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ABSTRACT

The research aimed at investigating if “COVID-19 Does affect the business performance in the retailing industry” while conducting preliminary research prior to select the methodology. This is the research question this project aims to answer. Since at this stage, it is mostly a mono-qualitative research, she believes that there will be no hypotheses, so the research question itself will be answered.

This study sought to explore and explain the situation at hand, through covering the aftermath of the 2019 popular peoples’ revolution against the Lebanese political corruption hat just preceded the terrible COVID-19 pandemic lockdown period that took the entire world by surprise. 


Study methods held the critical realist view, and abductive approach such that the researcher had to rely on mixed methods enabling her to collect data from both the interviews (purposive sampling) and the surveys (random sampling) in order to assess the impact of COVID-19 19 on the retailing industry’s business performance. Yet, consumer behavior data was only been possible to interpret following secondary data analysis to compare between our data collected through observation, and through surveying. The secondary data consisting of SPSS and surveys which comprised consumer behavior results that showed an increasing dependency on social media in the consumption behavior which increased in the last five years.


Findings confirmed that the management of various companies in the retailing business do care about employee wellbeing and do consider limiting turnovers and rewarding the good staff and fire the bad, among other reward and incentive management in order to regulate it to limit dissatisfaction levels in the workforce.
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CHAPTER 1: INTRODUCING THE GRADUATE PROJECT

1. Introduction 

In the last quarter of 2019, the World Health Organization (WHO) has decreed that COVID-19 was deemed as a world pandemic, since it was discovered in Wuhan, China (Huang et sl., 2020). Rogoff (2020) declared tat in its early stages this epidemic caused unprecedented economic crises and increases in unemployment, both in Lebanon and worldwide. Moreover, according to El-Bacha (2020a), Gerges (20200 Rogoff (20200, Lebanon suffered a great deal with the state’s mismanagement of the coronavirus epidemic and the Beirut harbor blast caused more strains on Lebanon’s retail industry.


The following fie sections will briefly introduce the case of hoe COID-49 affected the retail industry in Lebanon through instigating the situation 
1.1. Research Question 
Simply the researcher wishes to address the following research question (“Does Covid 19 affect the business performance in the retailing industry?”) while conducting preliminary research prior to select the methodology. This is the research question this project aims to answer. Since at this stage, it is mostly a mono-qualitative research, she  belieges that there will be no hypotheses, so the research question itself will be answered.

1.2. Research Aim and Objectives 
The research aims at covering the aftermath of the 2019 popular peoples’ revolution against the Lebanese political corruption hat just preceded the terrible covid 19 pandemic lockdown period that took the entire world by surprise. 

As Marie France faced operational problems once it could not pay anymore its suppliers, due to the illegally imposed capital control by the Lebanese banks since Mid 2019, it faced a tough situation. Gong through the covid 19 pandemic, serious issues occurred within employee motivation, job safety and other issues that impinged the company production, which included its employees fearing contamination after the initial covid 19 lockdown period ended.


Since Marie France’s management refused to go through to the illegal and unethical turnover procedures, it considered relocating some of the managerial offices and staff to Egypt and to consider boosting employee morale, through empowering them, keeping their jobs secure and by ensuring neither junior nor senior staff get turned over massively, if not at all. 

The researcher initially considered through this stage, through data collection methods, to collect both secondary and primary data through mixed research methods. The research expects to disseminate an unstructured interview to the company’s management, and a semi structured survey to its employees, but based on time constraints the researcher considers a mono qualitative method, through surveyimg.
1.3. Overview of the Sector/Domain/Organizations   

