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COVID-19 and the Retail sector: A case study in Portugal

Resumo

A pandemia afetou a industria do retalho e isso exigiu uma nova resposta rapida e eficaz do setor. O
objetivo deste trabalho é discutir os impactos e as medidas adotadas pelas empresas sob a influéncia da
COVID-19 no retalho, especialmente a luz das perspetivas econdmicas, sociais e de salde. Para tal,
realizamos uma revisao sistematica da literatura onde é discutido o estado da arte e dada uma perspetiva
holistica do fendmeno. Para corroboracdo dos resultados, foi realizada uma pesquisa empirica através
de um estudo de caso qualitativo e exploratério de um operador logistico para melhor descrever os
efeitos da pandemia no trabalho diario. Por ultimo, foi realizado um artigo com uma abordagem multi-
método que visa compreender e descrever os efeitos da COVID-19 no sector retalhista assim como
propor medidas para mitigar os impactos da doenca através de uma estratégia de transformacao digital.
A combinacdo dos resultados revelou que, perante uma procura inesperada de alguns bens, existiu
implementacdo de medidas de prote¢do e higiene nas lojas para colaboradores e clientes assim como um
ajustamento dos canais de distribui¢do. O distanciamento fisico exacerbou o fendmeno da transformacao
digital na inddstria retalhista ao introduzir inovac@es tecnoldgicas. A Era Digital provou ser um crucial
aliado dos retalhistas neste combate a pandemia, no entanto ainda existem alguns fatores a terem em
conta nesta transformacao. Este trabalho tem como objetivo munir os retalhistas para cenérios futuros e
destaca a adesdo de uma estratégia digital pois sera um fator decisivo para a sobrevivéncia das empresas.

Palavras chave: COVID-19; Retalho; Transformacédo Digital; Estudo de caso; Multi-método.

Abstract

The pandemic affected the retail industry and so a new rapid and effective response was required. This
article aims to discuss the impacts and measures adopted by companies under the influence of COVID-
19 in retail, especially in the light of economic, social, and health perspectives. To do so, we carried out
a systematic literature review where the state-of-the-art is discussed and a holistic perspective of the
phenomenon is given. To corroborate the results, we conducted empirical research through a qualitative
and exploratory case study of a logistics operator to better describe the effects of the pandemic on daily
work. Finally, a paper with a multi-method approach was carried to understand and describe the effects
of COVID-19 on the retail sector as well as propose measures to mitigate the impacts of the disease
through a digital transformation strategy. The combined results revealed that, in the face of unexpected
demand for some goods, there was the implementation of protection and hygiene measures in stores for
employees and customers as well as an adjustment of distribution channels. The physical distance has
exacerbated the digital transformation phenomenon in the retail industry by introducing technological
innovations. The Digital Age has proven to be a crucial ally for retailers in this fight against the
pandemic, however, there are still some factors to take into account in this transformation. This paper
aims to arm retailers for future scenarios and highlights the adherence to a digital strategy as it will be a
decisive factor for business survival.

Keywords: COVID-19, Retail, Digital Transformation, Case Study, Multi-method.
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COVID-19 and the Retail sector: A case study in Portugal

INTRODUCTION

Contextualization

Amid a Digital Age and with technology gradually taking a relevant place in day-to-day
operations, behold, a new coronavirus has come to remind that companies are not yet fully
prepared to fight against nature. The pandemic, whose origin is still in discussion between
the scientific and political community, has erupted and shaken the world and its economies.
The globalization of the economy meant a fast spread of the virus among people, which has
meant a sharp increase in the number of people becoming infected in a short time around the
world. This unprecedented reality triggered widespread action by the World Health
Organization in declaring the new coronavirus a pandemic. Therefore, the state of
emergency has been activated to ensure the health and protection of the civilian population
to mitigate the virus - SARS-CoV-2. Thus, worldwide economies were forced to slow down
and the effects were not only macroeconomic, but also socially and health wise. People
living in an environment of fear, uncertainty and mistrust because there are still no answers
to the cure of the disease known as COVID-19, while companies had to adapt to this new
reality and face the unknown. Retail was undoubtedly one of the key sectors during this
process, as the supply of essential goods to the civilian population depended on it. The fear
of food scarcity resulted in a high demand of goods by the population and thus required a
quick and effective response from the sector. Retailers have defined measures and practices
to control the disease in their spaces, from social and physical distance, protective and
hygiene improvements, adjustments to distribution and communication channels with a
transparent transmission of the message. The claim of social distance and confinement
reinforces the increase in digital consumers, which means that companies are forced to
introduce new technologies into their operations. Therefore, there is an increase of digital
transformation in the retail sector through the need to provide means, such as the use of
various digital payment systems and new distribution methods to respond to the new rules
of sale and delivery. COVID-19 had a disruptive effect on digital transformation and is now
a topic that is being exacerbated by the pandemic, although previously was already
considered a demand. Working from home, e-learning, digital strategy, the use of
information and communications technologies, artificial intelligence, big data among others,
are now an example of technologies and practices that embed the strategy and conduct of

companies. The COVID-19 phenomenon changed the paradigm of companies and



reinforced that the new standard will embed sustainable practices that ensure the motivation
and safety of its employees without neglecting the level of service provided to the client.
Nevertheless, this change is still a long and uphill path, that will have to overcome some
factors that are still barriers in the sector, such as: culture, training and leadership.
Companies that want to stay in the market, will have to find solutions to overcome those

challenges. In the near future investing in a digital strategy will dictate their survival.

In addition to other pandemics that were witnessed throughout history, COVID-19 is
being perceived differently because it is happening in a time when the world is
interconnected and therefore its impact was faster and on a global scale. The number of
infected citizens and deaths is already much higher that many past pandemics, and therefore
studying their impacts becomes important to enrich the academic world. The relevance of
this research is to show the effects felt in the aforementioned scenario and to display the
measures and actions that were taken to fight the virus. The aim of this master thesis is to
provide retailers with the greatest possible knowledge so that it can be useful as a guide for
current and future pandemics. It is certain that we are in the midst of a global crisis that will
take time to pass, and with that emerges a new normal that requires companies to be resilient,
flexible, and innovative in the face of new market demands. In difficult times, the
empowerment of companies will dictate their survival in the face of adversities like this and

therefore study is important to combat the present and design the future through knowledge.

In the existing literature, several impacts of this pandemic on the retail sector were
addressed, however, from a consumer perspective. There are timely studies that identified
the impact of COVID-19 with regard to purchasing preference, change in consumption
habits, massive e-commerce and increase of digital users (Pantano et al., 2020; Tanveer et
al., 2020; Wang et al., 2020); however, the retailer's perspective has been neglected. For this
reason, it might be relevant to investigate this phenomenon from the retailer's perspective,
in order to provide information to companies to prepare an effective and quick response

facing with this new context of business.

Problematic and Research Questions

A health crisis has triggered harmful effects on several sectors because, in order to contain
the SARS-CoV-2, several closure measures have been required that meant slow down

economies. The retail sector experienced several phases: the first of understanding, the



second of adaptation, and the third of reaction. In this context, there have been several
unpredictable changes in the sector that have affected the daily management and,
consequently, its business models. As COVID-19 is a timely phenomenon, this new situation
requires the understanding of its impacts, but also the response of the retail section to survive
in this scenario. This context forced an adjustment of the behaviors and attitudes of the

civilian population as well as retailers, and so the research issues defined for this study are:
(1) How is the epidemiological outbreak influencing retail companies?
(2) What measures are being taken by retailers to prevent the spread of COVID-19?
(3) What effects were felt on the retail sector during the pandemic?

(4) What are the needed factors to a digital transformation in the retail sector to compete

in scenarios like these?

General and specific goals

COVID-19 is a new event so it is considered an opportunity to study. Being new, it is
always relevant to study and focus on the topic that deserve a discussion and research to
enrich the academic community with helpful findings to the retail sector. The macro-
objective of this study is to fill a possible gap in current literature regarding the influence
and impacts of COVID-19 on the retail sector from the retailer's perspective. As mentioned
above, existing literature studies focused mainly on the consumer perspective, that is why
we considered it relevant to study this topic but from the retailer's perspective because it

seems it has been neglected.

To answer the research questions, three articles were published. In the first phase, was
carried out a conceptual research that was conducted through the publication of a theoretical
article. This first investigation consisted of a systematic literature review, which discussed
the state that COVID-19 had influenced the retail sector, and identified several measures and
practices adopted by retailers in this scenario. For validation purposes, a second article was
published. This second article consisted of a qualitative and exploratory case study in a
logistics operator, which aimed to reveal the impacts caused by COVID-19 in the retail
sector by using several sources of data collection: semi-structured interviews, official
documents, and direct observation. Through the results obtained from the previous article,

digital transformation was one of the greatest impacts felt during the pandemic and therefore



this study was given greater emphasis. In order to understand the COVID-19 phenomenon
in its real settings, we carried out a multi-method research, which is considered by most
researchers (Brewer & Hunter, 2006; Seawright, 2016; Yin, 2018) an adequate strategy to
understand a none to little explored phenomenon. To do so, we combined two different
methods, namely: a systematic literature review and a case study. The analysis of the data
collected allowed to identify the impacts of digital transformation in the retail sector. It also
identifies the effects that were felt during the pandemic, the measures and practices that
helped to mitigate the spread of SARS-CoV-2. Finally, the result of the third article shown
that companies must focus on technological innovations in their business models, manage
their distribution channels and strengthen their customer-focused strategy. Although, we
highlighted some factors that have to be overtaken by companies to keep up in the market.

The core of this master’s thesis includes three chapters. The first chapter presents a
systematic literature review; the second chapter presents a case study research; and the third
chapter follows a multimethod research. In addition, this masters’ thesis also contains a brief
introduction, where an overview of the topic is presented, and a conclusion section, where

the main findings and suggestions for future research are presented.
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"Higher Institute of Management and Administration of Santarém, 2000-241 ISLA-Santarém, Portugal
marisaamlopes@hotmail.com
2Research Unit on Governance, Competitiveness and Public Policies (GOVCOPP), Aveiro University, Campus
Universitario de Santiago, 3810-193, Aveiro, Portugal
joao.reis@islasantarem.pt

Abstract. The objective of this research is to discuss the state-of-the-art with regard to
the influence of COVID-19 in retail, especially in the light of the economic, social and
health perspectives. To do so, we carried out a systematic literature review, a technique
that allows an efficient description of the literature and that made it possible to provide
a holistic perspective of the phenomenon trough the interpretation of relevant published
articles. The results showed the sector had to find new measures to mitigate the effects
of coronavirus, ranging from social and physical distance, protection and hygiene
measures, adjustments in distribution and communication channels, to the transmission
of a clearer messages by retailers. In addition, the digital transformation phenomenon
has also been enhanced by this crisis, by using measures aimed at reducing the spread
of the coronavirus, such as the use of several digital payment systems and new
distribution methods to respond to the new sales and delivery rules. This article
reinforces the importance of these measures for a new model of action in the retail
sector, in order to respond to the market needs.

Keywords: COVID-19, Crisis, Digital transformation, Retail, Society, Systematic
literature review.

1.1. Introduction

In the 21% century, and despite the advancement of technology in the current digital age,
we believe the world is not really prepared to face disasters, viruses or crisis situations with
global effects (Hall et al., 2020). The COVID-19 virus emerges as a warning to societies and
economies, as the latter have been affected globally and on a large scale due to their
unpreparedness. The current outbreak has spread rapidly across the world and has had
negative health, social, political and economic impacts. Countries will have to find new
measures, practices and behaviors in order to survive in this new reality (Donthu &
Gustafsson, 2020; Hall et al., 2020). Retail was one of the most affected sectors, since, in
the short term, was forced to: be more concerned with the safety and health of its employees,
support the increased demand for food and consequent pressure on the supply chain, improve

hygiene of their physical spaces, better managing your workforce, overburdening their



employees to ensure the livelihood of the civilian population, among other issues (Donthu
& Gustafsson, 2020; Li et al., 2020). Studies indicate that pandemics will continue to exist
and, therefore, this article aims to understand the consequences that a pandemic outbreak, in
this case of COVID-19, had on the retail, with a harmful or beneficial effect. It also intends
to serve as a preparation guide to allow a permanent reaction from the sector in these

contexts, thus avoiding situations of service closure.

As the pandemic influenced the retail sector, it has become an opportunity to investigate
this real-life phenomenon. Notable studies, such as the article by Pantano et al. (2020) has
already focused on the consumer’s perspective, but has put aside measures taken internally
by retailers. That is, academics have investigated the perspective of the external
environment, such as the change in consumer and management behavior in the retail sector
through the context of the pandemic (Pantano et al., 2020), but have not yet dedicated their
research effort to the internal environment, which we identified as a research gap. To fill the

identified gap in the literature, we suggest the following research questions (RQ):
RQ1: How is the epidemiological outbreak influencing the retail companies?

RQ2: What measures are being taken by retailers to prevent the spread of the coronavirus?

Based on a preliminary literature review, we present some emerging concepts. In the
following section, we present the methodology used in this article and, finally, the results

and conclusions based on the systematic review.

1.2. Emerging Concepts

In this section we present an epidemiological description and some of the emerging

concepts of COVID-19 and its relation to the retail sector.
1.2.1. Epidemiological summary (COVID-19)

In December 2019, 27 cases were identified in the city of Wuhan (People”s Republic of
China), which underwent through hospitalization with symptoms of pneumonia of unknown
origin. The patients presented symptoms such as cough, fatigue and fever, but others were
already in a critical state with severe infections in the lungs. All these patients had in
common to have been in a Wuhan market that is known for selling seafood and live animals
(Zhang et al., 2020). On January 31, the World Health Organization (WHO) reported 9,826



confirmed deaths worldwide, with 9,720 in China and 106 deaths spread over 19 countries,
such as Canada, United States, Japan, France, Italy and Germany (WHO, 2020a). It was then
that the WHO, in mid-March, classified coronavirus disease (COVID-19) as a pandemic, a
severe acute respiratory syndrome-related coronavirus 2 (SARS-CoV-2), which can cause
severe pneumonia and, consequently, death (Lewnard & Lo, 2020; Li et al., 2020; WHO,
2020Db). The coronaviruses (CoV) are a family of viruses that infect animals and also humans
(Wu et al., 2020). Currently, seven of these viruses are already known and have as effect
infections of the respiratory tract (Wu et al., 2020). Three coronaviruses are known to be
transmitted to man through an animal or a host: SARS-CoV (2003), MERS-CoV (2012) and
SARS-CoV-2 (2019) (Wu et al., 2020). Although this new coronavirus, Severe Acute
Respiratory Syndrome (SARS-CoV-2), was first identified in December 2019, in the
People’s Republic of China (Sistema Nacional de Saude, 2020), its origin has not yet been
fully confirmed; however, scientists have already concluded from laboratory experiments
that this virus could not have been genetically manipulated, which leaves aside some
insinuations made by the United States of America over the People’s Republic of China
(Andersen et al., 2020). Mainly, because studies reveal that five of the six residues compared
between SARS-CoV and SARS-CoV2 are different, the latter demonstrating a greater
affinity with humans, proving to be the result of a natural selection of a human ACE2
(Andersen et al., 2020). The enzyme ACE2 is a protein that allows the virus to infect the
human organism, since it is directly linked to the cardiovascular system. Therefore, the
transmission of SARS-CoV-2 occurs when this protein (receptor) binds to the virus protein
and spreads in the human body, affecting the respiratory system (Zheng et al., 2020). Some
scientific studies (Andersen et al., 2020; SNS, 2020) point out two possible origins of the
virus: (1) natural selection in an animal host before zoonotic transfer; (2) natural selection
in humans after zoonotic transfer. Research results have already been published and reveal
that SARS-CoV-2 presents 96% similarity to a bat coronavirus, which could mean the origin
of this animal as host (Andersen et al., 2020). However, Malaysian pangolin is also indicated
as a possible host, since they are potential transmitters of this type of virus (Wu et al., 2020;
Zhang et al., 2020). As for the rate of transmission, recent studies show that people aged 60
and over have a higher risk of acquiring the virus (especially those with hypertension,
coronary heart disease or diabetes) and children at lower risk, and even infected children
have lighter symptoms (Li et al., 2020; Zhang et al., 2020). It is fundamental to be
clairvoyant the origin of the virus in order to control its spread and future outbreaks. SARS-



CoV-2 is mainly transmitted through respiratory droplets and contact, while individual
protection measures are currently crucial and essential to mitigate the spread of this new
coronavirus. In addition, the vaccine and group immunity are still a distant reality, because,
if we know that a significant number of laboratories are trying to develop a potential vaccine
so far, on the other hand it is still in testing phase and its effectiveness has not yet been fully
proven (Yang & Wang, 2020).

