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ABSTRACT

This research paper aims to reach the impact of online service facilities on general retail business
in Surat city during to post Covid 19 session. The situation before Covid-19 & after Covid-19
studied in 3 phases so we can see how the priorities of people will change towards e-shopping
after covid- 19. By this paper we notice that during post Covid-19 session how Amazon &
Flipkart grow their business. Also try to find out preferences of people towards e-shopping of
products before Covid- 19 and after Covid-19. How people adopt digital payment mode instead
of adopting COD option and also try to find out behavior of local retailers towards electronic
facilities.
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INTRODUCTION

The COVID-19 pandemic has shifted the entire world to online habitant and nearly every aspect
of daily life has been changed. March 23, the day when lock down starts no one knows that it
could be leads the county in recession. Almost all the retailers stop their work because of
lockdown restriction, restaurants and shops being closed also airlines are suspended too. We all
know how we take this critical time. The coronavirus pandemic has meant customers are less
inclined to spend more. They all knew that in coming months their sources of income are getting
low. besides this, this crucial time results in boundless enhancements to our shopping habits.
People nowadays changing their shopping style. So, we can say that Covid-19 has also
exceptionally altered the way of shopping among several people. Online retailers like amazon &
flip kart are in better position after Covid-19, other general retailers could have been struggle to
survive. After Covid —19 there is incredible growth in shopping through websites and mobile

apps. Due to risk of infection from Corona virus consumers are avoid shopping publicly.

The researcher selected Surat city for his study area because Surat is one of the largest cities in
Gujarat and also the diamond and textile capital of the state. Surat has 7784276 population in
2022. The total area of Surat is 474.185 square kilometers, which are divided into 7 zones. There
are so many general retail businesses in Surat that were affected by the post COVID-19 pandemic,
such as consumer electronics stores, mobile stores, garment stores, appliance stores, medical
stores, Sardar markets, and so on. The researcher intends to compare the impact on all stores

during and after the COVID-19 pandemic to e-commerce stores.
Retail e-commerce sales in India 2019 to 2025
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The following bar chart shows the impact on selling before and after COVID 19, as well as future
scenarios till 2025. We show clearly that in 2019, the retail sales of India were 40.44 billion
dollars, which blasted during 2020-21 by 52.57 billion and 66.76 billion dollars. This is not stop
here. The future scenario also states that it is continuously increase in 2023 and 2024 and reach
145.07 billion at the end of 2025.
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RESEARCH OBJECTIVES
e To study the buying preferences of respondents during post COVID-19.
o To study the shopping frequency of respondents during post COVID-19.
e To study the impact on spending of respondents during post COVID-19.
« To analyse the impact on shopping preferences and product preferences during post
COVID-19.
o To investigate the impact of post-COVID 19 on e-commerce retailer preference.

« To find out the reason behind shopping online during post COVID-19.
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« To investigate the impact on device preference and payment mode selection during post-
COVID-19 online shopping.

o To interpret the future of retail business.

RESEARCH METHODOLOGY

A questionnaire was created in Google form to measure the buying behavior of customers
towards online purchases after and before COVID-19. The primary measures were established
through qualitative research processes like reviewing literature in table form, bar charts, and a
Five Point Likert type scale ranging from 1 = "most preferred” to 5 = "not preferred” and used to

study the level of preference.
THE PARTICIPANTS

The data collection work was done by online shoppers and non-shoppers by applying the online
survey method. The data was about how they experienced their shopping habits during post-
COVID. On the other hand, a 2000 questionnaire was circulated to different age groups of people,
out of which 1000 responses were collected and 50% of all shoppers (online & offline) dominated
the sample with 43% offline shoppers, and only 7% online shoppers. The highest responses were
obtained from the age category of 18-25, which is 37.4%.

A guestionnaire was formulated to measure the impact of online service facilities on general retail

businesses in Surat city during post COVID-19. Descriptive

RESULTS AND INTERPRETATION OF DATA

POST COVID 19

The result shows the data interpretation of respondents about their shopping preferences in
three phases.