Globally, since last year winter, the entire world faced unprecedented economics drawdowns because of the coronavirus epidemic, which was discovered in Wuhan, China. So, since 31 December 2019 and as of 07 November 2020, 49,373,235 cases of COVID-19 (in accordance with the applied case definitions and testing strategies in the affected countries) have been reported, including 1,243,083 deaths, recently by the WHO.
As a result, massive staff layoffs tied to economic crises across multiple industries, both in the private and in the public sector were reported in the literature in the past three decades (e.g. Baldwin, 1991; Babin, & Boles, 1996; Adkins et al., 2001; Sousa-Poza, & Henneberger, 2004; Battistelli, et al., 2013; Wynen, & Op de Beeck, 2014; Noaman et al., 2020).
The researcher considers to review two firms, Marie France and Admic Lebanon. She noticed, aside from Marie France, which she is currently employed in, that other retail companies like Admic also seem to fairly treat its staff, and that  inspite of the situation both firms do their best to face these unprecedented times.
Both Admic and Marie France faced operational problems that the firms displayed not enough revenues to cover the variable costs (VC), but had the possibility to cover their fixed costs (FC). In microeconomic terms, their operating profit is sufficient to cover the FC. to stay in business. Both businesses had hard times during this fiscal year and there were incentives to boost employee morale and company productivity.
1.1.1. COVID-19 Induced Recessions and Layoffs: Rogoff (2020) stated that the major economic drawdown triggered by the Covid 19 pandemic were never witnessed before, not only is the corona virus more virulent than the Spanish Flu, but also the economic depression is by far worse in comparison to the 1929 US Great depression, or the global 2008 – 2010 Global Recession. So, naturally, as a response, and as discussed by Beam (2014), Azzi (2020), Rogoff (2020) and  Zaazaa (2020) COVID-19 severely impacted world economies and massive employee firings across multiple sectors, and especially in the retail industry, a hard hit sector. 
The devastating impact of the Covid 19 pandemic sharply swelled up unemployment rates  on a global scale, once compared to regular layoffs, or under recessions during the last three decades. Baldwin (1991) Babin, & Boles (1996) Adkins et al (2001), Sousa-Poza, & Henneberger (2004), Stefaniak et al. (2012), Battistelli, et al. (2013), Beam (2014), Wynen, & Op de Beeck (2014), Rogoff (2020), Zaazaa (2020) and Knio et al. (In Press) documented about these cases as affected by COVID 19 in various public and private firms across the last three decades showing similar hardships. .

The concept of the “optimal blend in turnover” will be discussed in this research as well once employees from the retail sectors dealt with employee layoffs in such times (Siebert & Zubanov, 2009; Beam, 2014; Azzi, 2020; Melkonian, 2020; Rogoff, 2020, Zaazaa, 2020). Sheth (2020) discusses this case pertaining to retail employees in an article linking how the consumption behaviour changes, in times of covid 19 and how the pandemic affected employee motivation and how the resulting loss of key staff will ultimately result in a drop in productivity, 
The research will draw its own arguments based on several testimonials from various sources that believe that institutions of the bot the private and the public sector in Lebanon faced several hardships that were triggered by the coronavirus epidemic. Yet, in our study, as we are concerned with the retail sector, a pervasive staff turnover occurred recently in several firms from that sector, with major downsizing due to the Covid 19 pandemic did not help the staffs cope with their daily stresses. Some suicides were even reported, from burnouts (see: Rogoff, 2020). Beam (2014), Azzi (2020), Rogoff (2020), and Zaazaa (2020) noted that task force in hospitals, and in other waste management companies, hiring street sweepers, janitors, rubbish collectors, and so on) had very hard working conditions worldwide, which yielded to increased job terminations in these sectors.
Research proved that, in Lebanon like in other countries,, worldwide, socio-economic strains were already hard before the Covid 19 pandemic and that several other external threats were evidenced to have been the major cause of pervasive layoffs in some sectors, which even include loss of staff due to death, among other causes (e.g. Becker, 1978; Dalton & Todor, 1979; Brannon, et al., 2002; Sousa-Poza & Henneberger, 2004; Kim, 2005; Buelens, & Van den Broeck, 2007; Galletta, et al., 2011; Battistelli, et al., 2013; Azzi, 2020; Beam, 2014; Rogoff, 2020; Zaazaa, 2020). 
This issue will be studied further, and have been raised in several studies but as per the external causes of the managerial decisions companies take in such crises, will definitely affect employee motivation. Beam (2014) and Rogoff (2020) pointed out that many firms had to shut down during the Covid 19 pandemic across multiple industries, yet in some countries the most hard hit institutions were in the hospitality and tourism field, and others noted that front line workers don’t have it easy either. These institutions (that were compelled shut down, or to downsize, in Lebanon and in the region) were in various sectors (see: AUBMC mass firings), and that the role of these companies’ management Teams are to adapt to this situation, and to take the proper action (Beam, 2014; Azzi, 2020; Zaazaa, 2020). Recently, the AUB MC case brought forth by both Azzi (2020) and Zaazaa (2020) point out how the AUB and the AUB hospital nearly laid off 50% of its staff. So, this seems to no ha ve been very ethical, and may trigger losses of knowledge, once so many staff left, as Beam (2014) and Majzoub (2018) hint out. They noted that the management may have not taken the best decision for their staffs’ wellbeing. 
In general, financial crises lead to increased turnovers, yet so do pandemics, but, if the right decisions are taken, employee empowerment and motivation will be enhanced, which can be beneficial for front line workers (Brooks, 2007; Ismail et al., 2010; Beam, 2014; Azzi, 2020; Rogoff, 2020; Zaazaa, 2020). As a takeaway, and as Brooks (2007) Ismail et al., (2020) suggest, the company mangers must do all what it takes not to lay off any employee, and especially in times of crises, but to hold on to them. This will be make the retail staffs’ job conditions smoother.
1.1.2. Types of Employee Layoffs: HRM experts chose to distinguish between  voluntary (when an employee choses to quit his/her job) and involuntary (when an employee is compelled to depart from his/her job, as imposed by the employer) turnovers. Gomez-Mejia et al (2011) and Robbins & Judge (2012) and Mondy & Martoccio (2014) discuss that while undergoing employee turnovers, staff dismissals, terminations or layoffs can occur and basically occur as a result of poor performance, hiring errors, team incompatibility, and workplace conflict.