1.2.2. The supply chain management and its relation to COVID-19

This outbreak had an impact on societies, as it has forced many sovereign states to declare
the “state of emergency” that restricted freedom of movement to mitigate COVID-19 and
relieve health systems. Social distancing has emerged as the new social paradigm and is
introduced as the new term in the daily equation. Through an epidemiological context of this
scale, the strategy of several countries has been to confine their citizens to minimize social
contact, since, allegedly, the greatest danger is still among asymptomatic people, who can
transmit the virus without them knowing (Lewnard & Lo, 2020). The ubiquity of this
outbreak has installed an environment of uncertainty and fear in the minds of consumers,
which has led to a drastic change in consumption patterns, especially for non-perishable
goods (Pantano et al., 2020). The increase in demand in a hoarding way was prompted by
fear of the effect of the scarcity of some goods and, therefore, most retailers had to rethink
their supply chains to avoid the lack of products on the market (Pantano et al., 2020). The
supply chain networks suffered a negative impact also due to another challenge imposed by
COVID-19 — border restrictions and closure, which affected the global economy. This has
limited the compliance with deadlines and storage of some products and reduced economic
profitability for some companies in the sector (Fernandes, 2020). In turn, online purchasing
options increased which, in a way, also stifled the supply chain that was not prepared for this
increase, providing a transformation for both the manager and the consumer (Mollenkopf et
al., 2020). The COVID-19 revealed that the concern in retail became first and foremost the
safety and health of its employees and customers and, thus, it was necessary to combine
welfare and protection tools/strategies/practices to ensure the necessary safety distances for
virus control and to avoid new contamination chains (Mollenkopf et al., 2020). The focus of
retailers had to be mostly limited to risk minimization through measures such as:
management of physical versus online stock flow, hygiene and sanitation throughout the

store, control and accounting of customers by physical space, signage of distance brands in



stores, installation of barriers between employees, new payment options to avoid contact
between customers and employees (Bove & Benoit, 2020). The hygiene and safety of
commercial spaces were also an investment imposed and the challenge of retailers was to
spread, through their communication channels, a reassuring message that there was stock of
the product in the physical and online stores. This strategy made it possible to control
consumer panic and, at the same time, guarantee some stability in the operations of these

companies (Fernandes, 2020).

1.3. Methodology

This article follows a systematic literature review, since it gathers relevant studies from
the literature through its identification, selection and analysis, in a systematic way (Petticrew
& Roberts, 2006). This method is very useful for objectifying answers the research
questions, since it gathers several studies in the existing literature and, after the delimitation
resulting from the critical analysis of these studies, it allows to arrive at evidence that can be

reproductive and globally estimated (Cordeiro et al., 2007; Petticrew & Roberts, 2006).

In order to reach a greater consensus on the subject, we combined two types of analysis:
a quantitative and a qualitative one. The quantitative approach is based on a bibliometric
analysis, since we explore the data from the selected literature on the subject; while, the
qualitative approach, is based on a content analysis in a systematic way that facilitates the
mapping of the main concepts and their reproducibility (Cheng et al., 2018; Petticrew &

Roberts, 2006). Table 1 summarizes the research methodology.

Table 1. Research methodology.

Approach Description Content

Quantitative Bibliometric analysis Distribution per journal, per

country, and per research area
approach Y P

Qualitative Content analysis of the selected Discuss the state-of-the-art and to
approach articles find the measures taken by retails to
deal with COVID-19




The data search was conducted on October 7th, 2020, and the selected peer-reviewed
database was Scopus, Elsevier. We started with the inclusion criteria by using “Retail” and
“COVID-19” terms in the topic (title, abstract and keywords). The type of documents
selected apply exclusively to journal articles, because they have greater scientific credibility
when compared with other types of documents, but also because this source is commonly

used in systematic literature reviews (Table 2).

Table 2. Systematic Literature Review Process.

Institute for Scientific Information — Web of Science

Criteria Filters Documents
Selected keyword “Retail” AND “COVID-19”
Restriction Topic (Title, Abstract, Author Keywords) 83
Document type Journal Articles 69
Language English 67

The journal articles are entirely dated to 2020, since the origin of the pandemic occurred
only this year. To avoid wrong interpretations, the selected documents had to be written in
English. The systematic review literature may be limited by the fact that the studies are very
recent, which may result from some lack of theoretical robustness. The study also presents
a snapshot over this period of time, and it is likely that new evidence will strengthen the
results of this article or stimulate discussion by presenting data that will prove the contrary.
Nevertheless, the relevance of the study seems to be evident as a means to understand a
current phenomenon and for which little is known. From a total of 83 manuscripts, we ended

up with 67 articles, which we analyzed and presented the results in the next section.

1.4. Findings
1.4.1. Quantitative analysis

As we mentioned before, COVID-19 is a theme that has been recently discussed in the
academic community, thus, we have made an analysis of the selected articles according their

distribution: by journal, its quality (quartile) and the citations reported in Scopus' database.
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Table 3. Distribution per journal.

Top 5 Journals Citations Quartile % of 67
Canadian Journal of Agricultural Economics 37 Q2 55%
Research in Social and Administrative Pharmacy 11 Q1 16%

International Journal of Environmental Research

and Public Health 7 Q2 10%
Journal of Business Research 6 Q1 9%
Continuum (Minneapolis, Minn.) 6 - 9%

As it is shown in Table 3, the Canadian Journal of Agricultural Economics (CJAE) is the
most frequently cited journal to date (55%). In that regard, the CJAE represents more than
half of the articles, since it directly deals with supplies/retail, namely, the food sector.
Overall, most of the publications are from first-rate journals due to the interest in meeting
economic and social needs and which, in addition to contributing to the theory, also affects
the way professionals manage their businesses and which will end up affecting people's lives.
Most specifically, as the articles are located in quartiles Q1 and Q2, it indicates that they are
a reliable source of evidence. We have also explored the distribution of documents per

country, as we can see in Figure 1:

Figure 1. Distribution per countries (Top 10).
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The identified articles mostly evoke studies on the United States of America, as it is
somewhat evident that the largest economy in the world has a strong research relationship
on COVID-19, enhanced mainly by its negative effects on GDP and also on the workforce
that was forced to suspend some of its activities due to the effects of the quarantine
(Fernandes, 2020). Canada ranks second place and most of its studies are on the impact of
the virus on one of its main economic activities - the primary agricultural sector (mostly
grains and oilseeds) —which, in turn, has the United States of America as the largest exporter
of these products and, therefore, both share this ranking for their trade and economic
relations. Some research also shows that blocking borders and restricted goods transport
between countries have resulted in a global concern: food shortages and price inflation of
some food products in those countries (Mollenkopf et al., 2020).

We also did an analysis regarding the distribution of documents by research area, as

illustrated in Figure 2:

Figure 2. Distribution per research area (subject research).
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On a global scale, the effect of COVID-19 was twofold, as it slowed the growth of
developed economies and worsened the performance of emerging. Consequently, the
economic effect has been cross-border to the world and thus it is no wonder that the vast
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majority of studies focus on surveying the economic impacts on countries; it is followed by
the social sciences studies, which mainly focus on consumer behavior and social distancing;
finally, medicine also occupies a relevant percentage due to the genesis and development of

the virus.

1.4.2. Qualitative analysis

In order to answer the research questions, we identified some categories that encompass
the main challenges that the retail sector had to overcome, in order to mitigate the virus

effects, both in the present and in the future.

Due to the limited number of pages available for publication, it was not possible to list
every author’s names for each identified measure. To mitigate that limitation, we decided to
use percentages, which represents the number of articles that refer to a certain measure and
the percentage of that measure over the total number of published articles, as shown in Table

4. The measures identified are common to all identified countries.

Table 4. Measures taken by retails.

Themes Articles % of 67
Social and physical distancing 8 12%
Protection and hygiene measures for employees and customers 3 4%
Changes in consumption habits 15 22%
Adjustment of distribution channels 4 6%
Ecommerce/Automatization/Artificial Intelligence 5 7%
Use of communication channels, as a strategy to spread the message 2 3%

The most commonly used measure to mitigate COVID-19 was social distancing. The
adoption of this measure by individuals reveals a sign of altruism, since, with a minimum of
1.5 meters to 2 meters, allows a control of the non-dissemination of involuntary outbreaks
(Huynh, 2020; Mejia & Hernandez-Vargas, 2020). However, this measure forced retailers
to invest in business support practices and rules. That required redefining the layout of stores,
such as the maximum number of people per space, the reduction of opening hours, the
placement of signage in static or dynamic spaces (entrance and exit), sanitizers, and displays
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and acrylic protection barriers (Cohen et al., 2020; Martin-Neuninger & Ruby, 2020). If on
the one hand, retailers were forced to invest in these individual protection measures and their
spaces to subsist in the sector, on the other hand, they witnessed a food hoarding demand
caused by fear and uncertainty in food shortages that imposed hourly overload, greater
exposure to risk and the allocation of more human capital (Hailu, 2020). Thus, the retail
sector has seen a change in consumption habits, especially in food categories, that is, an
increase in demand for groceries. Previously, these goods did not have a significant share in
household income; however, the aforementioned demand is mainly explained due to its long
lifetime (Pantano et al., 2020). Product categories, such as: personal hygiene, Kkitchen
products, packaged foods and toilet paper, experienced an increase in demand at the expense
of perishable products (i.e., yogurt, cookies, meat and fish) (Rude, 2020; Shetty et al., 2020).
The economic factor (income) also started to influence the purchase act, both in quantity and
quality of the good and the purchase at more competitive prices in substitute products

become an option (Gupta et al., 2020).

In order to guarantee products on supermarket shelves and meet the needs of the civilian
population, it is important to redefine supply chains to meet the sudden demand. But also,
the distribution channels, which are directly affected by the closure of borders and are unable
to deliver the products in time to stores (Gray, 2020). The effect of food scarcity can led to
panic in the purchase of non-perishable goods, as government policies announce the
blockade between the borders of some countries, and which mainly affect the food and
agricultural sector (Brewin, 2020). Home deliveries have become the most convenient and
safe option for consumers, since food services were forced to close during the quarantine
period (Richards & Rickard, 2020).

The coronavirus has also accelerated digital transformation in the retail sector by
replacing electronic payments over cash and e-commerce (Goddard, 2020; Kraenzlin et al.,
2020). One example is the 5G technology that assists in the identification, tracking,
distribution of goods to the final customer (Blit, 2020; Siriwardhana et al., 2020). More and
more the investment on automation, e-commerce and artificial intelligence should succeed
in the investment plans of retail companies, because the future will probably hang for users,
who privilege this type of faster, more comfortable and safer alternatives (Hailu, 2020;
Kumar et al., 2020).
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In the retail sector there is an interdependence between stakeholders and, in an
epidemiological context, the flexibility in the relationships of these parties is crucial for an
effective response (Bretas & Alon, 2020). In times of crisis, retailers may have taken on an
opportunistic role, to inflate prices of goods, with higher demand, and oligopolistic behavior
has emerged through a break in the supply chain, by holding greater market power. As a
result, retailers who showed greater flexibility with their stakeholders through ceding and
efficient management in the chain became more successful and avoided product breakdowns
(Ihle et al., 2020).

Nowadays communication, regardless of format, comes to us in a fast, accessible and
rough way. In times of pandemic crisis, the media have invaded our homes with alarming
news about the coronavirus, although with some uncertainties, they have undermined the
minds of the populations with a tragic and frightening countenance that has globally fostered
an environment of insecurity, fear and uncertainty. That is why retailers should be more
cautious about the product availability on the market. To avoid panic buying and hoarding
non-essential products, the decision to communicate and spread a clear and reassuring
message about the availability of the products is a priority. On the other hand, it allows
retailers to maintain and strengthen the loyalty of their current customers and to capture new
customers, who value factors such as safety, hygiene and product availability in a retail store
(Katrakazas et al., 2020; Pantano et al., 2020; Wang et al., 2020).

In the following section, we present the conclusions, which summarizes the most relevant
findings by presenting the contributions to theory and practice, and suggestions for future

research.

1.5. Concluding remarks

Although COVID-19 has caused an unprecedented crisis, retailers must take into account
a number of shortcomings already identified and find strategies to mitigate its future effects.
In times of pandemic, the retail sector suffered severe economic, social and health measures;
however, from these scenarios, several opportunities may arise and the retail sector must
take this into account when defining a future and sustainable strategy. Change and resilience

are key success factors for survival and competitiveness in the retail sector.

Due to COVID-19 there was a change in consumption habits, due to fear and uncertainty.

The quarantine has leveraged online commerce and online product sales, groceries
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increased, and the stores were redefined in their layout with protection and hygiene
measures. As we had the opportunity to identify in most of the published articles, Retail is
considered one of the most essential sectors, reinforced by the fact that its workforce is vital
to avoid food shortages. In light of the above, one of key recommendations to retail managers
Is to continue investing in safety and health measures, because the human capital will lead
the fight against the pandemic with uncertain terms.

In addition, digital transformation has allowed for a faster evolution, because physical
contact was quickly identified as a danger and, in this regard, technologies were considered
essential tools for the continuity of the retail commerce, whether through electronic

payments, product tracking, online orders and delivery forecasts.

The communication between retailers, employees and stakeholders should be also clear
and the message must convey security and trust, as it will be on those bases that the customer
will return to stores after the pandemic. The relationship between all stakeholders will
mobilize flexible efforts with benefits for all, culminating in a smooth delivery to the last

mile customer.

As this article builds on a systematic review of the existing literature, it should be
interesting to conduct an empirical research on the retail industry to validate our findings.
Another issue that deserves to be investigated is the continued implementation of rules and
new practices to mitigate COVID-19 effects, which, due to the effect of lassitude, the lack
of implementation of control rules can have negative implications on productivity,

motivation and well-being of the retail workforce.
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Abstract — The objective of this research is to discuss the possible impacts and
mitigation measures that emerged in the retail sector during the COVID-19 pandemic.
Through a qualitative and exploratory case study of a Portuguese logistic operator, we
explored the effects of the pandemic on employees” daily work, both at departmental
and organizational levels. Through semi-structured interviews, analysis of official
documents and direct observation, the results showed several measures and practices
adopted in the pandemic context, such as: the use of telework; adoption of additional
protection and hygiene measures for employees and customers; adoption of measures
to mitigate the effects of increased demand for canned goods, hygiene and cleaning
products, and tobacco; development of policies that enhance digital transformation; and
the use of active and preventive communication strategies. Of all the adopted measures,
we highlight the digital transformation one, due to its potential positive impact in
allowing the return of a new normal, largely due the possibility of using innovative
technologies that allowed remote work in practically all departments of the
organization. This change also brought a paradigm shift, as it allowed to build new
beliefs regarding the positive impact of teleworking and other opportunities for remote
work, without significantly changing the expected service levels. Thus, this article
contributes to the awareness of the measures and practices adopted by retailers in
Portugal, without neglecting the safety and efficiency of labor practices.

Keywords — COVID-19; retail; case study research; digital transformation.

I11.1. Introduction

While the outbreak of COVID-19 is revolutionizing societies, concerns are arising over
successive declarations of state of public emergency worldwide, which promote: concerns
about food shortages, uncertain prognoses about the disease, social distancing, restriction of
people's freedom, closure of schools and businesses, teleworking, and the long-awaited
vaccine that is still being distributed (Fauci et al., 2020; Pfefferbaum & North, 2020). While

several sectors were impacted by the virus, Retail was no exception. Thus, the alarmism
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triggered by this global threat generated an unexpected demand for food, with consumers
forced to change their purchasing habits through the new procedures and rules imposed by
health entities (Sheth, 2020).

This new coronavirus, SARS-CoV-2, was a global shock to humanity, as nations are now
forced to adapt quickly and flexibly to circumstances, so that their citizens can return to the
old pre- COVID-19 lifestyle (Wagner, 2020). The biggest known change resulted in the use
of the surgical masks as a protective shield, being mandatory for the circulation of people in
many countries around the world. The buying habits are also being adjusted with the purpose
of avoiding long queues in supermarkets, while consumers” disposable income is being
directed towards other types of goods. Retail ended up being one of the least affected sectors,
with regard to spending, since its customers continued to consume. However, retails were
not entirely immune to the changes brought about by COVID-19, given the sudden demand
for some goods that unexpectedly became more frequent consumption habits, made them
more difficult to manage (Cranfield, 2020; Jung et al., 2020; Laato et al., 2020; Shetty et al.,
2020).

