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C. H. IlonOunpsH
HNUPPOBU3AILINA KAK KOHIEIIIUSI PASBUTUS
HPEI[HPI’IHI/IMATEJI])CKOFI IKOCUCTEMBbI

AHHOTALINSA

[udpoBuzanus, craBiias OCHOBHBIM TPEHIOM Pa3BUTHS HE TOJIBKO YKOHOMUKHU, HO U OOILECTBA B
[IeJIOM, HE MOIJIa HE 3aTPOHYTh NPEANpPUHUMATETHCTBO. HecMOoTps Ha MeHbIIee KOINYEeCTBO
BO3MOXKHOCTEH NpPUMEHEHUs U(GPOBU3ANUK B MaJloM OHM3HECE, YeM B KPYIHBIX KOMITAHUAX, BCE
0oJiblllee  KOJUYECTBO TMPEANPUHUMATENICH OIEHUBAIOT TEPCHCKTHBBI BHEAPEHUS IH(POBBIX
TEXHOJIOTHA Ha CBOMX TPEANPUATHAX, TOITOMY Ba)XHO WCCIEIOBATh IIOCIEACTBHA BHEAPEHUS
nU(pPOBBIX TEXHOJOTHH, 3aMEHBl TpamuIMOHHBIX. [Ipemmaraemoe wucclegoBaHWE IOCTPOCHO  Ha
KOHIIETIIMH MTPEINPUHAMATEIIECKON SKOCUCTEMBI.

KaroueBble cioBa: mpeanpuHAMATENbCKAas JKOCHCTEMBI, NHU(POBHU3ANHSA, DKOHOMHYECKOE
pa3BUTHE, COIMATFHOE PA3BUTHE.

YK 332.1
D. Priya
IMPACT OF COVID-19 ON RETAIL SECTOR IN INDIA

Abstract

The retail industry business has been around for centuries. But as nations across the globe
grapple with the pandemic and also as the markets enlarge and become more complex, once simple
process of retailing is now employing more sophisticated and intelligent retail information to obtain
a competitive advantage in the retail sector. Due to unprecedented scenarios and uncertainty with
extended lockdowns retailers are beginning to notice that the technology’s role is one of an enabler
that can speed up processes, increase sales, improve customer retention rates and deliver cost saving
benefits to the company. Thus, IT is revolutionizing and plays an important role in the management
of complex retail operations by adding value to modern retailing. And if technological barriers are not
met, a thriving business will soon be doomed. On this backdrop my research paper discusses the
evolution of Information technology in retail management especially during COVID-19 pandemic,
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from earlier being used to control stock and money more effectively to the recent technological
innovations in retail management. The paper also critically examines how effectively current retail
information technologies are utilized by the Indian retail industry, as the number of applications of IT
expand exponentially. And review the future for technologically assisted vs conventional shopping.

Keywords: information technology, retail industry, innovations, electronic data interchange,
customer satisfaction, cost benefits.

Changes in the external environment surrounding the retail industry have shifted
conventional wisdom and may even create a new structure and circumstances (a "new normal"),
with far-reaching implications for politics, the economy, and our lifestyles, as well as the digital
technologies that support them. The retail industry business has been around for centuries. It all
started with a community general shop where people of the community would shop for items of
necessity. As societies advanced with population increase leading to expanded cities, and new
advanced technologies gave rise to interconnectivity as well easy communication between distanced
cities or societies, opportunity for specialty stores was formed.

The use of innovative technologies in retail has become possible as a result of the
specialization of the IT sector in the area of retail- oriented solutions, involving the latest
developments, radio frequency technologies, computer systems and the Internet. Need for
Information Technology in retailing is to provide the following key information areas: Product
information, Customer information and Operations information.

Over 15 million merchants, both small and large, traditional and innovative, operate in
India's retail industry. Retail employs between 40 and 50 million Indians, with over six million
directly involved in foreign trade, accounting for over 12 % of the country's total retail
consumption (1). Retail gradually improves.

The shutdown in India to prevent the spread of coronavirus had a huge impact on retail
enterprises, accounting for 40 % of Indian intake and 10 % of GDP. Except for businesses offering
vital food and medicine, most stores were closed across the country. Almost all stores have closed,
including those selling garments, saris, electronics, cell phones, furniture, and equipment (2). Non-
grocery/food stores have had a revenue reduction of 80 to 100 %.