Since there are other definitions to turnovers, the researcher noted an accounting definition proposed by Yassine et al. (2015) and how banks could define them based on Noaman et al. (2020), so she suggests that care should be taken to which definition needs to be employed. The researcher suggests the definition to be used in this project links the accounting, the organizational behaviour , the banking and the HRM definition of turnovers in combination ,to best define the case of employee turnovers that both Melkonian (2020) and Noaman (2020) referred to in Lebanon. Azzi (20200 Hachache (2020), Zaaazaa (2020), and Knio et al., (In Press) present the massive turnover case at AUBMC as other cases to showcase how the coronavirus epidemic has contributed to mass sackings, an outcome of the Lebanese economic crisis, itself increasing employee demotivation, itself resulting from manager decisions, as a response to the same financial crisis (our research will be exploring the relationship this crisis has on motivation, and how it affects employee layoffs.

The art is to keep the employees motivated irrespective of the economic crisis Lebanon is now facing. And currently, things get much harder with coronavirus. Although this cates more for the economic crisis than the human factor we must inform the reader that there are references that will be made to the aforementioned crunch by seeing which managerial decisions are best in keeping  employees motivated and boost their morale irrespective of the crisis.

1.1.3. What decisions may be effective in such cases? Well, in all circumstances employers need to make their employees feel responsible and engage them in the role of helping the company to survive. They also need to be more flexible with their needs without disrespecting discipline. and finally, provide them with job safety, and by doing so also guaranteeing job security (in a way to safeguard employee jobs to provide the workforce a sense of security), to give bonuses and  benefits, and ultimately to reach to the last stage, which is employee turnover. 

In such hard economic cases, layoffs are necessary. but smart decisions made to enhance employee motivation and performance, is to only fire employees based on performance, and not just haphazardly cut down on the company labor force, thus by exerting turnover (irrespective if caused by financial hardships, managerial decision or employee demotivation).

Yet, before doing that, a performance appraisal should be done to be fair, and in front of the team (with facts), by also changing the structure of the charts with removing the least necessary positions, and ultimately to restructure the job descriptions of the deleted positions to distribute each functions of the laid off staffs to the existing company work force (Melkonian, 2020). Gomez et al. (2011, 2016) denote that several of the interviewed managers disagree with the nature of these appraisals, i.e. if done publically (so to say openly), or confidentially (or behind closed doors) once we raise the importance of performance evolution. Noaman et al. 2020) agree on this as well since they noticed through research that employers ought to train the team financially so they can track their numbers better and train them through that time (since the flow of the work will not be the same). One way would be to also prepare a set of questions to ask your employees who lived the crisis operationally on a daily basis, to fill a survey, as Melkonian (2020) considered while conducting her research.

1.1.4. Good managerial decisions: Firm owners, leaders and managers ought to ensure that the proper administrative  decisions are taken and that the decision makers focus on empower their task force (Brooks, 2007; Beam, 2014; Melkonian, 2020). Brooks (2007) and Beam (2014) agree that they ought to remain up-to-date regarding the current situation once company success and employee empowerment is concerned. Moreover, Beam (2014) adds that administrative decisions ought to provide more to their workers’ needs than on their discipline and guarantee them job safety. Hitherto, and as Jeha (2020) arguments, companies must accordingly reward and compensate the well performing employees, to treat them fairly, a to fire the bad employees, solely on the bases of performance evaluations, especially in terms of pandemics.
1.4.   Research Hypotheses

Since this study will be qualitative, there will be no hypotheses, and only the research question will be addressed, and responded once the dissertation finishes in its abstract methods. (Olivia; 2012). Yet, Creswell (2018) suggests the implantation of mixed methods, so in this case the researcher considers the sequential exploratory mixed method.