From the existing literature, we identified several studies that focused on the theme of our
article (Pantano et al., 2020; Tanveer et al., 2020; Wang et al., 2020), but the mentioned
articles focus on consumer perspective, when explaining the changes in purchasing
behaviors. Therefore, it might be relevant to develop the retailer's perspective. In that regard,
Lopes and Reis (2021) firstly carried out a theoretical research, which aimed to identify
several measures that are being taken in the retail sector during the COVID-19 pandemic.
The same authors also identified the need to develop empirical research to validate their
findings, which is the goal of this article.

The next section follows key concepts and ideas based on the existing literature, then, we

present the methodology used, followed by the results and, finally, the conclusion.

11.2. Literature Review

The disease caused by the new coronavirus, is currently shaking the global economy that
due to globalization the impacts of COVID-19 ended up quickly transcending the borders of
virtually all countries (McKibbin & Fernando, 2021). Affected countries were forced to take
urgent measures to mitigate health crisis caused by COVID-19, measures that led societies to

reinvent themselves in new ways of being, living, working and buying products (Huynh,
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2020). One of the most important measures for controlling the spread of the virus, which was
cross-cut and guided by the World Health Organization (WHO), was social and physical
distance (Andersen, 2020; WHO, 2020c). This measure was adopted by almost all sectors
and retail was no exception. So, retailers quickly took new measures to ensure the safe
operation of their stores, such as: reorganizing the store layout; reduced working hours; limit
the number of people inside-store; guidelines for directing traffic; control of employees per
shift and distance bands for customers in queues (Hernandez-Mejia & Hernandez-Vargas,
2020; Wang et al., 2020). Not less important, were the protection and hygiene measures for
employees and customers. Measures that emerged as an unexpected investment for the retail
sector, in this regard, the use of protective masks, acrylic barriers, hand sanitizers and periodic
disinfection of the workplace have become imposed habits in order to guarantee the
protection, hygiene and safety of all, whether customers or employees, in public or private

places to mitigate and control the proliferation of the virus (Ntounis et al., 2020).

The pandemic scenario scared people. While people suddenly started looking for basic
products, their attitude resulted in long lines at supermarkets for fear of food shortages, as
governments around the world have established mandatory feedlots (Hall et al., 2020; Laato
etal., 2020; Pantano et al., 2020). The distribution channels have been crucial to allow supply
stores and guarantee enough goods on the shelves, and for that purpose they had to readjust
themselves through home deliveries by their own transport fleets, so that goods could reach
all consumers (Hailu, 2020; Richards & Rickard, 2020).

Worldwide, COVID-19 had been pointed out as one the cause of digital acceleration, as
companies were forced to work online to avoid physical contact between employees at their
workplaces, so a good example is provided by universities that had to close and adopt e-
learning strategies (Blit, 2020; Siriwardhana et al., 2020). E-commerce is also being used
more frequently, instead of physical purchase, as consumers avoid going to stores out of fear
and uncertainty about the virus, but also because for some periods of time they were forbidden
to leave home with same frequency as the past (Bretas & Alon, 2020). In addition, cash
payments have also been replaced by digital payment methods (Contactless), which has
forced the retail sector to adapt quickly to the new digital methods, means that lately have
been privileged mainly by teenagers (Kraenzlin et al., 2020). Artificial Intelligence also
occupied a prominent place in the replacement of human labor and, at this point, it has been
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of great help in maintaining the production and profit of companies even if their employees
remain in telework (Blit, 2020).

11.3. Methodology

This article follows a qualitative and exploratory case study research. This option is
justified by the need to understand behaviors and reactions in the configuration of a real-life
phenomenon, but also because, to the best of our knowledge, this is the first known academic
approach on this specific topic (Patton, 2005; Yin, 2003; Yin, 2015). The study was carried
out at a logistics operator in Lisbon — Portugal, and brought together multiple sources of data

collection for triangulation and corroboration purposes.

During the COVID-19 pandemic, the retail sector was one of the most affected sectors,
due to mandatory confinements in several countries. At the same time, logistic operators
were unable to stop as they played a key role in the sustainability of retail business, from
cost efficiency to organizational integration. Therefore, within the retail sector, we chose to
study the processes of a logistic operator, so that we could better describe the measures that
were intended to mitigate the spread of SARS-CoV-2 upstream.

This study reports on the analysis of 10 semi-structured interviews with employees at
different levels of responsibility and operational areas; it also includes the analysis of 4
official documents, mainly collected from the official website; and also evidences from
direct observations, collected during the site visits. In order to obtain plurality in the
information from the interviews, we selected 2 employees from each department and from
5 different areas, such as: Costumer Service, Transports, Operations, Commercial and
Quality, Health and Safety. A socio-demographic analysis revealed that most employees’
age ranges from 29 to 43 and are mostly female (60%). We considered highly qualified
employees and knowledgeable about the entire logistical process, since the interview
protocol also requires an in-depth knowledge of the organization. Table 1 shows more details

about the employees interviewed.
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Table 5. Interviewees’ details.

Years
o of

Level of Responsibility Area Employees )

Experience

(average)
Coordinator Quiality, Health and Safety 2 12
Director/Manager Costumer Service 2 22
Director/Manager Transport 2 6
Director/Manager Operations 2 1
Manager Commercial 2 14

We halt conducting interviews when we stop receiving new and relevant information,
which means that we have reached theoretical saturation (Saunders & Townsend, 2016). An
interview script (Appendix Al) was presented to each interviewee about its form and
content, and all interviews were recorded with the appropriate consent. The data were
analyzed according to the content analysis technique, in order to allow the reproducibility of
the main concepts, which allowed to identify the most relevant categories and patterns
(Petticrew & Roberts, 2006).

11.4. Findings
Through the analysis of all interviews, it was possible to ascertain the categories about

the effects of COVID-19, which resulted in changes in the daily workforce, these are:

a) Teleworking

Teleworking was one of the measures adopted by the organization, for all workstations
that could be operated remotely. The Portuguese Government has been encouraging
companies to quickly adopt teleworking, in order to reduce contact between professionals,
and to protect employees who can do so. In general, we were able to verify that logistic
operators followed the governmental recommendations and provided for this the necessary
technological infrastructures to guarantee work from home, thus fulfilling the physical

distance. Organizational compliance with state recommendations made it possible to
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safeguard the health of the logistics operator’s employees, so skepticism or the belief that
teleworking was a practice associated with more intellectual work quickly vanished. This
paradigm shift occurs because companies are beginning to realize that teleworking is
effective, especially in environments that require it (e.g., pandemic setting) (Belzunegui-
Eraso & Erro-Garcés, 2020).

b) Protection and hygiene measures for employees and customers

In the COVID-19 scenario, the objective of the logistic operator has been to control a
possible spread of SARS-CoV-2 and to ensure the safeguard of logistics teams in the field.
In that regard, several practices have been adopted for employees and customers, such as:
mandatory use of masks; frequent use of disinfectants; limited circulation; temperature
control; incorporation of physical barriers (acrylic barriers and introduction of signals) and
periodic disinfection of the warehouse. Moreover, in order to avoid outbreaks between
teams, there was regulation on shifts, which means that the entry and exit times between
them were delayed, as well as the definition of “alternate teams” (i.e. 50% of the group’s
workforce is physically in the company, while the other 50% of the group in telework) so
that, in case of contamination, there were backups that ensured all functions in the absence

infected employees.

The logistics operator also created a Contingency Committee, which consisted of a
multidisciplinary team that highlighted all the measures to be taken in various scenarios and
the identification of a person responsible for each area, for follow-up and action. Periodic
visits by area managers were also defined to monitor compliance with the measures by all
the employees, in order to strengthen knowledge of good practices and ensure the protection
and health of logistics teams.

Customers were often confronted with the measures that were taken over time and were
also warned to reduce visits to the logistical operator's warehouse, having been
recommended to use telephone contacts or use digital platforms. In urgent cases, in which
customers were unable to delay the visit or use alternative means, the measures required of
employees are also the practices required from customers to guarantee the safe functioning

of the logistics activity, without prejudice to the level of service provided.
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¢) Increased demand for goods — pharmaceuticals, cleaning products, canned goods and
tobacco

As the logistic operator has a pharmaceutical business unit, it is worth mentioning that at
the beginning of the pandemic, the sudden search for medicines to supply pharmacies and
hospitals was notorious. Although the Portuguese Government has encouraged hospitals to
increase the stock of some medicines, due to a possible flow of patients to hospitals, also the
alarmism caused by the increase in COVID-19 cases has caused an environment of fear
among consumers and this has also increased the demand for this type of goods. This demand
has impacted the daily work routine, which caused overload due to the sudden increase in

the volume of orders.

Over time, the confinement required to all citizens and the temporary closure of some
sectors, also caused changes in the consumption habits. Demand has shifted to other type of
goods than just basic needs, such as cleaning products, canned goods and tobacco, just to
name a few. If on the one hand it was necessary to invest in large quantities of cleaning
products by companies to disinfection workstations, on the other hand, the first confinement
in Portugal (mid-March 2020) also forced consumers to look for more durable goods in large
quantities. The influx in the purchase of tobacco was also one of the realities felt in the
logistics operator, a context that is directly linked to the confinement, partially explained
because people have more time to smoke, but also because the pandemic environment caused

stress, fear and distrust that led to a higher frequency of smoking (Cattaruzza et al., 2020).

d) Massive IT adoption

The fast-spreading COVID-19 disease, which has claimed thousands of victims
worldwide, has also accelerated the digital transformation in organizations. As it increased
the need to use tools such as telework, having already been pointed out as a phenomenon in
exponential expansion. Digital platforms have come to occupy an even more relevant place
in the way companies communicate (from the inside out and vice versa), as well as the
acceptance and adaptation to these technologies have become manifestly positive. Tools
such as Microsoft Teams, Skype, Zoom, are currently seen as an indispensable utility for
communicating, managing and working. In the short term, the logistics operator begins to
realize that the possibility of a hybrid model between these teams is really possible and can

be taken as a future scenario.
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Customers also had to adapt to this new way of interacting with companies and, despite
the lack of physical and social contact, they remained equally receptive to the use of new
digital platforms. The results have been very interesting, as they show that these tolls require
less time spent on meetings and a greater focus on problem solving, positively affecting the

cost support that a normal visit entailed.

The mass adoption of IT was considered one of the most radical measures during the
context of the pandemic, all interviewees revealed that this measure will likely to revert to a

new culture and mentality in relation to work and organizational results.

e) Active and preventive communication strategy inside and outside the organization

Since the beginning of the pandemic, the logistic operator considered that the success of
the organization was directly linked to a strong communication strategy. This meant that the
organization decided to periodically share all the measures taken with employees and
customers, and their respective adjustments over time. This dynamic information sharing
with employees and customers was perhaps the most appropriate strategy to keep customers
satisfied with the performance level of the logistic operator and we believe that it may even

have attracted new customers.

The shared message was one of trust, security and motivation. More than ever, employees
were the organization's main resource, without them it would not be possible to supply
products to retailers. Customers began to share messages of encouragement and reinforced
their belief in the work of the logistics operator. These messages were posted on a wall to be
shared with the logistics operator’s employees as a way of thanking them for their effort and

work during the pandemic period.

Protection and hygiene measures have not been neglected over time, and the logistics
operator has even reinforced them through on-the-job training, brochures and guidelines in
the warehouse. It should also be noted that the so-called "Preventive Minute™ was adopted,
which consisted of an audible message about the importance of hygiene and the rules of

distance between employees.

The Contingency Plan was often shared, inside and outside the organization, with the
level of absenteeism and the corrective measures to be taken by the logistic operator. Social

networks were also a useful platform for sharing information and involving employees,
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customers and competitors. So, it was essential to adopt an active and preventive
communication strategy that would promote a safe, protected and confident environment,

with the ability to stimulate business continuity.

I11.5. Conclusions

As the pandemic generated an unprecedented crisis, shaking several sectors, including
Retail; the economic, social and health effects had an impact on daily work. Through a case
study of a logistics operator, it was possible to identify, measures and ascertain categories
of impacts at various levels of the organization. The measures throughout the organization
were protection and hygiene for employees and customers, since the real fear is the spread
of the virus from person-to-person. The retailers” social and economic role has been to certify
the health of employees, by ensuring the availability of goods on the shelves. Of all the
effects mentioned in the article, we highlight the digital transformation acceleration,
although it was an imposition to quickly stop the spread of the virus, it has now become an
organizational practice. The employees, regardless of their hierarchical level in the
organization and department, identified that the pandemic was a lever for the emergence of
a new mentality regarding the use of information technologies. Thus, the belief that
teleworking would only serve intellectual organizations quickly fell apart and became a new

method of work that is likely to be used more often.

In the literature, we noticed that the subject was approached mainly from a consumer’s
perspective, so, in a way, the retailer's perspective was being neglected. This article therefore
sheds some light on the subject, as retailers must be aware of the challenges that are common
to all companies. In this regard, retailers may consider some of the information in this article
that can provide them with measures and practices that enable greater competitiveness and

security.

Since the case study was carried out in Portugal, it would be important to understand its
reproducibility in other retail companies based in other countries. In addition, while this
research has an exploratory nature, we hope that it will be a preponderant factor to encourage
possible discussion and future research on the topic, which can broaden and enrich the topic
of study. However, we must not forget that this study analyzes the effects of a pandemic that
may not occur again or in the short term, nor under the same circumstances and therefore

the validation of this research in the future may be limited. The design of a conceptual model
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on the effects of the pandemic on retail could also be a suggestion for future research, taking
into account some inputs already addressed in this paper.
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Abstract: The COVID-19 pandemic had social and economic effects in all industries,
retail was no exception. However, the Digital Era came to contribute so that retailers
could respond quickly to the needs of customers, being essential in combating the
pandemic. Using a multi-method research, this article aims to demonstrate how retailers
have used the digital transformation to mitigate the negative effects of COVID-19. First,
the results show that retailers had to focus on technological innovations, adapt their
business models, manage their distribution channels and strengthen their customer-
focused strategy. Second, it is necessary to emphasize that while smart retail is gradually
standing out in the sector, there are also some factors that have not been overcome, such
as: lack of digital culture, training and digital leadership. Despite these identified
difficulties, the adoption of a digital strategy will allow a differentiating, safe and secure
shopping experience, which today is one of the decisive factors for the survival of
companies.

Keywords: COVID-19; digital transformation; multi-method research; retail.

I11.1. Introduction

In mid-March 2020, the World Health Organization (WHO) classified the new
Coronavirus Disease (COVID-19) as a pandemic due to the alarming number of cases and
infections. The infectious diseases caused by the Severe Acute Respiratory Syndrome
Coronavirus 2 (SARS-CoV-2) quickly became a global public health challenge (Pachetti et
al., 2020; Rothan & Byrareddy, 2020). As it spread, the disease revealed its damaging effects
on global economies and markets (Andersen et al., 2020; WHO, 2020b; WHO, 2020d). In
this regard, countries have enacted a series of mandatory control measures for the population,
in order to prevent further dissemination. In turn, the industrial sector was also forced to
interrupt production lines, reduce human resources or even close their physical facilities

(Douglas et al., 2020). While people were forced into confinement and deprivation of liberty,
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the retail sector was one of the few sectors that had to secure products and goods for citizens’
livelihood (Goddard, 2020).

In an early stage of spreading SARS-CoV-2, which caused an environment of fear and
uncertainty, consumers shifted their demand to other types of goods (e.g., non-perishable
goods). In light of the above, retailers struggled to obtain all the necessary resources due to
the unusual quantities of products that were purchased (Hall et al., 2020; Laato et al., 2020;
Tanveer et al., 2020). Retailers also started to adopt new measures, such as: 1) additional
forms of payment, to avoid physical contact; 2) teleworking, to ensure indoor social distance;
3) the use of new digital channels, to allow access to organizations from home (Bartsch et
al., 2020; Hernandez-Mejia & Hernandez-Vargas, 2020; Konc¢ar et al., 2020; Ntounis et al.,
2020) among many other aspects. The employees in the retail sector also found new risk
factors, such as: overtime pressure and increased workload, use of additional personal
protective equipment and frequent stops for hygiene (Douglas et al., 2020; Hernandez-Mejia
& Hernandez-Vargas, 2020; Shahbaz et al., 2020). In this regard, retailers and logisticians
were forced to adopt additional occupational health and safety measures to avoid
environments of stress, danger and burnout (Douglas et al., 2020; Lucefio-Moreno et al.,
2020). It was in this context that digital and disruptive technologies came to contribute to a

better adaptation of companies to the phenomenon of COVID-19.