The economic effects have been so severe that some predict it will take two years to recover.
The retail business has been hit particularly hard since the government ordered individuals to
quarantine themselves, substantially limiting face-to-face service in stores. Our consumption habits
have also undergone significant changes. Because many preferred to stay at home rather than go to
the store, internet shopping became popular among individuals who had never used it before. And,
as a result of the shift in workstyles brought on by individuals being obliged to work from home,
living via online channels has become the norm. The digital technology that underpins the online
lifestyle has been around for a while, but since the outbreak of the epidemic, its expansion has
increased dramatically.

The COVID-19 epidemic struck India at a period when the country's economy was already
experiencing slow development owing to weak domestic demand. The epidemic resulted in abrupt
increases in demand for vital goods and services, a worsening of the healthcare and financial crises,
fewer job possibilities, and a sharp drop in demand for non-essential products and services.

The Indian government's plan to imprison 1.3 billion people has thrown the country's
economy into disarray, wreaking havoc on small and medium businesses and unorganised
shopkeepers (3). Following the coronavirus epidemic, global financial institutions modified their
stance on India's economic development and decreased the country's GDP growth objective.

The second COVID-19 wave has startled and devastated India as nations across the world
battle with the pandemic. While the country tries to regain its footing, entire industries have been hit
in unprecedented ways.

The outbreak of the pandemic triggered a rise in e-commerce and hastened digital
transformation, resulting in a change in consumer behaviour toward online buying for both critical
and non-essential items. Businesses across all industries were forced to reinvent, adapt, and create a
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seamless consumer experience both physically and digitally as a result of the changing landscape.
For important stakeholders in the retail industry, this presents both difficulties and possibilities.

There is lot of change in consumer behavior after the pandemic. According to a 2020
McKinsey analysis, 96 % of customers have adapted new buying practises, with 60 percent
predicted to convert to online shopping in the build up to the holiday season and continue to do so
after the epidemic has passed (4). With the advent of ecommerce and doorstep fulfilment, the
aftereffects of uncertainty have accelerated.

Consumers have been driven to buy in bulk due to unusual circumstances and uncertainty
with protracted lockdowns, resulting in financial and inventory restrictions. Consumers must
prepare ahead to eliminate as many touch-points as possible as internet delivery become the
standard in pre-determined time periods and on a quota basis.

The Indian ecommerce business has grown as more Indians have begun to purchase online
rather than going outside their houses. Manufacturers have had to make the decision to ramp up
production for specific priority product categories while simultaneously limiting output of other
items when demand for particular commodities peaks (5). Manufacturers who were able to scale up
production and distribution in a flexible way were able to stay afloat. Another point of contention
for both manufacturers and retailers is whether they should hire more people and expand their
service offerings or focus on optimising their present sales channels.

Brand owners require a concentrated marketing approach, as well as production planning,
for categories that are driven by discretionary expenditure.

What strategies can merchants and manufacturers use to deal with the current crisis?

Increasing supply chain resilience

Rather than redundancy or inefficiency, the expense of maintaining relevant, numerous
supply locations should be viewed as a cost of de-risking operations and company continuity. Only
21 % of respondents in a recent Gartner poll said they had a highly resilient network today, which
means they have strong visibility and the agility to shift sourcing, manufacturing, and distribution
operations around reasonably quickly. Multi-sourcing, nearshoring, platform, product, and plant
harmonisation, manufacturing network diversity, inventory and capacity buffers, and an emphasis
on ecosystem alliances should all be included in strategies. It costs money to build a robust and
sustainable supply chain, but the penalty of doing nothing is equally enormous.

Agile procedures for scaling up

The first to cross the finish line will be on the podium, while the others will be nothing more
than names on the board. Manufacturers and retailers must be able to scale up manufacturing,
logistics, and in-store procedures while demonstrating their ability to get things done. In today's
atmosphere, the ordinary shopper visits the store significantly less frequently and is more concerned
with time spent there. They also favour players who are readily available and can ensure fast
product delivery. Capturing this style of thinking is thus important for securing one's position in
today's market. Faster planning, flexibility, skilled people, and technical prowess will be required
across the value chain.

Using technology

Because the internet is accessible 24 hours a day, shoppers now have more information.
Retailers may remain ahead of the game by providing digital experiences that affect and enhance
their consumers' decision-making (6). Personalization, digital payments, and consumer in-app
advancements are some of the major aspects to consider. Amazon's use of drones to transport things
and Aisle441's usage of a map to indicate buyers which aisle they are shopping from are also
noteworthy instances. Retailers may use data-driven insights to reduce risk and prepare for the
holiday shopping season.