1.5.   Structure of the Graduate Project 
The dissertation is divided in the following way:  1) The first two chapters cover the theoretical part of the thesis. 2) The second two chapters present the research design and findings. Whereas, 3) the last chapter presents our concluding remarks.


 Chapter 1 discusses the introduction to our research and why we chose to do it. Chapter 2 presents the literature review, while conducting our research to check for al the past studies found on this subject.

Chapter 3 presents the methodology used, which we will see when we reach the methodology selected through the research design that we chose, as we will go for Grounded Theory. Chapter 4 presents our research’s finding and results.

Finally, Chapter 5 will present our concluding remarks and recommendation, which we suggest all organizations to adopt, globally in the world, post Corona Virus. As Covid 19 shows us how the world and society both failed, it is critical that we rethink our way of like sustaining to for years to come.

CHAPTER 2: LITERATURE REVIEW

2. Overview

Kingston (2020) sets the records, since according to her the coronavirus has put the entire industry on slow motion. Rogoff (2020) has discussed the worldwide issues covid 19 has caused to world economies and employment rates across all sectors, so both authors agree that this pandemic transformed the ways in which humanity lives its life and does its business transactions. As, worldwide this virus caused us to change our habits, since its discovery (Huang, et al. 2020). This virus’s toll hit hard many American retail stores, and other stores worldwide (Rogoff, 2020).

So, as a result, shopping malls worldwide were forced to close during this lockdown with unprecedented economic crises and terrible unemployment rates occurred. One case was the Habtoor Le Mall Branch that had permanently shut down its operations. And all retail shops and restaurants or any other points of sale have felt the damage (Knio, et al., In Press).

Hachache (2021) discussed a similar case with frontline workers who also faced hardships during these tough times. He presented a terrible truth about the high number of covid 19 cases in the Arab world and around the Near East. And, he noted that proportionally speaking both Lebanon and occupied Palestine, proportionally to the sane populations had pretty high numbers of infected individuals, perhaps due to the authorities’ mismanaging or mishandling the virus (i.e. no, or poor prevention measures). Table 2.1 shows this alarming figure, which was dated from Nov 7th 2020. Chatterjee (In press) gives more details on this.
Taking nations like Syria and Yemen, the figures may not be true, as many experts believe the values are 4 times higher in some cases. This table will be used to explain the situation for discussing the effects of the covid 19 on the retail industry and on consumption behaviour in general in the Middle East. (Hachache, 2021)

Table 2.1: Compiled statistical table of Covid 19 cases in the Near and Middle Eastern regions.

	Places reporting cases
	Sum of Cases
	Sum of Deaths
	Confirmed cases in the last 14 days

	Lebanon
	91,328
	700
	22,849

	Syria
	6,102
	309
	783

	Jordan
	101,248
	1,136
	52,318

	Occupied Palestine
	318,402
	2,644
	9,562

	Cyprus
	5,557
	27
	2,243

	Iraq
	493,139
	11,244
	47,190

	Iran
	663,800
	37,409
	106,909

	Kuwait
	130,463
	804
	10,231

	Qatar
	133,811
	232
	3,100

	Bahrain
	83,023
	328
	3,449

	United Arab Emirates
	139,891
	510
	17,618

	Saudi_Arabia
	349,822
	5,506
	5,665

	Oman
	117,167
	1,286
	5,330

	Yemen
	2,070
	602
	9

	Somalia
	4,229
	107
	332

	Djibouti
	5,604
	61
	76

	Sudan
	13,943
	837
	219

	Egypt
	108,754
	6,343
	2,524


Hachache (2021) also discussed the possibilities of finding out how the coronavirus pandemic affected the leadership styles, which affect frontline workers. For him, it was noted that it is the TFL (transformational) leadership styles that are preferred by these workers, since they prefer supportive leaders, who are basically empathetic in nature and communicative (Hachache, 2021). The retail business shows a different picture, as according to Nava (2014) TSL (transactional) leadership styles may be preferred since they are task oriented, and leaders are directive in nature, for the nature of the profit mechanism of the industry. TCL (transcendental) leaders could also work in this industry (Northouse, 2013).