In the literature, there are some studies that have discussed this topic from the consumer
perspective. They revealed that the pandemic caused new consumption habits, a change in
the demand for goods, market behavior and the economic effects of these changes on
companies (Pantano et al., 2020; Tanveer et al., 2020; Wang et al., 2020). However, the
perspective of professionals who operate in retail and logistics areas is somewhat forgotten.
To fill that gap in the literature, we developed the following research question: How is the
digital transformation contributing to mitigate the effects of COVID-19 on the retail

industry?

Thus, this article is twofold, since it aims to understand and describe the effects of
COVID-19 in the retail sector and, on the other hand, propose measures to mitigate the
impacts of the disease through a digital transformation strategy. The article is organized as
follows: section two describes the methodological process; section three reports the results

of the research and includes a brief discussion. The final section presents the theoretical and
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managerial contributions of the research, as well as the research limitations and suggestions

for future studies.

111.2. Methodology

This article follows a qualitative multi-method research, since it involves the combination
of two data-collection and data-analysis methods (Seawright, 2016). The use of both
methods makes it possible to complement each other, in order to generate a broader
understanding, as it does not limit research through a particular research strategy (Stange et
al., 2006). Therefore, the multi-method research allows for a greater understanding of human
behavior in real-life narratives and scenarios, while improving reproducibility (Yin, 2018).
In addition, the diversity of methods also provides richer results that allow cross-checking
and validation to build a stronger theory (Brewer & Hunter, 2006).

Following the previous arguments, we combined the use of two qualitative methods,
namely: a systematic literature review and a case study. If, on the one hand, the systematic
review allows to guarantee the reproducibility and transferability of knowledge (Petticrew
& Roberts, 2006); on the other hand, the case study provides an understanding of the
phenomenon, whose approach is still scarce, creating an opportunity to be empirically
explored (Yin, 2018). In this research, complementarity is achieved since the systematic
review makes it possible to study the state-of-the-art with regard to digital transformation
and its effects on retail. The case study enabled researchers to carry out an analysis from an
empirical perspective, confirming or refuting the data previously collected in the literature
review, as well as understanding the impacts and mitigation measures for COVID-19 that

were not yet identified in the literature.
111.2.1. Method 1: Systematic literature review

For the systematic review, we used the Preferred Reporting Items for Systematic Reviews
and Meta-Analyzes (PRISMA). The PRISMA statement consists of a checklist of 27 items
and a flowchart with four phases (ldentification, Screening, Eligibility and Included)
(Liberati et al., 2009) and is often used to improve reporting of systematic literature reviews
and meta-analyzes (Moher et al., 2009). Thus, this research method allowed researchers to
select the inclusion and exclusion criteria in order to guarantee a selection of the documents

with the greatest criteria.
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The search for data was carried out on February 21%, 2021, and the search process was
undertaken in Elsevier’s Scopus. This choice is justified because Scopus is considered as
one of the largest databases that contains peer-reviewed scientific journals. For research
domain of natural and social sciences Scopus is more adequate when compared to the Web
of Science or the Google Scholar (Mongeon & Paul-Hus, 2016; Falagas et al., 2008).
Although it is a paid access database, Scopus allows researchers to refine the search (i.e.,
authors, date, type of documents, date, thematic area, etc.) and is the most recommended
when it comes to analyzing citations in the academic community (Harzing & Alakangas,
2016). In addition, we do not use Google Scholar as a scientific search engine because it
contains documents that have not been peer-reviewed and, therefore, tend to be seen as of
questionable quality (Falagas et al., 2008). Our selection criteria started by choosing the
terms “Retail” and “Digital Transformation” in the topic (title, abstract and keywords).
Regarding the type of document, we only excluded conference reviews, scientific reviews
and conference notes, because we consider journal articles to be of superior quality. To avoid
misinterpretation, only documents in English were selected. There was no time restriction,
as the theme of COVID-19 is very recent. In addition to the language and type of documents,
we also excluded 18 documents from our research, as 16 of these documents were not
available for consultation and the other documents corresponded to books, whose access is
paid. Although we had access to all other documents and met all the previous criteria, we
resorted to the elimination of 4 of them, since the topics did not correspond to the research
topic. From a total of 98 manuscripts, and considering the PRISMA protocol, we reached 60

documents, as shown in Table 6.

Table 6. Four phases and criteria of the PRISMA protocol.

SCOPUS n
Identification
“Retail” AND “Digital Transformation”

Title, Abstract, Keywords 98
Screening
Language (English) 92
Article, Conference Paper, Book Chapter, Book 82
Inaccessibility (document unavailability) 22
Eligibility
Full-text 60
Included
Non-included articles 60
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Within the scope of the systematic review, two types of analysis were performed. First, a
bibliometric analysis was carried out that took into account the graphical data obtained
directly by Scopus, such as the distribution by country, thematic area, type of document and
year. Second, the content analysis of the 60 manuscripts was carried out, which made it
possible to identify the extent to which the digital transformation allowed to mitigate the
effects of COVID-19 in the retail industry.

111.2.2. Method 2: Case study research

This research also follows a qualitative, descriptive and exploratory case study. This
method aims to understand and explain the digital transformation in the retail sector in
circumstances of COVID-19. The use of a case research is justified by the need to understand
a real-life phenomenon for which there is very limited knowledge (Yin, 2018). To carry out
the case research, we used three sources of data collection for triangulation and corroboration
purposes. The data were collected through semi-structured interviews, official documents
and participant observation (Patton, 2005; Yin, 2018). The interview technique was used
since it is common for qualitative research and because it allows the researcher to ask key
questions about the topic without limiting the respondent'’s response (Gill et al., 2008). The
official documents, allowed to provide general and formal information of the organization.
While the participant observation, allowed to identify behaviors and practices in the field
(Fernandes et al., 2021). Both, official documents and participant observations were
considered as secondary sources, helping to corroborate and triangulate data in order to
improve the research validity (Bowen, 2009; Jorgensen, 1989). Through the content analysis
technique (Blaxter, 2010) and following the same procedure as Reis et al. (2020b), it was

possible to analyze all the data collected.

As the research was carried out in a well-known multinational logistic operator, located
in Lisbon-Portugal, for confidentiality reasons, the identification of the logistics operator
and the names of the participants were remained anonymous. The objective of the empirical
research is related to the understanding of the effects experienced by employees before and
during the COVID-19 pandemic. Thus, the research aims to identify the effects of COVID-
19 in the retail sector and the respective digital transformation initiatives with a view of
mitigating SARS-CoV-2 dissemination. For a comprehensive, in-depth and strong
contribution, the selected employees had a high level of knowledge, as they perform different

tasks and duties across the organization. Respondents” roles ranged from analysts,
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warehouse directors, managers, developers, coordinators and department directors. Prior to
the interview, the researchers shared a script (Appendix A2) with the identification of the
research topic, the targeted audience, the research objectives, and the questions to be asked.
During the interview process, the fact that it was authorized the audio recording by the
respondents, it allowed the transcription with great detail, which helped for further analysis
and identification of the key topics. The research involved 18 respondents, the majority of
whom were male (60%), aged between 32 and 49 years old. More details are shown below,
in Table 7.

Table 7. Interviewees’ details.

Years working at

Department Respondents the company Age
(average)
(average)

Administration 1 4 44

Costumer service 3 21 45

Human resources 1 20 49

Improvement and new projects 2 6 37

Information technology systems 1 10 45

Operations 3 5 33

Process reengineering of fast 1 1 32
moving consuming goods (FMGG)

Pharma process reengineering 1 0,6 41

Quality & environment, health 9 12 36
and safety

Transports 3 5 36

Official documents were also made available by the company, along with documents
taken from the official website. This information allowed the identification of internal
contingency plans shared with customers, the identification of multidisciplinary teams and
their respective responsibilities, and also the initiatives taken by the company in the context
of the pandemic, namely teleworking. Subsequently, these data allowed the crossing and
validation of information from other sources that allowed the corroboration and validity of
the data. Participant observation made it possible to identify behaviors and attitudes about

the interviewees, but also the on-site confirmation of the practices used by the company.
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This allowed defining themes closer to reality and delimiting issues that arose during the
exploratory phase of the research.

Table 8. Summary of the methodological process.

Methodology Methods Sources of data collection Data analysis techniques
Qualitative and ~ Systematic literature ScopusElsevier — Scientific  Content analysis
descriptive review database Bibliometric analysis
Qualitative, Semi-structured interviews
exploratory and  Case study research  Official documents Content analysis
descriptive

Participant observation

For a better understanding, we summarize the methodological process in Table 8. This
table is divided into four main columns that deal with the methodology, methods, sources of
data collection and data analysis techniques. By presenting the information in an organized
and transparent manner, we hope to provide a holistic view and a better comprehension to

readers.

111.3. Findings

This section is divided into two subsections. First, we present the results of the systematic
literature review with data obtained from Scopus. The section findings are the result of
bibliometric analysis (111.3.1.1.) and content analysis (I11.3.1.2. and following). Then, we
present the empirical results, from a case study of a Portuguese logistics operator. In
particular, the analysis of how digital transformation in retail has helped to mitigate the
effects of COVID-19.

111.3.1. Results from the systematic literature review
I11. 3.1.1. Brief analysis of the state-of-the-art

We start this section by highlighting the overall results of the literature review. These
results are distributed by countries, type of document, subject area and year. Regarding the
results by countries: Germany, the Russian Federation and the United States stand out, as
shown in Figure 3. From our analysis, it is evident that Germany and the Russian Federation

are countries that are investing in digital transformation of retail infrastructures in order to
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remain competitive in the international markets. Although both countries have a great
ambition to develop digital technologies in their economies, they are still not satisfied with
their achievements, therefore, these countries have sought to maintain a high level of
technological leverage. On the other hand, the United States stands out, for having the largest
retailers in the world (ex: Amazon), as well as for the issue of increased sales of e-commerce
generated by COVID-19.

Figure 3. Distribution per countries (Top 10 countries).
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To get a holistic view, we considered a more comprehensive value of 82 articles in the
scope of the screening phase (Table 6). With this macro analysis, it was possible to ascertain
that the European Union (EU) stands out from the remaining 37 countries, either because of
the investment that has been promoted by the European Commission or due the investment
of the 45 EU countries identified in the Scopus database. As shown in figure 4, we highlight
that of the manuscripts taken from Scopus, 47.6% were journal articles and 42.7% were
conference proceedings. First, the articles correspond to peer-reviewed journals and reliable
documents that intended to contribute to the theory. In addition, we found that conference
proceedings were also relevant, which reveals that scholars had a greater interest to debate

this topic among peers, both in terms of digital transformation and COVID-109.

34



Figure 4. Distribution per type of document (retrieved from Scopus).
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Regarding the distribution per type of document (Figure 5), it is evident that there is a
high distribution of the results that means that a topic as digital transformation can occur in
any sector. However, we highlight the computer science domain (24.9%), which has the
highest percentage because it is where the most technical concepts are approached, such as
Big Data, Internet of Things (loT), Artificial Intelligence (Al), Cloud Computing,
Augmented Reality (AR), Radio Frequency Identification (RFID), among others. It is
expected that computer science will continue to grow gradually as a result of the acceleration
of the digital transformation process worldwide. Then comes the business and management
domain (19.1%), where the retail sector is predominantly discussed and increasingly
addressed in relation digital transformation in companies. These results are in line with other
previously published papers [36].

Figure 5. Distribution per subject area (retrieved from Scopus).
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Finally, we present Figure 6, where we can reveal the distribution of articles published
by year. The oldest document dates from 1984 and all the others date from the 2000s. It is
only from 2016 that a growing number of publications is noticed, which reveals that the

themes "digitization" and "digital transformation" are relatively recent in study academics.
Figure 6. Distribution per year (retrieved from Scopus).
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As of 2019, growth continues to be exponential given that that date goes back to the
beginning of the COVID-19 pandemic and that it was identified as the most recent cause of
the acceleration of digital transformation in companies, largely due to the increase in online
retailing. Additionally, we can also justify that the millennial generation () is considered
as the biggest driver of technological advances. In the next subsections, we present the
qualitative analysis, focused on the 60 selected manuscripts. If in the state-of-the-art we tried
to present a macro perspective of the phenomenon, we now present the results of the content
analysis with greater depth.

111.3.1.2. General overview of digital transformation

From the analysis we performed, we found that the market has evolved with the
emergence of new types of technologies and consumers (Corso et al., 2018). On the other
hand, technological growth has reinforced the need for companies to adapt to a currently
volatile market and meet the fast demands of consumers (Ferreira et al., 2020). According
to Fenwick et al. (2019), the technological impulse is the reason why companies are adopting
multi-channel business models. It is, therefore, in these dynamic environments that the term
"digital transformation” has been proposed, presenting itself as a research opportunity for

the academic community (Chaparro-Pelaez et al., 2020; Mugge et al., 2020). In this sense,
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modern technologies with Al, Machine Learning, 10T, among others, are part of the so-called
fourth industrial revolution or just industry 4.0 (14.0) (Alexandrova & Poddubnaya, 2020).
On the one hand, the introduction of these disruptive technologies in business models of
companies from different sectors and industries. On the other hand, 14.0 allows data and
information to be shared vertically in any process in the value chain and, therefore, a new
network architecture of technological companies is formed (Bulovi¢ & Covié, 2020).

Regarding the main terms, digitalization is commonly associated with digital
transformation, although differences are identified in the literature (Reis et al., 2018; Reis et
al., 2019). Digitization is identified in the analyzed articles as the transformation of
traditional processes into digital ones (Kohli & Johnson, 2011). Thus, the authors Loske and
Klumpp (2020) also consider that digitization is a "process of converting analog data into
digital data sets” (p. 2). A good example of digitization are the e-books or downloadable
music, that is, the conversion of tangible products into products delivered digitally (Kohli &
Johnson, 2011). Today, companies are investing on products and process innovation through
new digital solutions, allowing them to deal with a greater amount of data and information

with more efficient infrastructures (Castagna et al., 2020).

The digital transformation process, despite having gained greater prominence recently,
dates from the 90s (Souza et al., 2020). The digital transformation consists of the integration
of information technologies in the operations of companies, whether internal or external
(Chaparro-Peléez et al., 2020). It can also be considered as a change that occurs between the
implementation of technologies in a system within a company (Loske & Klumpp, 2020).
This transformation is supported by the adoption of new technologies from which new
performance, new processes and new business models emerge (Allen, 2019). In addition,
digital transformation is not only linked to technology, but also to an improvement in the
business model, collaboration and culture (Krasonikolakis et al., 2020). This transformation
arises with the use of digital tools in the daily activities and processes of the company, being
subsequently achieved through its promotion inside and outside it (Bulovié¢ & Covi¢, 2020).
A company that opts for digital transformation seeks to offer a good and / or service through
new digital formats, thus achieving a link between physical processes and virtual processes
(Souza et al.,, 2020). Some authors identify the possible contributions of digital
transformation in a company, such as: (1) optimization of physical and digital resources, (2)

obtaining greater competitive advantage, (3) greater creation of value for the customer and
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(4) reduction of costs (Cahyadi, 2020; Rode & Stammen-Hegener, 2019; Wolpert & Roth,
2020).

However, not all industries have been able to keep up with this technological pace and
adopt digital technologies, either due to investment difficulties or lack of adaptation to their
business model, they failed (Kohli & Johnson, 2011). In a digital company, success involves
accepting market uncertainty and volatility, identifying opportunities and having the
ambition to realize them, as well as making quick decisions taking into account innovation,

customers and competitors (Corso et al., 2018).

The digital transformation has played a disruptive role in various sectors of activity;
however, the retail sector was considered to be one of the sectors most prone to digital
transformation (Filotto et al., 2020; Rode & Stammen-Hegener, 2019; Wolpert & Roth,
2020). This is due to the emergence of new consumers called “digital natives”, who have
driven the use of digital platforms and, consequently, the need for innovation in current

business models (Ferreira et al., 2020).
111.3.1.3. Digital transformation in the retail sector

Retail represents one of the sectors that has undergone the most digital transformation in
its operations (Krasonikolakis et al., 2020), the result of offering a wide range of items; but
also having to keep up with the sudden demands of the modern economy (Almaslamani et
al., 2020; lvanova, 2021).

From our analysis, we identified some relevant episodes of digital transformation in retail

and which we present below.