Dynamic execution in-store

Retailers who can execute efficiently in-store and provide a dynamic shopping experience
will survive and thrive. This will comprise an energising, tech-enabled atmosphere with educated
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in-store expert teams obtained either internally or through execution partners (7). When combined
with technology, operations and procedures will be more time and cost effective, and consumer
interaction will be more enjoyable and lucrative.

Distribution and fulfilment have been reimagined.

With practically all logistic partners now using zero-contact deliveries, guaranteeing safe
and secure last-mile delivery has never been more important. The point of delivery is an important
part of the customer buying cycle since it provides for feedback on products and services.
Consumer interactions with delivery services are critical touchpoints that may build or break a
retailer's reputation.

Conclusion

Following the COVID-19 pandemic's shutdown, the Indian retail industry has seen
significant changes. The retail business is playing an important part in the Indian economy's
evolution. In the United States, electronic commerce is constantly growing. Customers enjoy an
ever-increasing selection of items at reasonable prices. Electronic commerce is causing the largest
transformation in the Indian retail business, and this trend is expected to continue in the next years.
The retail business has embraced digital technology, including home delivery, online click-and-
collect services, curbside pick-up, and growing infrastructure. The government has introduced new
measures such as enabling maximum FDI in the retail industry, making it easier to register a firm,
and providing for single-window approval. The Indian government may reform FDI laws in the
food processing sector in order to allow e-commerce businesses and international retailers to sell
consumer goods created in India. The Indian government also permitted 100 % foreign direct
investment in online retail of products and services via the automatic method, bringing clarity to the
current operations of Indian e-commerce enterprises (8). To maintain efficient operation and greater
prospects for the whole India retail business, both organised and unorganised retail enterprises must
collaborate. Nonetheless, the Indian retail market has strong backing, with rising wages, favourable
demographics, and expanding urbanisation.

References

1. Nicola M. et al. The socio-economic implications of the coronavirus pandemic
(COVID-19): A review, Int. J. Surg. 2020. Vol. 78. Pp. 185-193. doi: 10.1016/5.1jsu.2020.04.018.

2. Ghosh A., Nundy S., Mallick T.K. How India is dealing with COVID-19 pandemic //
Sensors Int. 2020. Vol. 1. No. July. Pp. 100021, 2020, doi: 10.1016/j.sintl.2020.100021.

3. Kumar P. The competitive impact of service process improvement: Examining
customers’ waitingfor experiences in retail markets / Journal of Retailing. 2005. Vol. 81 (3).
Pp. 171-180. https://doi.org/10.1016/j.jretai.2005.07.002

4. Business Today. Coronavirus impact: jobs take a hit. Indian retailers see revenue
slide. 2020. URL: https://www.businesstoday.in/current/economy-politics/coronavirus-impactjobs-
take-a-hit-indian-retailerssee-revenue-slide/story/399070. html

5. Fashion Network. India’s retail sector takes a $30 billion hit due to COVID-19.
2020. URL: https://in.fashionnetwork.com/news/India-s-retail-sectortakes-a-30-billion-hit-due-
tocovid-19,1203349.html

6. Fairlie R. W. The Impact of COVID19 on Small Business Owners // NBER,
Working Paper 27309. 2020. Pp. 1-20.

7. Sheth J. Impact of COVID-19 on consumer behavior: Will the old habits return or
die? // Journal of Business Research. 2020. Pp. 280-283.

8. Gustafssonb A. Investigating the emerging COVID-19 research trends in the field of
business and management: A bibliometric analysis approach // Journal of Business Research. 2020.
Pp. 253-261.