1. Only online shoppers can
2. Only offline shoppers.

3. Shoppers both online & offline
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Shopping
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Both online &
traditional shoppers

Traditional
shoppers

(43%)

online shoppers

(07%) (50%)

[BOTH ONLINE & OFFLINE RESPONDENTS]
500 RESPONDENTS

This is the third phase of research, and we have 500 respondents of different ages who are both
online and offline buyers. They were all already online buyers before COVID-19, but here we
see whether they are still sticking with it or not.
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ONLINE COVID 19
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AFTER
COVID 19

Table 1

BEFORE
COVID 19

« MAY BE (09%)
« NO (11%)

« YES (80%)

\
i

AFTER COVID 19
- MAY BE (0%)

- NO (0%)

- YES (100%)

Figure 1

The following figure 1 shows that there were 80% of online buyers before COVID-19, while
after COVID-19 it was 100%. So, 20% more people went towards online shopping after
COVID 19.
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SHOPPING FRIQUENCY DURING A
MONTH BEFORE/AFTER COVID 19

Oonly thrice More than 3

e > D
o 9@6

Figure 2

50% People who did shopping only once during the month before COVID 19 increased their
shopping frequency by 56%, but others who had more than one shopping frequency during the
month before COVID 19 decreased their shopping frequency after COVID 19.

Spendings on
shopping online
beforefafter covid 19

50
40
30

20

Below 1000 1000-3000 3000-5000 More than 5000

After covid 19 a——

Figure 3

The following chart shows that also the spending below 1000 INR on online shopping is
increased after COVID 19 but spendings on online shopping between 1000-3000 INR and more
than 5000 INR is decreased after COVID 19.
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SHOPPING BEFORE COVID 19 SHOPPING AFTER COVID 19 (%)
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Figure 4

Shoppers who were online buyers of electronic items and cosmetic items increased from 53%
to 62% and 21% to 24% after COVID 109.
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Table 3
Shape Line Chart Shape Line Chart
Most prefer E-commerce retailer Most prefer E-commerce retailer
hefore covid 19 after covid 19

oo loXelolole OOOCAAEC

1

Amazon  Flipkat ~ Myntra  Snapdeal Jio onlinemart Meesho Local e-retailers Amazon

Flipkart Myntra Snapdeal Jio online mart Meesho Local e-retailers

Figure 4

As we can see from the above two phases, Amazon and Flipkart were dominant prior to
COVID-19, with Myntra coming in third place, and the situation remained the same after
COVID-19. Amazon (71%) and Flipkart (45%) are at the top. People in this area prefer they
both for online shopping. Following COVID 19, the third spot can be taken by newcomer e-
retailer MEESHO (31%), as well as some local retailers embracing e-commerce through social

media business accounts.
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HABBITS

Before COVID-19, 75% thought it was convenient, 60% thought it was time-saving, 58%

Table 3

thought it was with quality products, 52% thought it was available 24/7 and more secure, and
54% thought it had more options than offline shopping. On the other hand, after COVID 19,
71% were shopping online because of the low cost of products; 56% were doing it because it
maintains social distance; 49% believed that it is less dangerous to get infected and it creates

new shopping habits.

Reasons for shopping online after Reasons for shopping online before
covid 19 covid 19

7%
Quite important 50 Quite important

Less important Less important

Less important

II Less important | |
ﬂ.l..ll...ll h.|.|.||.|
JIIILELLS

&
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CASH ON
DELIVERY
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CREDIT/DEBIT
CARD

Table 5
Payment mode before covid 19 Payment mode after covid 19

\700

Credity  M-banking Cod (]

Figure 6

This table shows the payment mode of respondents. 12% used credit/debit cards, 12% used M-
banking, 71% used COD, and 20% used UPI mode before COVID 19. Percentage of COD was
decreased by 67% while the credit card/debit card and M-banking modes of payment option
adopted by people increased by 48% and 12% after COVID 19.

DISCUSSION

Covid 19 had an intense effect on the retail sector world-wide and it was both positive and
negative. But if you see the overall result, e-commerce is growing rapidly because of COVID
19. Covid 19 trained customers to use the internet and create a new habit of shopping. It caused

more challenges to offline retailers who were not aware of e-commerce services and facilities.
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They never know how to deal with online circumstances and how to immediately shift their
business model online. That’s why they suffer a lot during COVID 19. The facilities like online
payment, home delivery, maintaining social distance, etc., make people think about online
shopping. Hence, people facing these problems are moving towards the e-buying option during
COVID-19. We noticed some changes in traditional retail after COVID-19, such as them
looking towards e-facilities, creating business accounts on social media, and providing e-
payment facilities such as UPI and card swipers at their shop. So, this is the new era of retail

we see nowadays in the retail market, open market, and super markets everywhere.

CONCLUSION

In this paper, we have reviewed the effects of the COVID-19 outbreak. We investigated how
COVID-19 affects traditional retail businesses and how traditional retailers are transitioning to
e-commerce. This paper spreads information to people about how e-commerce, e-business, and
the economies of a country are affected by COVID 19. How e-commerce provides an
alternative way for people to meet their demands, how COVID-19's impact on retail businesses
makes them realize that they need to turn their business mode is towards online. The situation
encouraged offline retailers to include technology as a factor in their business terms.
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