Starting with the digital age and consumer behavior, we found that disruptive
technologies have been identified as an agent of change. In other words, consumers have
been changing their buying habits (Alexandrova & Poddubnaya, 2020; Hough & Chan,
2018; Suel & Polak, 2018), which is influenced by digital technologies. Consequently, the
retail sector was forced to incorporate new digital strategies in its business model in order to
respond to the new needs of consumers (Singh & Thirumoorthi, 2019). A good example is
the exponential growth in the use of smartphones and mobile payment (m-payment)
(Wohllebe et al., 2020). As a result, a new type of "digital native" consumer has come to the
fore (Ferreira et al., 2020). In short, if, on the one hand, digital technologies have had a

disruptive effect on the traditional purchasing process, providing a better shopping
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experience to the customer (Bulovi¢ & Covi¢, 2020; Ferreira et al., 2020); on the other hand,
it also allowed retailers to capture more information in order to optimize the management of
their supply chain (pull systems) (Suel & Polak, 2018). Another episode worth of being
highlighted is the e-commerce, which has been enhancing digital transformation in the retail
sector since the 90s. In that regard, omni-channel operations have been singled out as the
future of retail, which is leading large companies to invest in measures and strategies that
result in increased points of contact, strengthened brand image, increased sales, improved
service, integration of channel information and customer loyalty (Mugge et al., 2020). For
global network retailers, the omni-channel operation is seen as an important solution to meet
the needs of customers at any time and place, due to the synchronization of data and
information and their interaction between different channels (Alexandrova & Poddubnaya,
2020). Additionally, 14.0 is an almost indisputable milestone in the context of digital
transformation, as the concepts of 10T, robotics and Al have radically changed retail

operations in addition to human action (Hamidi et al., 2019).

Given the growth of 14.0, the concept of smart retail has been expanding. This concept
has in its genesis an ecosystem of customer-centered activities and where new business
modalities are underlying, such as unattended stores (Sujata et al., 2019). As the consumer
experience is a decisive factor, retailers have invested in offering a combination of quality
products and services (Chernova et al., 2020). This combination is mediated by increasingly
intelligent and technological stores. As an example, we can find the autonomous stores that
use the latest technology (e.g., vision machine) and where the customer has full autonomy
to choose and pay without the help of a store attendant (Hamidi et al., 2019). That is the
reason why automated teller machines are becoming a reliable option for retailers, as they
offer less costs as a result of replacing human intervention, but also greater customer
involvement in the shopping experience, as customers are co-producers of services (Hauser
etal., 2019). In that regard, Amazon Go was created to be one of the world"s most advanced
checkout-free shopping experience due the u se of computer vision, sensor fusion and deep
learning (Amazon, 2021; Hamidi et al., 2019). According to Amazon (Rahaman et al., 2019),
the technology just walk out automatically detects when products are picked up or returned
to the shelves and keeps them in a virtual cart and, as soon as the shopping experience is
completed, amazon charges the purchase on the Amazon account. The future of retail points

out the autonomous stores model to be increasingly used (Hauser et al., 2019; Singh &
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Thirumoorthi, 2019). Thus, the concept of smart city has also been enabled by the growth of
14.0, insofar as it aims at preparing infrastructures in different areas (i.e. Healthcare, Energy,
etc.) to standardize and use IT systems and networks of sensors more comprehensively. An
example from the literature is e-Pharmacy in the United Arab Emirates, where digital data
transfer between patients and pharmacies is based, and whose objective is to optimize the
sale of medicines through a system that at the same time has greater efficiency and less

margin of error (Rahaman et al., 2019).

Finally, the academic community has not neglected the impact of COVID-19 on retail.
COVID-19 is impacting both the relationship with customers and the indoor operations of
logistics operators. In that regard, digital technologies are once again supporting service
delivery or sale of products continuity by increasing the use of existing technologies (e.g.,
contactless payments) or accelerating new channels and disruptive technologies (e.g., Click
& Collect, Grab & Go).

111.3.1.4. Digital transformation framework

Globalization and rapid changes in consumption patterns, combined with the effect of
digitalization, require the retail sector to have flexibility in its business models, innovation
and effective management of its capabilities in order to succeed (Sund et al., 2021). The
fundamental resources for digital transformation are focused on the digitization of processes
and the focus on digital technologies (Alexandrova & Poddubnaya, 2020). The technologies
mentioned so far (e.g., Al, 1oT) allow companies to automate processes, reduce costs,
customize supply, anticipate demand and supply and increase competitive power (Hauser et
al., 2019; Singh & Thirumoorthi, 2019; Souza et al., 2020; Suel & Polak, 2018; Sujata et al.,
2019). The well-known Beiersdorf is one of the companies that implemented digital
technology (SAP) to build digital capabilities in the organization, create business
opportunities and return to customers the products that meet their needs (Vom Brocke et al.,
2017). However, this can lead to the idea that the solution involves only investment in
technologies (Bollweg et al., 2020), but it will be insufficient if managers neglect the
external environment (Ferreira et al., 2020). Today, the biggest challenge that companies
face is to achieve an effective combination of physical and digital resources to improve
customer service (Chaparro-Peléez et al., 2020). However, if automation can result in less
work; on the other hand, it will require from retail a more qualified and specialized

workforce to accompany technological innovation in processes and activities (Brehm &
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Klein, 2017). For digital transformation, digital tools are not enough, but also employees
with strong technical skills to be able to get the most out of them (Kothari & Seetharaman,
2020). Sund et al. (2021) identifies as a possible solution for companies the creation of an
innovation laboratory responsible for identifying, exploring and launching new business

models that allow centralizing this responsibility in a single department.

Today, retailers' operations and decisions remain focused on the customer, their needs
and requirements must be seen as the engine to change, align and define the strategy
(Cahyadi, 2020; Ferreira et al., 2020; Ivanova, 2021; Sund et al., 2021). Omni-channel
operations are increasingly reliable for the future of retail trade, by allowing the
interconnection of all channels (Barann et al., 2020). Retailers should consider digitizing
touch points to allow the implementation of techniques in physical retail stores, which
previously were only available in online retail (Souza et al., 2020; Barann, 2018). According
to Chernova et al. (2020), the most important factor for the customer is no longer the price,
but the shopping experience. Therefore, the shopping experience will impact the perception
of value, and this can be improved through self-service technologies and mobile

technologies, as they close the gap between online and offline channels (Barann et al., 2020).

Digital literacy and organizational culture can mean an important impetus for digital
transformation (Brehm & Kilein, 2017). If companies focus exclusively on themselves, this
can be a barrier to the transformation not taking place successfully (Mugge et al., 2020). It
is important that companies are collaborative, empathetic and motivating in the corporate
environment that promotes creativity, team spirit, innovation and commitment (Brehm &
Klein, 2017). Leadership will also be central to the digital transformation process, as it will
have the responsibility to guide employees to achieve the objective of the digital strategy, it
must be participatory and collaborative to promote the involvement and commitment of all
with a global objective (Krasonikolakis et al., 2020; Van Dyk & Van Belle, 2019).

From the data analysis, we identified some of the factors necessary for digital
transformation, such as technology, skills, culture, literacy, customer focus and leadership.
However, they can also present barriers, such as: scarcity of resources, resistance to change,
high cost of implementation, security, data privacy and cyber-attacks (Alexandrova &
Poddubnaya, 2020; Bollweg et al., 2020; Van Dyk & Van Belle, 2019; Zaychenko et al.,
2020). In addition to the contributions of the academic community on the subject, it is

necessary to deepen knowledge and develop in-depth conceptual frameworks on digital
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transformation in the light of COVID-19. So, we hope that our article will also motivate
some of our academic peers to further study this subject.

111.3.2. Results from the Case Research
111.3.2.1. Digital transformation: times of change

Logistics employees are well aware that digital transformation implies organizational
change. The results showed that digital transformation implies the introduction of
technological components into the logistic processes, whether they are administrative or
operational. In addition, the interviewees revealed that the digital transformation consists of
the dematerialization of information and processes, which allows a dynamic, efficient and

active management.

With the logistics operator having a vast portfolio of fast moving consumer goods
(FMGG) and pharmaceuticals, it was essential to use technological solutions in order to meet
the needs and expectations of customers. While the majority of respondents hold
administrative positions, they have contact with customers and partners. Some of the most
recent changes identified were the adoption of the following capabilities: 1) POWER
Business Intelligence, a tool that allows the analysis of solutions to improve decision
making; 2) Enterprise Data, which allows the multinational company to efficiently manage
the considerable volume of data from its branches; 3) Data Warehouse, used in the customer
service area, assists in conducting research and analysis related to historical data. For
instance, this technology makes it possible to measure the levels of productivity and
operational efficiency (picking errors, incidents, complaints); 4) Web portal accessible
internally (employees) and externally (customers) through credentials, it is also an example
of structuring information through the digital channel that facilitates communication, use
and decision; 5) Artificial Intelligence, based on the SPE system (Order Production System),
this system prepares orders for pharmaceutical products through a procedure of light
direction (pick-to-light and put-to-light); 6) Inventory Maintenance Unit (SKU), used to
search and identify inventory, allowing the separation of large quantities from small
inventory maintenance units; 7) the Radio Frequency ldentification (RFID), used in the
various stages of the process, from reception, storage, preparation and shipping, allows easy

and effective tracking of goods in real time.
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The changes presented above were previously analyzed by multidisciplinary teams and
have been implemented gradually since 2007. Each technology took into account not only
the decision of the multidisciplinary teams, but also the needs and expectations of all
stakeholders and which contributed to the decision of technological implementation. The
digital transformation process has made it possible to respond to current COVID-19
challenges. In other words, since the company is responsible for supplying some of the main
retailers in Portugal, it has also suffered from the consequences of changing consumption
habits through COVID-19. Its prior preparation and incorporation of new digital
technologies enabled it to respond in a timely and effective manner to the new needs of the
market. The reaction of the companies would not be possible without the ongoing digital
transformation process. Following, we will meet the structural and managerial instruments

that allowed the digital transformation process to materialize.

111.3.2.2. Structural and managerial instruments for digital transformation

As mentioned above, due to COVID-19, the logistics operator was required to timely
respond to the needs of the markets. To this end, this sector needed a prior adopting of new
technologies, in order to prepare it to respond to fast and unpredictable phenomena. From
our analysis, it was possible to identify some key-instruments that were decisive for the
success of the digital transformation implementation. Figure 7 shows these five identified

instruments for a successful strategy of digital transformation.

Figure 7. Instruments for a successful digital transformation strategy.

Data analysis: Categories
¥s €o Leadership (10%)

Culture (26%)

Resources (31%)

Training (20%)

Engagement (13%)
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One of the instruments that were identified by the respondents was the resources (31%),
which will have been considered relevant for the successful implementation of new
technologies. The subcategories identified within the scope of resources are divided into:
financial, human and material resources. First, for the transformation process to take place,
significant financial investment is required. Since disruptive and innovative technologies are
often expensive, involving high acquisition, implementation and maintenance costs. In turn,
human resources also proved to be relevant, as it is necessary to outline a person or team or
project that can spend time, knowledge and work to carry out the transformation. The process
does not end here, as the introduction of new technologies in the organization involved the
training of all employees who had to work with the technology. Third, the materials are also
relevant, as the adoption of new technological solutions involves complementary tools to
score the results. A large number of respondents also pointed to organizational culture (26%)
as the basis for the company's progression in highly volatile environments. They considered
that organizational culture is the “engine of transformation”, that is, the company's culture
should be guided by values such as openness, initiative for innovation, motivation, teamwork
and dynamism. Under these conditions, the company has the right ingredients to succeed, as
there is a clear vision of the mission to be accomplished and everyone is on the right path to
achieve it. In the opposite view, the organizational culture resistant to change is a strong
barrier to its implementation, since employees understand the digital transformation as
something uncertain and of high risk. No less important, we identified education and
training, with around 20%, which was also reinforced by the interviewees as an
indispensable factor when any type of change occurs, be it social, economic or technological.
Employees must be trained and specialized to improve the use of modern technologies in the
company; otherwise, the incorrect use of equipment’s can impact the company’s’ and
individual performance, which can result in damage to operational results, personal
demotivation and dissatisfaction with the work. So it makes sense for people to get engaged
(13%) before, during and after the digital transformation process. Employees must feel part
of the process, their opinions must be heard, their work must be monitored and, thus, the
group's synergy will bring better results. The leadership (10%) will also help in this process,
as the leader of the digital transformation projects must be able to clearly convey the
objective, trace the way forward, motivate and help his employees to move in that direction.

Other factors were also pointed out, such as the innovation strategy, market analysis,
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outsourcing, cost vs return analysis, quality control management, but because they had a less

significant impact, we consider only the most relevant for discussion.
111.3.2.3. Opportunity and challenges of digital transformation

The data revealed that in the logistics and retail sector, the opportunities for digital
transformation outweigh the challenges. The argument used by more than 50% of
respondents is that digital transformation increases efficiency, effectiveness and productivity
(Figure 8). In other words, technology is seen as an instrument that assists in the performance
of human work, with a positive impact. It is, therefore, pointed out as a means that makes
tasks and processes faster, more fluid, with the use of less time. From the analysis carried
out, we found that the respondents' arguments are in line with the literature in other contexts
(Reisetal., 2020a; Reis et al., 2021) insofar as modern technologies make complex decisions
in the analytical-cognitive field with less likelihood of error when compared to humans.
However, we also verified that human work is also vital to avoid or minimize possible errors,

reduce shortages or product/service failure in the last mile.

Figure 8. Top 3 opportunities for digital transformation.

Oportunities

0 2 4 6 8 10 12 14 16 18

Respondents

With regard to the cost reduction, digital transformation is a double-edged sword. Thus,
if on the one hand, machines reduce labor costs due to automation, teleworking, etc.; on the
other hand, the initial cost of technological implementation are high, as it requires significant
investments. Nevertheless, it was possible to ascertain that the inclusion of new technologies
substantially improved the company's competitiveness vis-a-vis its competitors, by
minimizing waste, aiding in decision-making and transferring jobs to virtual channels during
the COVID-19 pandemic.
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As for the most relevant challenges, the most common was job loss. Although there is an
awareness of the need for continuous improvement, the respondents' perception is that the
digital transformation can reduce jobs in the logistics sector. The implementation of new
technologies will reduce the importance of the human being, but will also allow greater
flexibility (e.g., teleworking). Thus, respondents understand that the digital transformation

will leverage the emergence of technical jobs and the enhancement of human skills.

Finally, concepts such as teleworking are twofold, as it was identified as an opportunity
and challenge. That is, respondents identified teleworking as an instrument that offers greater
autonomy, greater freedom and focus on work, in addition to reduction of travel costs. In the
correspondents’ perspective there is also no division of professional and personal space,
which can result in environments of stress, burnout, loss of social bond with the company
and colleagues, lack of working conditions, lack of creativity and isolation. The line that
separates the two perspectives is tenuous and, therefore, there must be an understanding on

both sides to ensure that the employee has a balance between personal and professional life.
111.3.2.4. Mitigating the effects of COVID-19 through disruptive technologies

In the context of the COVID-19, companies faced an unprecedented scenario that affected
the management of their operations. In this case study, the unit of analysis studied was no
exception and the results corroborate the idea that the pandemic affected the company by
accelerating the digital transformation process. In view of the results, we present some

contributions on how the digital transformation mitigated the effects of COVID-19.

As it is a logistics operator comprising a portfolio of fast-moving consumer goods
(FMGG) and pharmaceuticals, the effects of the pandemic directly affected the daily lives
of these employees. First, because in the confinement phase consumption habits have
changed and the gross demand from supermarkets and pharmacies has increased the volume
of orders for this type of merchandise. With emphasis on basic needs, tobacco and some
generic drugs, consumers preferred online and e-commerce gained expression in this sudden
volume of orders. The company therefore had to adopt digital tools to support order
preparation, namely Google Sheet, for better order management, team dimensioning and

agility in the transport of goods.

Teleworking, in turn, was the biggest revolution for the logistics operator, since this

measure was transversal to all administrative areas of the company to ensure the safety of
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all employees. In this sense, there was an investment in media (e.g. laptops, smartphones,
tablets) to ensure the normal functioning of the company at work by telematics. The VPN
settings have been adapted for all employees to access remotely. Digital conversation tools
such as Skype, Zoom and Microsoft Teams were also used, gaining expression as the
preferred means of communication between teams and customers. The creation of Google
Sheets made it easier to share information between departments. Some billing processes
were improved through the creation of VBA code, to compose the face-to-face regime at the
billing conference. The printing of paper guides on some customers has been replaced by
digital sending. While the company faced a considerable percentage of teleworkers,
additional solutions had to be created for the periodic training process. In this regard, an e-
learning platform with mandatory training was created. The company recognizes that this is
a scenario affected by the pandemic, but that it will be adopted in the future with good

feedback from employees and their managers.