142



. pus

BO3I[EI71CTBI/IE COVID-19 HA POBHUYHYIO TOPI'OBJIIO B UH/IUHU

AHHOTaLUSA

Po3nuuHast TOprowisi CynIeCTBYET yXke HECKOJbKO crojieTui. Ho mo mepe Toro, Kak cTpaHbl
0 BCEMy MHpPY OOpIOTCS C MaHAEMHEH, a TakkKe M0 Mepe TOro, Kak PHIHKH DPacCIIUpPSIOTCS U
CTaHOBSTCSA Oollee CIOXHBIMH, KOTJAa-TO MPOCTOW TMPOLECC PO3HUYHOM TOPrOBIM TeENephb
WCTIONIB3YeT 0O0JIee CIIOKHYI0 W HHTEUIEKTYyalbHYI0 WH(GOPMAIHI0 O PO3SHUYHOW TOPTOBIE IS
MOJTy4eHUs] KOHKYPEHTHOTO MPENMYINECTBA B PO3HHYHOM cektope. M3-3a OecmpereieHTHBIX
CIICHApUEB U HEONPEJICIICHHOCTH, CB3aHHOMN C MPOJIOKUTEIBHBIMU OJIOKUPOBKAMU, PUTCHIICPBI
HAaYMHAIOT 3aMeYaTh, YTO POJIb TEXHOJOTHH SBISETCA OJHUM W3 (DaKTOPOB, KOTOPBIE MOTYT
YCKOPUTH TIPOLIECCHI, YBEIWYUTHh MPOAAKH, YIyUYIINTH TOKa3aTeld yACp)KaHUS KINEHTOB U
o0ecneunTh TMPEeUMYIIECTBa JiIi KOMIAHMM B IUIAHE OSKOHOMHH. TakuM o0pasom,
MH(OPMAIMOHHBIC TEXHOJIOTMH MTPOU3BOIST PEBOJIIOLUIO U UTPAIOT BAXKHYIO POJIb B YIPaBICHUH
CJIO)KHBIMH PO3HUYHBIMHU OTIEPAIISIMHE, TIOBBIMIAS IEHHOCTh COBPEMEHHOW PO3HUYHOI TOPTOBIIH.
U ecnu texHonornueckue 6apbepbl He OYAyT NMPEoJOICHBI, MPOLBETAIOUINN On3HEC BCKOpe OyaeT
obopeuen. Ha »ToM ¢doHe B Moel wuccienoBaTtenbckoil paboTe 00CYXKIACTCS HBOIIOLHS
MH()OPMAITHOHHBIX TEXHOJOTUH B YIIPaBICHUH PO3HUIHOW TOPTOBIICH, OCOOCHHO BO BpEeMs
mangemMun COVID-19, ot Gonee paHHEro MCIOIB30BaHUA I O60s1ee dPPEKTHBHOTO YIIPABICHUS
3armacaMu M ACHbIraMU 0 IOCICAHHUX TEXHOJIOI'MYCCKHUX I/IHHOBaHI/II\/II B YIpaBJICHUH pO3HI/I‘-IHOI\/'I
Topropieil. B 1OKyMEeHTe TakKe KPUTHYECKA pPACCMATPUBACTCS, HACKOIBKO JPPEKTUBHO
COoBpeMeHHbIe WH(OPMAITMOHHBIE TEXHOJOTHH PO3HUYHON TOPTOBIHM HCIONB3YIOTCS HHIUHCKON
PO3HUYHOM TOProBiIeH, OCKOJIBKY KOJIMYecTBO npuioskennit T pacmupsieTcss B reoMeTpuyecKoin
MIPOrPECCHH.

KuarloueBble ciaoBa: WHPOpPMANMOHHBIE TEXHOJOTHH, PO3HWYHAS TOPTOBISA, WHHOBAIUH,
C‘)HCKTpOHHblf/'I O6M€H JaHHbIMHU, YIOBJICTBOPCHHOCTDb HOKyHaTCHeﬁ, CTOMMOCTHBIC ITPEUMYIICCTBA.
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D. Selesnyova, 1. Shekera
SOCIAL-RESPONSIBLE ENTREPRENEURSHIP RECOGNITION:
CONTEMPORARY ISSUES AND PRACTICAL APPROACHES

Abstract

Historically, the main task of entrepreneurs was to maximize profit from their activities.
However, modern development trends dictate new business rules that oblige entrepreneurs to
consider not only their personal interests, but also the interests of each stakeholder. This article
discusses the theoretical aspects of identifying a socially responsible business and the development
of approaches to the definition of this concept in the scientific literature. The purpose of the study
is to trace the interrelated defining features of socially responsible entrepreneurship. The theoretical
contribution of this study is to systematize the existing definitions of socially responsible
entrepreneurship. The practical contribution lies in the identification of interdependent areas of
socially responsible business that have a direct impact on each other.

Keywords: social responsibility, economic efficiency, corporate social responsibility,
entrepreneurship, co-occurrence analysis.

Introduction.

If we consider the essence of socially responsible entrepreneurship in isolation from
entrepreneurial activity itself, then we can assume that it contradicts the fundamental idea of
creating a business - obtaining the maximum possible profit. Without going into the subtleties of the
definition of socially responsible entrepreneurship, in any case, it can be argued that considering the
interests of third-party beneficiaries will have a negative impact either in terms of increasing the
cost of producing goods and services, or in terms of reducing sales revenues. If we talk about an
entrepreneur as an absolutely rational entity whose main goal is to maximize its own utility, then a
socially responsible approach to doing business can be interpreted as an irrational behavior.
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