Dillards,
Hobby Lobby, Guitar Center and others have stayed open whilst tens of hundreds of shops
throughout the united states of america have voluntarily closed, because the enterprise follows
fitness reliable hints and neighborhood orders. The complement store's competitor, Vitamin
Shoppe, has additionally opted to hold its shops open, aleven though it has decreased hours. "The
Vitamin Shoppe keeps to observe all mandates and directives issued with the aid of using Federal,
State and Local authorities. Various U.S. and Puerto Rican companies have certain meals and
dietary complement retailers, which includes The Vitamin Shoppe, as critical businesses," the
business enterprise stated in a statement.

GNC instructed its clients it changed into staying open as it believed it had "a completely unique
obligation to hold to supply critical immune fitness answers in hard-to-attain areas." The business
enterprise has promoted its curbside pick-up, in addition to auto-delivery, as clients live home.
(Some personnel instructed Retail Dive visitors and income at their shops have declined
significantly.) GNC has additionally highlighted dietary supplements it sells which include
Vitamin C, probiotics and zinc which includes on its informational pages tied to COVID-19,
aleven though the business enterprise is cautious to factor available aren't anyt any regarded
preventative remedies or healing procedures for the disease.



Financial strains -

The pandemic hit at a critical time for GNC. The business enterprise's price range are below stress.
Last week, S&P Global downgraded the store deep into junk territory on the idea that the business
enterprise might default or be pressured to restructure its debt."We accept as true with situations
for GNC are deteriorating drastically because of the coronavirus pandemic, the expected
macroeconomic downturn, and the constrained get right of entry to to capital markets,” S&P
analysts led with the aid of using Khaled Lahlo stated in an emailed press release.The downgrade
observed GNC's acknowledgment in advance this month in a securities submitting that it possibly
might be not able to elevate sufficient coins from operations to pay a number of its debt and won't
live to tell the tale as a going concern. The store has been leaning on its loyalty application and
different offerings to stabilize its income. Yet GNC keeps to struggle, reporting this week that
same-save income fell 2.4% with inside the fourth area and it racked up a internet loss of $33.five
million. Lenders currently instructed GNC they had been not pursuing a refinancing cope with the
business enterprise, however the store says it's miles nonetheless pursuing its options..

Conclusion

The results and pace of technological disruption in businesses are growing, and COVID-19 has
expanded this trend. Companies have to be organized for this challenge, and to do so, they have to
construct an revolutionary subculture that consists of all personnel with inside the process. In
reality, COVID-19 has expedited virtual transformation methods now no longer simplest in
corporations however additionally in humans and authorities institutions. Managers face a large
trouble in being worried on this transition whilst additionally seeking to preserve the organization
going with inside the face of a converting and unpredictable future. Furthermore, it's miles critical
to word that the 3 most important elements of labor/society, market/income, and generation are
inextricably linked. Companies' virtual advertising and income channels turns into extra critical as
they emerge as extra digitized. It may even inspire teleworking and technical product intake due
to the fact extra humans will speak via hybrid communique techniques which are handy from
everywhere, now no longer simply with inside the bodily context in their places of work and
residences.

The studies carried out aided with inside the research of the have an effect on of digitization on
labour and social relations, advertising and income, and technological aspects. All of those regions
are feeling the results of digitization. The adoption of a company's virtual transformation
operations through its community, which incorporates its personnel, suppliers, partners, and
consumers, can be vital to its success. The adoption of telework and a distance operating paradigm
that allows excessive interactivity and cooperation, wherein expertise overcomes the geographical
vicinity of those humans, is one of the issues which have been experienced. This research makes
a specialty of realistic contributions with the aid of using delving right into a growing subject
matter that has piqued the hobby of agencies and residents alike. This document can be a precious
aid for companies as they put together for the troubles that the post-COVID-19 international will
bring, in addition to a beneficial aid for policymakers as they broaden enterprise assist measures.
There are some flaws on this look at as well. First, COVID-19 remains a ways from being mitigated
on the time of this look at, and boundaries on business interest and those mobility have handiest



currently began to be comfortable in numerous nations. The short-time period consequences of
COVID-19 might also additionally make many companies unviable. As a follow-up project, an
empirical study with the enterprise area is probably carried out to advantage remarks from
organizations on their destiny plans for digitalization. Furthermore, segmenting this look at and
making use of it to numerous circumstances, which includes unique nations and financial sectors,
might be beneficial.
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