Hachache (2021) also found out how the covid 19 influenced employee compensation mechanism, among Frontline Workers. He found out such workers preferred non-cash rewards, over cash incentives, adopting both Jeha’s (2020) and Madi’s (2020) arguments, but as the health sector is large there are workers who prefer monetary rewards, since they consider percentages of sales (as in pharmaceutical companies), over humanitarian (intrinsic). Now, rewards in the retail business are mostly monetary, due to profit maximization and sales incentives, or other bonuses, if one considers monetary rewards over others (Martoccio, 2016). Yet, in these times as companies close down and lay off workers, incentive mechanism still need to be attractive enough to keep the good workers motivated (Melkonian, 2020). As incentives may enhance motivation, the next part to review is how the COVID-19 affects how companies encourage their employee to stay at work (Chatterjee, In Press). Chatterjee (In Press) presented good and recent details on the COVID 19.
So, naturally, Hachache (2021) also presented how the COVID-19 affected Employee Motivation, and Empowerment, but for frontline workers. We must review how the COVID-19 affects retail business employees and the overall toll it took on their collective sentiments of job safety and security. This is primordial, and Figure 2.1 introduces an important theory of motivating linking external and internal factors (Bloisi et al., 2007).  
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Fig. 2.1: Herzberg’s Two Factor Theory of Motivation (Herzberg, 1968; Bloisi et al., 2007).

Hachache (2021) also pointed out how the COVID-19 influenced tardiness, absenteeism and turnovers (affecting frontline workers’ well-being). We will be discussing similar cases pertaining to employees in the retail business. However, both Melkonian and Noaman et al. (2020) respectively discussed links with company decision making on employee motivation and turnovers, and their patterns will be detailed in this chapter further.

Figure 2.2 discusses the ways in which massive turnovers across all industries can be avoided if sackings are tied to performance evaluations, whereby the company undergoing hardships decides to fire bad employees instead of all haphazardly, and does its best to treat tis best elements impartially (Melkonian, 2020; Hachache, 2021).
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Fig. 2.2: Performance evaluation graph to see which employee gets fired first (Melkonian, 2020).
Mondy (2012), Yassine et al., 2015 and Hachache (2021) defined turnovers respectfully in terms of HRM, accounting and management, so in our industry, since we cannot dissociate sales turnovers from employee turnovers we consider the case that Noaman et al (2020) put forth. Together with Melkonian (2020) and AbdulHadi (2015), they also noticed similarities in the retail business and the banking sector with the fact they too do not dissociate both turnovers, as both types of “turnover” estimate the rate of how a business conducts its operations, or undergoes a staff, or inventory turnover (cf. Noaman, et al. 2020).
Figure 2.3 links all of the above points to each other and could even also hint out a link with retail workers’ well-being, and leadership styles (cf. Hachache, 2021). 
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Fig. 2.3: Conceptual framework of the current research (Gomez-Mejia et al., 2011; Mondy, 2012).
2.1. Factors affecting Retail company performances 

We are presenting the case for retail industries in general; presenting all cases that may, or may not, affect the productivity in retail business pre- COVID-19. Since now, the sector has been gravely hit, and suffered many losses worldwide (Rogoff, 2020). Today, with the advent of the coronavirus, the way we do business changed a great deal!

The U.S. Centers for Disease Control and Prevention
 has issued guidance for businesses and employers on COVID-19 prevention and management measures in the workplace (CDC, 2020) Engineering controls such as altered workspaces to allow physical distancing, Plexiglas barriers, and improved ventilation are recommended. Administration controls such as training, symptom screening, routine cleaning, avoiding shared equipment and office space, staggered shifts, and flexible sick leave policies are strategies to keep employees safe and healthy. Personal protective equipment such as face coverings or gloves may be necessary depending on the job tasks.
2.2.1. Leadership styles: Spreitzer (1995) believes that since this sector is highly competitive, there is growing interest in the role of leaders fostering employees to take initiative, embrace risk, stimulate innovation and cope with uncertainty. In other words, thy want their employees to be highly performant and competitive. 

Thus, TSL or TCL styles may be applied instead of TFL styles, as this line of business prefers having performant employees, so leaders would typically be authoritarian or directive, and not caching or supportive. (Hachache, 2021).

2.2.2. Rewards and compensations: Jeha (2020) believes that rewards are cash, for industries that are non-humanitarian and solely profit given. Yet, this is in agreement with Madi (2020) on the industry’s lucrative sales packages to enhance salespeople to sell always more and more products/services. In other words, the more you sell, the higher your paycheck will be. 