While the pandemic revolutionized the day-to-day management, companies had to adopt
new working methods and/or redesign the existing ones. Although the success of digital
transformations in the company has been boosted by the pandemic, it was fundamental for
cultural change within the organization, whose focus was innovation and continuous
improvement. It is thus evident that the digital age is increasingly revolutionizing the
organization and its stakeholders, in particular customers who demand greater
responsiveness in digital media. The adaptation of the business model to the digital is the

result of the desire to follow the market and be up to the needs.

In short, while COVID-19 affected the retail and logistics sector, it also served as a wake-
up call to an emerging reality — the digital one. Thus, the modus operandi have been
increasingly focused on e-commerce, e-learning, teleworking, innovative organizational
culture and continuous improvement. Which, in turn has been seen as a mitigating force for
the effects of the disease, but also a driving force for digital transformation. In the post-
COVID-19, the logistics operator under analysis in this article hopes to invest in new
technologies, aiming at a greater integration of robotic and artificial intelligence
technologies in the logistics process, while intending to maintain the advances made in the
digital field.
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111.4. Conclusions

This article aims to fill a gap in the literature in the context of the digital transformation
process and how technological advances in the retail sector have mitigated the effects of
COVID-19. To do so, we used a multi-method research, which included two research
strategies — a systematic literature review and a case study. The use of this methodological
option is justified by the need to deal with a timely phenomenon and for which little is

known. Therefore, the underlying objective is for one method to be used to support the other.

With regard to the theoretical contributions, we have identified several key findings. The
first concerns the foundation of a new customer profile and what is the effect of the digital
age, prior to the COVID-19 pandemic. This profile is due the development of new digital
skills and the adoption of disruptive technological means that enables a greater connection
with companies. The second contribution refers to the identification of a gradual transition
from 14.0 concepts to the traditional retail sector. In other words, we found that retailers and
logistic operators have been looking for technologies that allows them to establish of new
digital interactions with customers and employees. In this regard, we identified structural
and managerial instruments that allowed the development of advances in the field of digital
transformation, as is the case of: obtaining resources and developing an organizational
culture that promotes change, training employees and engaging them in processes, as well
as leadership that can provide the right guidelines. Following, we concluded with the
identification of changes in the organizational modus operandi that made it possible to
mitigate the effects of COVID-19, such as: the increase in e-commerce, e-learning,

teleworking, innovative organizational culture and continuous improvement.

With regard to managerial contributions, this article aims to encourage other companies
in the sector to follow a similar path or to complement the knowledge acquired with new
and relevant information. It is important to note that COVID-19 had a disruptive effect on
companies and reinforced the importance of digital transformation through scenarios that
forced both consumers to adopt other means of relationship with companies (e.g., due to
successive confinements) and companies that had to quickly respond to market demand.
While the digital transformation is back at the center of corporate strategies (if it ever ceased
to be), academics and professionals must be prepared to monitor new phenomena that may

arise in the future and that may once again contribute to the promotion of the digital trend.
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This research is not free of limitations. With regard to the systematic review, this research
presents a snapshot of the reality, since the Scopus database is constantly being updated.
Therefore, it is expected that the results of this research are restricted to the moment in which
it was carried out. It is also likely that relevant manuscripts were left out of the analysis due
to the application of filters. Although PRISMA allows the incorporation of documents that,
in the researcher’s perspective, are relevant. With regard to the case study, this research was
limited to the Portuguese reality. In our opinion, the presented results are a good starting
point, but it does not have the conditions to guarantee generalization. In other words, the
results must be validated in other countries, inside and outside the European context. Future
research may also consider conducting a quantitative and more comprehensive post-
pandemic study to analyze the effects of COVID-19 on the retail industry. In particular, on
those organizations that have chosen not to invest in digital technologies, but also the

COVID-19 effects on companies in which they have chosen to do so.
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CONCLUSIONS

First of all, we would like to highlight that this master thesis had always the aim of filling
a gap in the existing literature, regarding the needs and demands that the retail sector suffered
on the COVID-19 pandemic. This research allowed to identify the various impacts felt by
the retail sector during the pandemic and, therefore, in the future, the retailers will be more
prepared to improve their decision making on that kind of scenario. As argued in the articles,
the sector suffered economic, social and health effects, and those had a direct impact on daily
work. Companies have had to reinvent themselves to resist this new scenario, to keep their
customers and their daily activity. That is why below we highlighted four main topics
founded throughout the research:

Human Capital: Although we are living in a Digital Era and heading towards Industry
4.0, technology was not enough to fight this scenario. The key factor in fighting the
pandemic was human capital and led that fight in retail sector, thus has a social role so that
the population was not affected. As can be identified in most articles, the retail trade was
considered one of the key sectors in this fight against COVID-19, and this was only feasible
because of their workforce. Companies realized that human factor should not be neglected,
and that is the reason why they should focus on investing of protection and hygiene measures
for their employees. In an uncertain and fearful environment, the demand for goods by
population has increased (many of them, non-essential) associated with the
confinement, and it has become an overload for employees due to the need to secure goods
on the shelves to avoid ruptures. Retailers met the expectations and demand of the market
with a quick and effective response from order to delivery, so it was possible to fight the
lassitude effect as well as food shortages. In this regard, the retail sector played a social role
while ensuring the delivery and sale of products to the population. Communication to their
employees was also a solution found by building a foundation of trust and security to avoid
contexts of stress and burnout. Thus, the relation between the company and employee is
strengthened because there is a secure and protective environment. As well, also spill over
to the customers, which could be mean his return to the store after the pandemic. To
guarantee loyal and trust of the customer, retailers must continue investing in protection and
hygiene measures and a strategy that reinforces human factor through environmental

conditions and remuneration for their effort and commitment.
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Change of consumption habits: In pandemic times, the keyword to personify this era is
changing. In light of these scenarios, change can mean opportunities for the retail sector, and
it has indeed happened. The first change was in shopping habits, i.e., the population bought
in larger quantities and gave priority to essential and durable goods. On the one hand, it was
expected that shopping preferences would change over time, as a result of the compulsory
confinement that conditions the frequency of trips to stores. On the other hand, this change
was fast moving and, therefore, the retail sector had to quickly and effectively react, so that
there would be no shortage of products on the shelf. For this reason, it is important that
established business models are flexible and resilient to make sudden decisions under these
conditions, otherwise, they will not hold up. Also, the environment of fear and uncertainty
has leveraged online commerce and the increase in digital consumers has sprouted. This has
resulted in a greater focus on e-commerce and the strengthening of digital strategy. Although
many retailers are still lagging behind in this type of point of sale, they have been forced to
integrate it into their business models to meet the new demands of their customers. Change
and resilience are key success factors for survival and competition in the retail sector in the
face of the measures that will affect the market, and retailers must take into account the

volatility of their consumers' preferences under these types of scenarios.

Digital Transformation: As soon as physical contact was considered a danger, several
retail companies shut down their activities to mitigate the SARS-CoV-2. To protect their
employees, and to go back to normal, several measures were taken, such as teleworking.
With employees working from home, the investment in tools and conditions to perform a
good level of customer service was not overlooked. However, some activities cannot be
performed remotely and so these employees have distanced themselves physically and have
prioritized people-to-people contact through digital communication tools. The digital
transformation required by the pandemic led to a faster evolution in the industry either
through electronic payments in stores, tracking of products, online ordering, and or delivery
forecasts. Unequivocally, it was one of the most mentioned effects through the case study, a
result of the imposition of CoViD-19, but also of the new customer profile of the digital age.
In the business domain, the future paradigm is to develop new digital skills and adopt

disruptive technological means that allow a greater connection with their customers.

The «new normal» after pandemic: The CoViD-19 pandemic has revolutionized

mindsets and beliefs, and therefore the organizational modus operandi have changed and
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will continue to change when the virus is gone. Teleworking, which was once envisioned
for intellectual organizations, is now an applicant practice in various sectors and will remain
a new way of working. Also, the skepticism of using information and communication
technologies has easily fallen by the wayside, and companies have realized the various
benefits of its use. The contribution of digital transformation has also enabled the
identification of a gradual transition of Industry 4.0 concepts in the retail sector, i.e., the
sector is looking to invest in technologies that enable greater digital interaction with both
employees and their customers. The perception of the shopping experience has taken over
from price and product quality, with the customer now prioritizing having the power to
decide when, how, and where they shop. However, as on every path, some obstacles have to
be overcome. That is why, are structural management tools to advance digital
transformation, such as: obtaining resources and developing an organizational culture that
promotes change, training and involving employees in processes, and leadership that can
provide the corrected guidelines. In sum, on this "new normal”, the most felt measures
should not be neglected by retailers for scenarios of this type are the increase of online
commerce, telecommuting, innovative organizational culture, and a commitment to
continuous improvement. Thus, retailers should see these changes as opportunities to build

a sustainable future strategy.

This master thesis is not free from limitations, since it is a compilation of various types
of articles it will be important to conduct further studies on the topic to validate the
conclusions stated so far. The systematic literature review leads to the imposition of
measures and practices on the workforce, and therefore it will be interesting to conduct a
research that studies the negative implications for the productivity, motivation, and well-
being of the retail workforce due to the lassitude effect. The empirical research portrays a
case study in light of the national reality, and therefore it will be relevant to understand its
reproducibility in companies in the industry under the realities of other nations. Indeed, the
event of CoViD-19 is limited in time, as it may not occur again. However, it is encouraged
future academic discussion on the topic to enrich the literature. The validation of the data,
or even the introduction of new constructs, may give rise to build a stronger conceptual

model regarding the effects of CoViD-19 pandemic on the retail sector.

An interesting future research will be confronting the effects built here during the

pandemic with the post-pandemic effects, to see if they remain the same or change. In light
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of this master thesis results, it will be relevant to understand the effects felt by companies
that carried out all the measures mentioned on the case study, but particularly those that did

not opt for the digital strategy and what their outcome was.

Digital Transformation is once again in the focus of companies' strategies and, therefore,
academics and professionals should also be prepared to monitor and control future
phenomenon’s and contribute to the promotion of the digital trend.

54



REFERENCES

Alexandrova, E., & Poddubnaya, M. (2020, May). Digital Technologies Development in
Industry Sectors and Areas of Activity. In: Antipova, T. (eds), Integrated Science in
Digital Age 2020 (pp. 112-124). ICIS 2020. Lecture Notes in Networks and Systems,
vol. 136. Cham, Switzerland: Springer. ISBN 978-3-030-49264-9. https://doi.org/
10.1007/978-3-030-49264-9_10

Allen, R. (2019). Transformational and digital change: a UK perspective. Organisational
and Social Dynamics, 19(2), 143-167.

Almaslamani, F., Abuhussein, R., Saleet, H., AbuHilal, L., & Santarisi, N. (2020). Using
Big Data Analytics to Design an Intelligent Market Basket-Case Study at Sameh Mall.
International Journal of Engineering Research and Technology, 13(1), 3444-3455.
ISSN 0974-3154.

Amazon. (2021, May 29). Amazon Go — Amazon.com.
https://www.amazon.com/b?ie=UTF8&node=16008589011

Andersen, K. G., Rambaut, A., Lipkin, W. 1., Holmes, E. C., & Garry, R. F. (2020). The
proximal origin of SARS-CoV-2. Nature medicine, 26(4), 450-452.
https://doi.org/10.1038/s41591-020-0820-9

Andersen, M. (2020, April 5). Early evidence on social distancing in response to COVID-
19 in the United States. https://dx.doi.org/10.2139/ssrn.3569368

Barann, B. (2018). An IS-Perspective on Omni-channel Management: Development of a
Conceptual Framework to Determine the Impacts of Touchpoint Digitalization on
Retail Business Processes. In Research-in-Progress Papers, Proceedings of ECIS
2018 Proceedings, Portsmouth, UK.

Barann, B., Betzing, J., Niemann, M., Hoffmeister, B., & Becker, J. (2020). Exploring
customers’ likeliness to use e-service touchpoints in brick and mortar retail. Electronic
Markets, 1-23. https://doi.org/10.1007/s12525-020-00445-0

55



Bartsch, S., Weber, E., Bittgen, M., & Huber, A. (2020). Leadership matters in crisis-
induced digital transformation: how to lead service employees effectively during the
COVID-19 pandemic. Journal of Service Management, 32(1), 71-85.
https://doi.org/10.1108/JOSM-05-2020-0160

Belzunegui-Eraso, A., & Erro-Garcés, A. (2020). Teleworking in the Context of the Covid-
19 Crisis. Sustainability, 12(9), Article 3662. https://doi.org/10.3390/su12093662

Blaxter, L. (2010). How to Research (pp. 99-131). McGraw-Hill Education: New York,
USA.

Blit, J. (2020). Automation and reallocation: will COVID-19 usher in the future of work?.
Canadian Public Policy, 46(S2), S192-S202. https://doi.org/10.3138/cpp.2020-065

Bollweg, L., Lackes, R., Siepermann, M., & Weber, P. (2020). Drivers and barriers of the
digitalization of local owner operated retail outlets. Journal of Small Business &
Entrepreneurship, 32(2), 173-201. https://doi.org/10.1080/08276331.2019.1616256

Bove, L. & Benoit, S. (2020). Restrict, clean and protect: signalling consumer safety during
the pandemic and beyond. Journal of Service Management, 31(6), 1185-1202.
https://doi.org/10.1108/JOSM-05-2020-0157

Bowen, G. (2009). Document analysis as a qualitative research method. Qualitative research
journal, 9(2), 27-40. https://doi.org/10.3316/QRJ0902027

Brehm, L., & Klein, B. (2017). Applying the research on product-service systems to smart
and connected products. In: Abramowicz, W., Alt, R., Franczyk, B. (eds), Business
Information Systems Workshops (pp. 311-319). BIS 2016. Lecture Notes in Business
Information Processing, vol. 263. Cham, Switzerland: Springer. ISBN 978-3-319-
52464-1. https:/doi.org/10.1007/978-3-319-52464-1 28

Bretas, V. P. G., & Alon, 1. (2020). The impact of COVID-19 on franchising in emerging
markets: An example from Brazil. Global Business and Organizational Excellence,
39(6), 6-16. https://doi.org/10.1002/joe.22053

56



Brewer, J., & Hunter, A. (2006). Foundations of multimethod research: Synthesizing styles
(pp. 1-14). SAGE Publication: Thousand Oaks, California., USA.