Today, some retailers pay a nominal hourly wage and salespeople earn the bulk of their compensation via commission, while others pay a higher hourly rate and add one or more bonus programs. How to Structure Incentives? Your sales compensation plan should support your business goals and effectively compensate your sales force. (see: Martoccio, 2016)

2.2.3. Motivation and empowerment: Since the industry is competitive and the leadership styles are rather transactional, employees focus more on extrinsic motivation. Jeha (2020) discusses that by nature of the industry, being profit driven, most employees prefer extrinsic, cash or other motivators to perform better.

Although many managers tend to motivate, or reward retail employees by punishments or through coercive means, and tend to use TSL and directive styles, sure, you can motivate a retail employee with do this or else you’ll be fired, but you only get to do that once – maybe twice – in their employment (Northouse, 2013). Coercion has its limits, but you can try to build up their motivation by increasing their self-image by constantly complimenting them, using TFL, and supportive styles (Northouse, 2013).
2.2.4. Absenteeism, and turnovers: Appememtly in the retail sector, turnovers are very high, and now more than ever, with COVID-19. Let’s take the Habtoor Hotel case, or when LeMall Habtoor permanently closed, there are extremely high turnovers there, according to Knio et al. (In Press). We can safely say that employees in this sector have high job uncertainties and could explain voluntary departures in certain cases.


Although these are high stressors in employee wellbeing, helping them cope with this will help retain them. Instead of going through attrition, or massive layoffs, which in the long run will hut employee productivity, once loss of staff or knowledge occurs (Melkonian, 2020). Stressors if not dealt with can lead to burnouts (Hachache, 2021).
2.2. Increases of e-commerce transactions since 2015.
Indeed, as Jabbour (2018), Melkonian (2019) and AlKholy (2020), online, social media and digital technologies are increasingly gaining wide impetus nowadays. Yet, since recently, AI (artificial intelligence) technologies enhancing the e-shopping experience in tech savvy youths, both in Lebanon and worldwide have been studied recently using empirical methods. This trend was evident since 2015, but the study the researcher ws referring to was based on social media, so it will be reviewed in an upcoming section.   


Vakulenko et al. (2019) presented a study of 252 subjects in Sweden, where the men age of the population was 29 years old. It agreed that online, AI and other digital systems enhance consumers’ online shopping experience, showing both better sales levels and on satisfaction levels as well (Vakulenko, et al., 2019; AlKholy et al., 2020). Hence, and based on a regression model, the study has estimated values of β = 0.54, SE = 0.06, t(249) = 8.92 and p< 0.001, which proves a significant positive relation between the two variables (consumer experience and customer satisfaction), as demonstrated by Vakulenko et al. (2019). AlKholy et al. (2020) sampled 105 university students, perhaps of a similar age group to the Swedish sample, as both groups comprise tech savvy individuals. These individuals were mostly composed of respondents from the Millennial Generation (Jabbour, 2018; Melkonian, 2019).

Vakulenko et al.’s (2019).arguments were aligned with AlKholy et al.’s (2020) discussions. First, the targeted population was asked an important question (“How much would visual search improve your online shopping experience?”), which its answer was equally important. Here, over 86% of the sampled population has considered buying something online at least once, and have considered that a visual search feature would have a moderate-high to high effect (AlKholy et al., 2020). 
Second, they were asked (“How much would a virtual shopping assistant improve your online shopping experience?”) and the same figure was obtained. So, the 86% of the respondents said that a virtual shopping assistant would greatly improve their online shopping experience (AlKholy et al., 2020). 
Third, this question (“How much would having a direct voice conversation (dialogue) with your virtual shopping assistant improve your online shopping experience?”) was addressed to the sampled population (AlKholy et al., 2020). Yet, 81% of them that said they were cable to have a voice conversation with their virtual assistant would improve their shopping experience considerably. 
Finally, this last question (“How important is a multi-sensory shopping experience for you?”) was addressed to the sampled population (AlKholy et al., 2020). Here, 85% of them considered a multi-sensory shopping experience an important part of their experience when they were asked the question and therefore show somewhat to agree with Vakulenko et al.’s (2019) findings. Yet, AlKholy et al. (2020) and Jabbour (2018) show different arguments, and may even present opposing arguments, as times changed, as per the timings of the study.

Yet, Jabbour (2018), shows the results of the first question (“How old are you?”) are shown. Figure 2.5 As he seems to agree with AlKholy et al., (2020), the tech savvy youths were actually corresponding to Millennials, as shown in the below parabolic curve. Yet, AlKholy et al. (2020) show a different display of statistics, but mainly agree that the majority are from 18-21 years old, and then are between 22-25 years old, whereas individuals over 25 years old are minimal.
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Fig. 2.4: How AI-powered features can improve an online shopping experience (AlKholy et al., 2020).
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Fig. 2.5: Results from Question 1 (Jabbour, 2018).