Brewin, D. (2020). The impact of COVID-19 on the grains and oilseeds sector. Canadian
Journal of Agricultural Economics/Revue canadienne d'agroeconomie, 68(2), 185-
188. https://doi.org/10.1111/cjag.12239

Bulovi¢, V., & Covié, Z. (2020). The Impact of Digital Transformation on Sustainability in
Fashion Retail. In Proceedings of 2020 IEEE 18th International Symposium on
Intelligent Systems and Informatics (SISY) (pp. 149-154.). New York, USA: IEEE.
ISBN 978-1-7281-7352-8. https://doi.org/10.1109/S1SY50555.2020.9217087

Cahyadi, I. (2020). Developing Digital Application to Improve Business Process
Sustainability in an Indonesian Fast Moving Consumer Goods Company. In Journal
of Physics: Conference Series (Vol. 1569, pp. 1-9). Bristol, UK: 10P Publishing.
https://doi.org/10.1088/1742-6596/1569/3/032023

Castagna, F., Centobelli, P., Cerchione, R., Esposito, E., Oropallo, E., & Passaro, R. (2020).
Customer Knowledge Management in SMEs Facing Digital Transformation.
Sustainability, 12(9), 3899. https://doi.org/10.3390/su12093899

Cattaruzza, M. S., Zaga, V., Gallus, S., D’Argenio, P., & Gorini, G. (2020). Tobacco
smoking and COVID-19 pandemic: old and new issues. A summary of the evidence
from the scientific literature. Acta Bio Medica: Atenei Parmensis, 91(2), 106-112.
https://dx.doi.org/10.23750%2Fabm.v91i2.9698

Chaparro-Peléez, J., Acquila-Natale, E., Hernandez-Garcia, A., & Iglesias-Pradas, S. (2020).
The digital transformation of the retail electricity market in Spain. Energies, 13(8),
2085. https://doi.org/10.3390/en13082085

Cheng, M., Edwards, D., Darcy, S., & Redfern, K. (2018). A tri-method approach to a review
of adventure tourism literature: Bibliometric analysis, content analysis, and a
quantitative systematic literature review. Journal of Hospitality & Tourism Research,
42(6), 997-1020. https://doi.org/10.1177%2F1096348016640588

57


https://doi.org/10.3390/en13082085

Chernova, D., Sharafutdinova, N., Nurtdinov, 1., Valeeva, Y., & Kuzmina, L. (2020). The
transformation of the customer value of retail network services under digitalization.
In: Ashmarina, S., Vochozka, M., Mantulenko, V. (eds), Digital Age: Chances,
Challenges and Future (pp. 252-260). ISCDTE 2019. Lecture Notes in Networks and
Systems vol. 84. Cham, Switzerland: Springer. ISBN 978-3-030-27015-5.
https://doi.org/10.1007/978-3-030-27015-5_31

Cohen, B. H., Busis, N. A., & Ciccarelli, L. (2020). Coding in the world of COVID-19: non-
face-to-face evaluation and management care. CONTINUUM: Lifelong Learning in
Neurology, 26(3), 785-798. https://doi.org/10.1212/CON.0000000000000874

Cordeiro, A. M., Oliveira, G. M. D., Renteria, J. M., & Guimaraes, C. A. (2007). Systematic
review: a narrative review. Revista do colégio Brasileiro de Cirurgides, 34(6), 428-
431. http://dx.doi.org/10.1590/S0100-69912007000600012

Corso, M., Giovannetti, G., Guglielmi, L., & Vaia, G. (2018). Conceiving and implementing
the digital organization. In: Bongiorno, G., Rizzo, D., Vaia, G. (eds), CIOs and the
Digital Transformation (pp. 181-203). Cham, Switzerland: Springer. ISBN 978-3-
319-31026-8. https://doi.org/10.1007/978-3-319-31026-8_10

Cranfield, J. A. (2020). Framing consumer food demand responses in a viral
pandemic. Canadian Journal of Agricultural Economics/Revue canadienne
d'agroeconomie, 68(2), 151-156. https://doi.org./10.1111/cjag.12246

Donthu, N., & Gustafsson, A. (2020). Effects of COVID-19 on business and research.
Journal of business research, 117, 284-289.
https://dx.doi.org/10.1016%2Fj.jbusres.2020.06.008

Douglas, M., Katikireddi, S. V., Taulbut, M., McKee, M., & McCartney, G. (2020).
Mitigating the wider health effects of covid-19 pandemic response. Bmj, 369, 1-6.
https://doi.org/10.1136/bmj.m1557

Falagas, M., Pitsouni, E., Malietzis, G., & Pappas, G. (2008). Comparison of PubMed,
Scopus, web of science, and Google scholar: strengths and weaknesses. The FASEB
Journal, 22(2), 338-342. https://doi.org/10.1096/f].07-9492L.SF

58


https://dx.doi.org/10.1016%2Fj.jbusres.2020.06.008

Fauci, A. S., Lane, H. C., & Redfield, R. R. (2020). Covid-19—navigating the uncharted.
The New England Journal of  Medicine, 382(13), 1268-1269.
https://doi.org/10.1056/NEJMe2002387

Fenwick, M., McCahery, J., & Vermeulen, E. (2019). The end of corporate governance:
hello platform governance. European Business Organization Law Review, 20(1), 171-
199. https://doi.org/10.1007/s40804-019-00137-z

Fernandes, N. Economic Effects of Coronavirus Outbreak (COVID-19) on the World
Economy (March 22, 2020). IESE Business School Working Paper No. WP-1240-E,
Available at SSRN: https://ssrn.com/abstract=3557504 or
http://dx.doi.org/10.2139/ssrn.3557504

Fernandes, J., Reis, J., Meldo, N., Teixeira, L., & Amorim, M. (2021). The Role of Industry
4.0 and BPMN in the Arise of Condition-Based and Predictive Maintenance: A Case
Study in the Automotive Industry. Applied Sciences, 11(8), 3438.
https://doi.org/10.3390/app11083438

Ferreira, M., Moreira, F., Pereira, C., & Durdo, N. (2020). The Digital Transformation at
Organizations—-The Case of Retail Sector. In World Conference on Information
Systems and Technologies, Budva, Montenegro, pp. 560-567.
https://doi.org/10.1007/978-3-030-45688-7_56

Filotto, U., Caratelli, M., & Fornezza, F. (2020). Shaping the digital transformation of the
retail banking industry. Empirical evidence from Italy. European Management
Journal, 1-10. https://doi.org/10.1016/j.emj.2020.08.004

Gill, P., Stewart, K., Treasure, E., & Chadwick, B. (2008). Methods of data collection in
qualitative research: interviews and focus groups. British Dental Journal, 204(6), 291-
295. https://doi.org/10.1038/bdj.2008.192

Goddard, E. (2020). The impact of COVID-19 on food retail and food service in Canada:
Preliminary assessment. Canadian Journal of Agricultural Economics/Revue
canadienne d'agroeconomie, 1-5. https://dx.doi.org/10.1111%2Fcjag.12243

59


https://doi.org/10.1056/NEJMe2002387

Gray, R. S. (2020). Agriculture, transportation, and the COVID-19 crisis. Canadian Journal
of Agricultural Economics/Revue canadienne d'agroeconomie, 68(2), 239-243.
https://doi.org/10.1111/cjag.12235

Gupta, V., Ivanov, D., & Choi, T. (2020). Competitive Pricing of Substitute Products under
Supply Disruption. Omega, 101, Article 102279.
https://doi.org/10.1016/j.0mega.2020.102279

Hailu, G. (2020). Economic thoughts on COVID-19 for Canadian food processors.
Canadian Journal of Agricultural Economics/Revue canadienne d‘agroeconomie,
68(2), 163-169. https://doi.org/10.1111/cjag.12241

Hall, M. C., Prayag, G., Fieger, P., & Dyason, D. (2020). Beyond panic buying: consumption
displacement and COVID-19. Journal of Service Management, 32(1), 113-128.
https://doi.org/10.1108/JOSM-05-2020-0151

Hamidi, S., Yusof, M., Shuhidan, S. M., & Kadir, S. (2019). IR4.0: Unmanned store apps.
Indonesian Journal of Electrical Engineering and Computer Science, 17(3), 1540-
1547.

Harzing, A. W., & Alakangas, S. (2016). Google Scholar, Scopus and the Web of Science:
a longitudinal and cross-disciplinary comparison. Scientometrics, 106(2), 787-804.
https://doi.org/10.1007/s11192-015-1798-9

Hauser, M., Glnther, S., Flath, C., & Thiesse, F. (2019). Towards digital transformation in
fashion retailing: A design-oriented IS research study of automated checkout systems.
Business & Information Systems Engineering, 61(1), 51-66.
https://doi.org/10.1007/s12599-018-0566-9

Hernandez-Mejia, G., & Hernandez-Vargas, E. A. (2020). When is SARS-CoV-2 in your
shopping  list?. Mathematical ~ biosciences, 328,  Article  108434.
https://doi.org/10.1016/j.mbs.2020.108434

Hough, J., & Chan, K. (2018). Factors influencing the acceptance of digital banking: An

empirical study in South Africa based on the enhanced Technology Acceptance

60



Model. In Proceedings of the 27th Annual Conference of the International Association
for Management of Technology (IAMOT 2018), Birmingham, UK, pp. 22-26.

Huynh, T. L. D. (2020). Does culture matter social distancing under the COVID-19
pandemic?. Safety Science, 130, Avrticle 104872.
https://doi.org/10.1016/j.ssci.2020.104872

Ihle, R., Rubin, O. D., Bar-Nahum, Z., & Jongeneel, R. (2020). Imperfect food markets in
times of crisis: economic consequences of supply chain disruptions and fragmentation
for local market power and urban vulnerability. Food Security, 12(4), 727-734.
https://doi.org/10.1007/s12571-020-01084-1

Ivanova, N. (2021). The future of retail: Innovations and basic trends. In: Ashmarina, S. 1.,
Horak, J., Vrbka, J., Sulet, P. (eds), Economic Systems in the New Era: Stable Systems
in an Unstable World (pp. 157-163). IES 2020. Lecture Notes in Networks and
Systems, vol. 160. Cham, Switzerland: Springer. ISBN 978-3-030-60929-0.
https://doi.org/10.1007/978-3-030-60929-0_21

Jorgensen, D. (1989). Participant Observation: A Methodology for Human Studies. SAGE
Publications: Newbury Park, California, USA.

Jung, Y. C., McFarlane, A., & Das, A. (2020). The effect of minimum wages on consumption
in Canada. The Economic and Labour Relations Review, Article 1035304620949950.
https://doi.org/10.1177/1035304620949950

Katrakazas, C., Michelaraki, E., Sekadakis, M., & Yannis, G. (2020). A descriptive analysis
of the effect of the COVID-19 pandemic on driving behavior and road safety.
Transportation research interdisciplinary perspectives, 7, Article 100186.
https://doi.org/10.1016/j.trip.2020.100186

Koncar, J., Grubor, A.; Mari¢, R., Vucenovi¢, S., Vukmirovi¢, G. (2020). Setbacks to l1oT
implementation in the function of FMCG supply chain sustainability during COVID-
19 pandemic. Sustainability, 12(18), 7391. https://doi.org/10.3390/su12187391

61



Kohli, R., & Johnson, S. (2011). Digital Transformation in Latecomer Industries: CIO and
CEOQO Leadership Lessons from Encana Oil & Gas (USA) Inc. MIS Quarterly
Executive, 10(4), 141-156.

Kothari, U., & Seetharaman, A. (2020). Impact of Digital Transformation on Retail Banking
Industry in the UAE. In: Sharma, S. K., Dwivedi, Y. K., Metri, B., Rana, N. P. (eds),
Re-imagining Diffusion and Adoption of Information Technology and Systems: A
Continuing Conversation (pp. 425-438). TDIT 2020. IFIP Advances in Information
and Communication Technology, vol. 617. Cham, Switzerland: Springer. ISBN 978-
3-030-64849-7. https://doi.org/10.1007/978-3-030-64849-7_38

Kraenzlin, S., Meyer, C., & Nellen, T. (2020). COVID-19 and regional shifts in Swiss retail
payments. Swiss Journal of Economics and Statistics, 156(1), 1-20.
https://doi.org/10.1186/s41937-020-00061-x

Krasonikolakis, 1., Tsarbopoulos, M., & Eng, T. Y. (2020). Are incumbent banks bygones
in the face of digital transformation?. Journal of General Management, 46(1), 60-69.
https://doi.org/10.1177%2F0306307020937883

Kumar, M. S., Raut, R. D., Narwane, V. S., & Narkhede, B. E. (2020). Applications of
industry 4.0 to overcome the COVID-19 operational challenges. Diabetes & Metabolic
Syndrome: Clinical Research & Reviews, 14(5), 1283-1289.
https://doi.org/10.1016/j.dsx.2020.07.010

Laato, S., Islam, A. N., Farooqg, A., & Dhir, A. (2020). Unusual purchasing behavior during
the early stages of the COVID-19 pandemic: The stimulus-organism-response
approach. Journal of Retailing and Consumer Services, 57, Article 102224.
https://doi.org/10.1016/j.jretconser.2020.102224

Lewnard, J. A, & Lo, N. C. (2020). Scientific and ethical basis for social-distancing
interventions against COVID-19. Lancet Infectious diseases, 20(6), 631-633.
https://doi.org/10.1016/S1473-3099(20)30190-0

Li, Q., Guan, X., Wu, P., Wang, X., Zhou, L., Tong, Y., Ren, R., Leung, K. S. M., Lau, E.
H.Y., Wong, J. Y., Xing, X., Xiang, N., Wu, Y., Li, C., Chen, Q., Li, D., Liu, T., Zhao,

62



J., Li, M.,... & Feng, Z. (2020). Early transmission dynamics in Wuhan, China, of
novel coronavirus—infected pneumonia. New England Journal of Medicine, 282, 1-9.
https://doi.org/10.1056/NEJM0a2001316

Liberati, A., Altman, D., Tetzlaff, J., Mulrow, C., Ggtzsche, P., loannidis, J., Clarke, M.,
Devereaux, P., Kleijnen, J., & Moher, D. (2009). The PRISMA statement for reporting
systematic reviews and meta-analyses of studies that evaluate health care
interventions: explanation and elaboration. Journal of Clinical Epidemiology, 62(10),
el-e34. https://doi.org/10.1016/j.jclinepi.2009.06.006

Lopes, M., & Reis, J. (2021). The Influence of COVID-19 in Retail: A Systematic Literature
Review. In: Rocha, A., Adeli, H., Dzemyda, G., Moreira, F., Ramalho Correia, A. M.
(eds), Trends and Applications in Information Systems and Technologies (pp. 171-
181). WorldCIST 2021. Advances in Intelligent Systems and Computing vol. 29. Cham,
Switzerland: Springer. ISBN 978-3-030-72651-5. https://doi.org./10.1007/978-3-030-
72651-5

Loske, D., & Klumpp, M. (2020). Verifying the effects of digitalisation in retail logistics: an
efficiency-centred approach. International Journal of Logistics Research and
Applications, 1-25. https://doi.org/10.1080/13675567.2020.1815681

Lucefio-Moreno, L., Talavera-Velasco, B., Garcia-Albuerne, Y., & Martin-Garcia, J.
(2020). Symptoms of posttraumatic stress, anxiety, depression, levels of resilience and
burnout in Spanish health personnel during the COVID-19 pandemic. International
journal of environmental research and public health, 17(15), 5514.
https://doi.org/10.3390/ijerph17155514

Martin-Neuninger, R., & Ruby, M. B. (2020). What Does Food Retail Research Tell Us
About the Implications of Coronavirus (COVID-19) for Grocery Purchasing Habits?.
Frontiers in Psychology, 11. https://dx.doi.org/10.3389%2Ffpsyg.2020.01448

McKibbin, W., & Fernando, R. (2021). The global macroeconomic impacts of COVID-19:
Seven scenarios. Asian Economic Papers, 20(2), 1-30.
https://doi.org/10.1162/asep_a 00796

63



Mejia, G. H., & Hernandez-Vargas, E. A. (2020). When is SARS-CoV-2 in your shopping
list?. Mathematical biosciences, 328, Article 108434.
https://doi.org/10.1101/2020.06.11.20128850

Moher, D., Liberati, A., Tetzlaff, J., & Altman, D. G. (2009). Preferred reporting items for
systematic reviews and meta-analyses: the PRISMA statement. PLoS medicine, 6(7),
Acrticle €1000097. https://doi.org/10.1371/journal.pmed.1000097

Mollenkopf, D. A., Ozanne, L. K., & Stolze, H. J. (2020). A transformative supply chain
response to COVID-19. Journal of Service Management, 32(2), 190-202.
https://doi.org/10.1108/JOSM-05-2020-0143

Mongeon, P., & Paul-Hus, A. (2016). The journal coverage of Web of Science and Scopus:
a comparative analysis. Scientometrics, 106(1), 213-228.
https://doi.org/10.1007/s11192-015-1765-5

Mugge, P., Abbu, H., Michaelis, T., Kwiatkowski, A., & Gudergan, G. (2020). Patterns of
digitization: A practical guide to digital transformation. Research-Technology
Management, 63(2), 27-35. https://doi.org/10.1080/08956308.2020.1707003

Ntounis, N., Mumford, C., Lorofio-Leturiondo, M., Parker, C., & Still, K. (2020). How safe
is it to shop? Estimating the amount of space needed to safely social distance in various
retail environments. Safety Science, 132, Article 104985.
https://doi.org/10.1016/j.ssci.2020.104985

Pachetti, M., Marini, B., Giudici, F., Benedetti, F., Angeletti, S., Ciccozzi, M.,
Masciovecchio, C., Ippodrino R., & Zella, D. (2020). Impact of lockdown on Covid-
19 case fatality rate and viral mutations spread in 7 countries in Europe and North
America. Journal of Translational Medicine, 18(1), 1-7.
https://doi.org/10.1186/s12967-020-02501-x

Pantano, E., Pizzi, G., Scarpi, D., & Dennis, C. (2020). Competing during a pandemic?
Retailers’ ups and downs during the COVID-19 outbreak. Journal of Business
Research, 116, 209-213. https://doi.org/10.1016/j.jbusres.2020.05.036

64



Patton, M. Q. (2005). Qualitative research. Encyclopedia of statistics in behavioral science,
3, 1633-1636. https://doi.org/10.1002/0470013192.bsa514

Petticrew, M., & Roberts, H. (2006). How to appraise the studies: an introduction to
assessing study quality. In Systematic reviews in the social sciences: A practical guide
(pp. 125-163). UK: Blackwell Publishing. ISBN 978-1-4051-2110-1.