For Jabbour’s (2018) second question (“Are you…?”) the following is obtained. Most of the identified Millennials were male (Fig. 2.6) as the results, in the bar chart, display.
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Fig. 2.6: Results of question 2 (Jabbour, 2018).

For Jabbour’s (2018) third question (“Do you often buy from e-commerce sites?”) the results are shown in Figure 2.7, although the slope is decreasing, the majority of the consumers prefer e-commerce sites, since currently it is a noel way to purchase goods and services online, an increasingly popular trend with social media.
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Fig. 2.7: Results of question 3 (Jabbour, 2018).

For Jabbour’s (2018) fourth question (“If yes…?”) most of the sampled individuals in his study quasi equally  buy products or services online on monthly bases and rarely use e-shopping websites. Today, the trends are reversed as AlKholy et al. (2020) state that more and more people buy online. Figure 2.8 shoes the findings in the below bar chart.
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Fig 2.8: Results for question 4 (Jabbour, 2018).

Jabbour’s (2018) fifth question (“Do you feel safe when performing online transaction?”) was answered, and results shown in Figure 2.9. He inferred the following: With the new technologies that secure payments, like safe e-card systems, consumers are not afraid when purchasing goods or services online. Yet, many people in Lebanon still pay via cash on delivery, but for other reasons, such as due to the corruption of the banking system. The below graph displays the results, in donut chart form, below.
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Fig. 2.9: Results of question 5. The majority shows to trust e-commerce sites (Jabbour, 2018).

The results of Jabbour’s (2018) sixth question (“Did you encounter any problem while buying product?”) are shown in Figure 2.10. Yet, a minority of individuals have faced problems when purchasing products/services online, a statistic that puzzled the researcher as well, as he conducted this study (Jabbour, 2018)  The below graph displays the results, in graph form, below. Note: the slope is rising. 

AlKholy et al. (2020) argument that many consumers (as those buying online for instance) are mostly satisfied from online shopping experiences. Melkonian (2019) also noticed that consumers were mostly satisfied once buying online.
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Fig. 2.10: Results for question 6 (Jabbour, 2018).

The results of Jabbour’s (2018) seventh question (“What are the products that you mostly purchase online?”) are show in Figure 2.11. Yet, when using e-shopping services, customers tend to invest more in brands knowing that they can purchase items at a lower price than in physical stores even though the trend changed, since physical stores are closed for lockdown due to covid 19, people increasingly purchase FCMG goods online as well (Jabbour, 2018, Melkonian, 2019; AlKholy, et al., 2020). The graph below displays the results, in bar chart form.
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Fig. 2.11: Results for question 7 (Jabbour, 2018).

For Jabbour’s (2018) eighth question (“What are the measures that you took while performing e-commerce?”), results are shown in Figure 2.12. The researcher noticed that unsatisfied consumers would either ask for refunds, swap defected products, or revert to “other methods” when faced with problems. The results, in donut chart form, are shown below.
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Fig. 2.12: Results for question 8 (Jabbour, 2018).

For Jabbour’s (2018) ninth question (“Is the price range suitable?”), the results are displayed in Figure2.13. So, according to recent researches, when a consumer buys a product/service according to the sales price, then he/she will indeed find the price range suitable, as it is believed that for many consumers, product/service sales prices are a very important factor for influencing consumption decision, among other influencing factors (Jabbour, 2018, Melkonian, 2019; AlKholy, et al., 2020). The findings are plotted in graph form, below. Note: The slope is decreasing.
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Fig. 2.13: Results for question 9 (Jabbour, 2018).

Last, but not least, here are the results for Jabbour’s (2018) last question ("Do you think the e-commerce would take the place of the physical store?”) and are displayed in Figure 2.14. Although the results displayed seem different to what AlKholy et al. (2020) discuss, they still believe that consumers prefer physical stores to online ones. This also seems to show agreement with Melkonian’s (2019) arguments, yet a large anoint of consumers nowadays still increasingly buy online, via social media or through e-shopping facilities.
This shows that consumers do not really think that E-commerce will take the place of traditional trade, but the researcher had no idea that the Covid 19 pandemic, two years after the study was conducted, changed the way in which we do business as online businesses are now booming (see: Jabbour, 2018, Melkonian, 2019; AlKholy, et al., 2020). The results, presented in donut chart form, are displayed below.
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Fig. 2.14: Result for question 10 (Jabbour, P., 2018).