Pfefferbaum, B., & North, C. S. (2020). Mental health and the Covid-19 pandemic. New
England Journal of Medicine, 383(6), 510-512.
https://doi.org/10.1056/NEJMp2008017

Rahaman, S., Mohammed, S., Manchanda, T., & Mahadik, R. (2019). E-Pharm Assist: The
Future Approach for Dispensing Medicines in Smart Cities. In 2019 International
Conference on Digitization (ICD) (pp. 263-267). New York, USA: IEEE. ISBN 978-
1-7281-3841-1. https:/doi.org/ https://doi.org/10.1109/ICD47981.2019.9105747

Reis, J., Amorim, M., Meldo, N., & Matos, P. (2018). Digital transformation: A literature
review and guidelines for future research. In: Rocha, A., Adeli, H., Reis, L. P.,
Costanzo, S. (eds), Trends and Advances in Information Systems and Technologies
(pp. 411-421). WorldCIST'18 2018. Advances in Intelligent Systems and Computing,
vol 745, Cham, Switzerland:  Springer. ISBN  978-3-319-77703-0.
https://doi.org/10.1007/978-3-319-77703-0_41

Reis, J., Amorim, M., Meldo, N., Cohen, Y., & Rodrigues, M. (2019). Digitalization: a
literature review and research agenda. In: Anisic, Z., Lalic, B., Gracanin, D. (eds),
Proceedings on 25™ International Joint conference on Industrial Engineering and
Operations Management — IJCIEOM (pp. 443-456.). IJCIEOM 2019. Lecture Notes
on Multidisciplinary Industrial Engineering. Cham, Switzerland: Springer. ISBN 978-
3-030-43616-2. https://doi.org/10.1007/978-3-030-43616-2_47

Reis, J., Meléo, N., Salvadorinho, J., Soares, B., & Rosete, A. (2020a). Service robots in the
hospitality industry: The case of Henn-na hotel, Japan. Technology in Society, 63,
101423. https://doi.org/10.1016/j.techsoc.2020.101423

65


https://doi.org/10.1007/978-3-319-77703-0_41

Reis, J., Santo, P., & Meldo, N. (2020b). Impact of artificial intelligence research on politics
of the European Union member states: The case study of Portugal. Sustainability,
12(17), 6708. https://doi.org/10.3390/su12176708

Reis, J., Cohen, Y., Meldo, N., Costa, J., & Jorge, D. (2021). High-Tech Defense Industries:
Developing Autonomous Intelligent Systems. Applied Sciences, 11(11), 4920.
https://doi.org/10.3390/app11114920

Richards, T. J., & Rickard, B. (2020). COVID-19 impact on fruit and vegetable markets.
Canadian Journal of Agricultural Economics/Revue canadienne d‘agroeconomie,
68(2), 189-194. https://doi.org/10.1111/cjag.12231

Rode, D., & Stammen-Hegener, C. (2019). The impact of using digital technologies within
the personal sales conversation at the POS on customer satisfaction - A mixed-methods
investigation within the retail-industry. In: Pucihar, A., Borstnar, M. K., Bons, R.,
Seitz, J., Cripps, H., Vidmar, D. (eds), 32nd Bled eConference Humanizing
Technology for a Sustainable Society (pp. 1165-1176). BLED 201-Conference
Proceedings, 1% ed. Maribor, Slovenia: University of Maribor Press. ISBN 978-961-
286-280-0. https://doi.org/10.18690/978-961-286-280-0.64

Rothan, H., & Byrareddy, S. (2020). The epidemiology and pathogenesis of coronavirus
disease (COVID-19) outbreak. Journal of Autoimmunity, 109, Article 102433.
https://doi.org/10.1016/j.jaut.2020.102433

Rude, J. (2020). COVID-19 and the Canadian cattle/beef sector: Some preliminary analysis.
Canadian Journal of Agricultural Economics/Revue canadienne d‘agroeconomie,
68(2), 207-2013. https://doi.org/10.1111/cjag.12228

Saunders, M. N., & Townsend, K. (2016). Reporting and justifying the number of interview
participants in organization and workplace research. British Journal of Management,
27(4), 836-852. https://doi.org/10.1111/1467-8551.12182

Seawright, J. (2016). Multi-Method Social Science: Combining Qualitative and Quantitative
Tools (pp. 1-13). University Press: Cambridge, UK.

66



Shahbaz, M., Bilal, M., Moiz, A., Zubair, S., & Igbal, H. (2020). Food safety and COVID-
19: precautionary measures to limit the spread of coronavirus at food service and retail
sector. Journal of Pure and Applied Microbiology, 14(1), Article 6203, 749-756.
https://doi.org/10.22207/JPAM.14.SPL1.12

Sheth, J. (2020). Impact of Covid-19 on consumer behavior: Will the old habits return or
die?. Journal of Business Research, 117, 280-283.
https://doi.org/10.1016/j.jbusres.2020.05.059

Shetty, G., Nougarahiya S., Mandloi D., Sarsodia T., & Dabade S. J. (2020). COVID-19 and
Indian Commerce: An Analysis of Fast Moving Consumer Goods (FMCG), and Retail
Industries of Tomorrow. International Journal of Current Research and Review,
12(17), 23-31. http://dx.doi.org/10.31782/1JCRR.2020.121715

Singh, A., & Thirumoorthi, P. (2019). The Impact of Digital Disruption Technologies on
Customer Preferences: The Case of Retail Commerce. International Journal of Recent
Technology and Engineering (IJRTE), 8, 1255-1261.

Siriwardhana, Y., De Alwis, C., Gir, G., Ylianttila, M., & Liyanage, M. (2020). The fight
against the COVID-19 pandemic with 5G technologies. IEEE Engineering
Management Review, 48(3), 72-84.
https://doi.org/https://doi.org/10.1109/EMR.2020.3017451

SNS - Servico Nacional de Saude. (2020, October 18). https://www.sns.gov.pt/

Souza, C., Szafir-Goldstein, C., & Aagaard, A. (2020). 10T in the Context of Digital
Transformation and Business Model Innovation: the case of a traditional Brazilian
wholesaler. In Proceedings of the 2020 Global Internet of Things Summit (GIoTS) (pp.
1-6). New  York City, USA: IEEE. ISBN 978-1-7281-6728-2.
https://doi.org/10.1109/G10TS49054.2020.9119527

Stange, K., Crabtree, B., Miller, W. (2006, July 1). Publishing multimethod research. The
Annals of Family Medicine, 4(4), 292-294. https://doi.org/10.1370/afm.615

67



Suel, E., & Polak, J. (2018). Incorporating online shopping into travel demand modelling:
challenges, progress, and opportunities. Transport Reviews, 38(5), 576-601.
https://doi.org/10.1080/01441647.2017.1381864

Sujata, J., Mukul, P., & Hasandeep, K. (2019). Role of Smart Communication Technologies
for Smart Retailing. International Journal of Innovative Technology and Exploring
Engineering, 8, 213-218.

Sund, K., Bogers, M., & Sahramaa, M. (2021). Managing business model exploration in
incumbent firms: A case study of innovation labs in European banks. Journal of
Business Research, 128, 11-19. https://doi.org/10.1016/j.jbusres.2021.01.059

Tanveer, M., Hassan, S., & Bhaumik, A. (2020). Covid-19 Quarantine and Consumer
Behavior that change the trends of Business Sustainability & Development. Academy
of Strategic Management Journal, 19(4). ISSN: 1939-6104.

Van Dyk, R., & Van Belle, J. (2019). Drivers and Challenges for Digital Transformation in
the South African Retail Industry. In: Ziemba, E. (Ed.), Information Technology for
Management: Current Research and Future Directions. Lectures Notes in Business
Information Processing (pp. 42-62). Cham, Switzerland: Springer. ISBN 978-3-030-
43352-9. https://doi.org/10.1007/978-3-030-43353-6_3

vom Brocke, J., Fay, M., Bohm, M., & Haltenhof, V. (2017). Shaping the Digital Enterprise:
Trends and Use Cases in Digital Innovation and Transformation. In: Oswalo, G.,
Kleinemeier, M. (Eds.), Creating a market analytics tool that marketers love to use: a
case of digital transformation at Beiersdorf (pp. 197-217). Cham, Switzerland:
Springer. ISBN 978-3-319-40967-2. https://doi.org/10.1007/978-3-319-40967-2

Wagner, A. F. (2020). What the stock market tells us about the post-COVID-19
world. Nature Human Behaviour, 4(5), 440. https://doi.org/10.1038/s41562-020-
0869-y

Wang, Y., Xu, R., Schwartz, M., Ghosh, D., & Chen, X. (2020). COVID-19 and Retail

Grocery Management: Insights From a Broad-Based Consumer Survey. IEEE

68



Engineering Management Review, 48(3), 202-211.
https://doi.org/10.1109/EMR.2020.3011054

Wohllebe, A., Dirrler, P., & Podruzsik, S. (2020). Mobile Apps in Retail: Determinants of

Consumer Acceptance—A Systematic Review. International Journal of Interactive

Mobile Technologies, 14(20), 1-12. Accessed on January 15, 2021 from

https://www.learntechlib.org/p/218500/

Wolpert, S., & Roth, A. (2020). Development of a classification framework for technology
based retail services: a retailers’ perspective. The International Review of Retail,

Distribution and Consumer Research, 30(5), 498-537.
https://doi.org/10.1080/09593969.2020.1768575

World Health Organization. (2020a). Novel Coronavirus disease (2019-nCoV) Situation

Report — 11. https://www.who.int/docs/default-source/coronaviruse/situation-

reports/20200131-sitrep-11-ncov.pdf?sfvrsn=de7c0f7_4 (accessed on February 16,
2021).

World Health Organization. (2020b). Coronavirus disease 2019 (COVID-19) Situation

Report 51. https://www.who.int/docs/default-source/coronaviruse/situation-

reports/20200311-sitrep-51-covid-19.pdf?sfvrsn=1ba62e57 10
February 16, 2021).

(accessed on

Word Health Organization. (2020c). Coronavirus disease (COVID-19) advice for the public.

https://www.who.int/emergencies/diseases/novel-coronavirus-2019/advice-for-public
(accessed on February 16, 2021).

World Health Organization. (2020d). Coronavirus disease 2019 (COVID-19): situation

report, 82. https://www.who.int/docs/default-source/coronaviruse/situation-

reports/20200411-sitrep-82-covid-19.pdf?sfvrsn=74a5d15 2 (accessed on February
16, 2021).

Wu, D., Wu, T, Liu, Q., & Yang, Z. (2020). The SARS-CoV-2 outbreak: what we know.
International Journal of Infectious

https://doi.org/10.1016/j.ijid.2020.03.004

Diseases, 94, 44-48.

69


https://www.learntechlib.org/p/218500/

Yang, P., & Wang, X. (2020). COVID-19: a new challenge for human beings. Cellular &
molecular immunology, 17(5), 555-557. https://doi.org/10.1038/s41423-020-0407-x

Yin, R. K. (2003). Case Study Research Design and Methods (3" ed., Vol. 5). SAGE
publications: Thousand Oaks, California, USA.

Yin, R. K. (2015). Qualitative research from start to finish (\Vol. 2, pp. 3-53). Guilford
publications: New York, USA.

Yin, R. K. (2018). Case Study Research and Applications: Design and Methods (6™ ed.,
Vol.). SAGE publications: Thousand Oaks, California, USA.

Zaychenko, I., Smirnova, A., Shytova, Y., Mutalieva, B., & Pimenov, N. (2020). Digital
Logistics Transformation: Implementing the Internet of Things (10T). In: Schaumburg,
H., Korablev, V., Ungvari, L. (eds), International Conference on Technological
Transformation: A New Role for Human, Machines and Management (pp. 189-200).
Lecture Notes in Networks and Systems, vol. 157. Cham, Switzerland: Springer. ISBN:
978-3-030-64430-7. https://doi.org/10.1007/978-3-030-64430-7_16

Zhang, T., Wu, Q., & Zhang, Z. (2020). Probable pangolin origin of SARS-CoV-2 associated
with the COVID-19 outbreak. Current Biology, 30(7), 1346-1351.
https://doi.org/10.1016/j.cub.2020.03.022

Zheng, Y. Y., Ma, Y. T, Zhang, J. Y., & Xie, X. (2020). COVID-19 and the cardiovascular
system. Nature Reviews Cardiology, 17(5), 259-260.

70



APPENDIX Al

Interview Script 1

Theme: Impacts of COVID-19 on Retail - a Case Study
Sample: Employees of a logistics operator (Portugal)

Objective of the Interview: To collect as much data and information as possible from
the collaborators to measure the important constructs for the object of study. It aims to
understand the main impacts of COVID-19 on the company, with effect on both its
employees and its customers. Identify what measures and practices were adopted during this

context.
Interview Location: Logistics Operator - Head Office in Portugal

Time: The estimated time per interview is 45 minutes, however it can be interrupted and

resumed whenever the absence of the interviewee(s) is justified.

1. Previous Notes
a. The semi-structured interview, which was intended to be an asset for the
study, was one of the selected data collection sources since it obtains a large
amount of information that is voluntarily provided by the interviewee;
b. The interviewer must take into account the object of study; however, it may
allow the interviewee to discuss, but there is always control over the initial

theme of the interview.

2. Interview Protocol
a. Institutional Presentation:
b. Presentation of the object of study;
c. Request for authorization for recording and transcription of the interview(s);

d. Ensuring the confidentiality of the interviewee(s).

3. Generic Information

a. Name;
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b.
C.
d.

Department and Function;
Contract arrangements;

Period working in the company.

4. Key issues

a.
b.

What is the role of the logistics operator in covid19 context?
What measures and practices have been implemented during the COVID-19
context?
Who were these measures addressed to?
How is compliance with these measures and practices regulated/monitored?
What are the main changes caused by the epidemic with effect on daily work
(volume, number of working hours,urgent requests, etc.)?
Do you consider that THE were useful in this phase of the pandemic for the
logistics process? If so, to what extent?
Have communication channels been used to disseminate any strategy?

i. If so, what and what kind of information?

ii. And what was the result of this information strategy?

5. Final Comments

a.

In situations that the interviewee intends to suggest additional information to
the interviewer that he considers relevant to the investigation, this
opportunity should be given;

Thank the participation and collaboration of the interviewee(s).
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APPENDIX A2

Interview Script 2

Theme: Towards Digital Transformation: A multi-method investigation to identify the

impacts of CoViD-19 on the retail industry
Sample: Employees of a logistics operator (Portugal)

Objective of the Interview: To collect as much data and information as possible from
the collaborators to measure the important constructs for the object of study. It aims to assess
whether the current pandemic, caused by COVID-19 disease, contributed to the acceleration
of the digital transformation process. And, if so, how and in what measures/practices it was

reflected.
Interview Location: Logistics Operator - Head Office in Portugal

Time: The estimated time per interview is 45 minutes, however it can be interrupted and

resumed whenever the absence of the interviewee(s) is justified.

1. Previous Notes
a. The semi-structured interview, which was intended to be an added value for
the study, was one of the selected data collection sources, since it obtains a
large amount of information that is voluntarily provided by the interviewee;
b. The interviewer must take into account the object of study, however, may
allow the interviewee to discuss, and there is always control over the initial

theme of the interview.

2. Interview Protocol
a. Institutional Presentation:
b. Presentation of the object of study;

c. Request for authorization for recording and transcription of the interview(s);

o

Ensuring the confidentiality of the interviewee(s).
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3. Generic Information

a.
b.
C.
d.

Name;
Department and Function;
Contract arrangements;

Period working in the company.

4. Key issues

a.
b.

What do you mean by digital transformation?
Are you aware if any of these processes have occurred or occurs in the
company?
i. If so, what and when?
ii. What was the result(s)?
What factors do you identify as crucial to a digital transformation in the
enterprise?
Are you aware of the use of modern technologies in the company's
operations?
I. If you know each other, which ones?
ii. What are the advantages and disadvantages of its use?
Do you consider that the context of COVID-19 has contributed to the
acceleration of digital transformation?
I. Ifso, in what way?
ii. And what was the result?
In your opinion, does the company still have the potential to improve digital
transformation?
I. Ifso, in what way?
ii. And what will it take to achieve?
iii. Do you consider that the implementation of these technologies has

parallelism in other companies in the same sector?

5. Final Comments
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In situations that the interviewee intends to suggest additional information to

the interviewer that he considers relevant to the investigation, this

opportunity should be given;
Thank the participation and collaboration of the interviewee(s).

75