2.3. Social media as an online purchasing tool 

However, and as stipulated by both Jabbour (2018) and Melkonian (2019), the Millennials increasingly utilise the internet for conducting purchase transactions. Yet, depending here on who utilises modern technology more and where, is a scope that many of the studies we looked at was only to study the effects of modern technology on the consumer behaviour while conducting purchase transaction. 

Melkonian (2019) typically labelled the youth in Lebanon (those aged 18 – 25 years old) to be highly under the influence of social media in their purchase decisions. This also seems to be the case while Jabbour (2018) focused on E-commerce, that the generation, which both researches studied, was labelled by many as the “generation that is never fully satisfied. Thus, making Melkonian (2019) refer to this generation as “the unsatisfiable generation”.

Although the studies we cited may have different scopes and purposes than our research, we needed  to cite them in order to discuss what was done before in the literature such that we can tackle our issue better. AlKholy et al.’s (2020). main aim is to review the effect of varying the richness of an E-commerce site on the consumer behaviour. It sets out to study the relationship between the integration of Artificial Intelligence (AI) technologies into an E-commerce site and the consumer behaviour in terms of sales and satisfaction, following recent trends in e-shopping.

Prior to our investigation, we need to briefly review the importance of social media as an online consumption tool. Yet, AlKloly et al. (2020) noted the importance of the generations in their study, and since their main participants were millennials, they were identified as tech say youths, who use social media and internet for their purchase decision evaluations. 

We need to begin our overview so as to trace the pathway for subsequent studies in consumption behaviour comparing the purchase decision mechanisms as comparable across generations. So, we will enumerate the six generations to be investigated, yet keeping in mind, that for the following two decades, we will explore the Generation Z (or the singularity generation) in more details. Since, this will be the generation to adapt to shift to Artificial Intelligence (AI) methods. As a result, it must be considered will be a definite future sample to consider studying the changes in the e-shopping behaviour by 2040 (AlKloly et al., 2020).

The following six generations (from the silent generation to the Generation Z) are those six that constantly coexist, listed from the eldest (the silent generation) to the youngest (Generation Z), and encompassing through all of Feldman’s (2016) development stages (the ages in years were provided by AlKloly et al. (2020).
Here they are (as described by Feldman (2016): The Silent Generation (born between 1928-1945, encompassing all people currently in the late adulthood stage), Baby Boomers (born between 1946-1964, including all people between the late mid adulthood to early late adulthood stages), Generation X (born between 1965-1980, comprising all people between early middle-adulthood to late early adulthood), Generation Y or Millennials (born between 1981-1996, consisting of all people currently in the early adulthood stage), and Generation Z (born between 1997-2012, consisting of all the people currently in their early adulthood, teenage and childhood stages).  Yet, Generation S (or Alpha) is the one to consider as well, as now the oldest individual is less than 5 years old (cf. AlKloly et al., 2020).
Piaget (1936) discussed 4 main stages of operation. Currently all individuals in the generation following the Millennial stage are those currently in the 1st 3 stages. People starting at 11 years old reach stage 4, which last till old age. The hierarchy of needs of Maslow (1943) was needed to understand the wants/needs relationship to understand what motivates consumer behaviour. Moreover, Perry (1981) helped us understand more cognitive development issues with these generations. 

Finally, the generation we studied (is a gap of Generation Y and Z), turns out to be the same one that Jabbour (2018), Melkonian (2019) and AlKloly et al. (2020) studied. We attempted whenever possible to compare results to Jabbour (2018), Melkonian (2019) and AlKloly et al. (2020) for selection of the sampling criteria, and influences in consumption decision-making, respectively, especially in the retail sector during COVID-19.

As the sample selected by AlKloly et al. (2020) are all, or mostly millennials (or younger), and were labelled as the tech savvy youths, they are the best candidates to shop online and use social media sites, so, we need to briefly summarize its history since its inception doing the mast decade or so. Figure 2.15 presents, an extensive list of social media sites existing during the last decade.
AbdulHadi (2015) conducted an extensive study on various stores in Lebanon utilizing special media sites for their adverting, marketing or even sales campaigns. Figure 2.16 shows two retail stores, H & M and Veromoda, both had Facebook pages. We will compare these two businesses with Marie France. Both supermarkets, Ghazale and Carrefour and the two restaurants, Starbucks and the Cheesecake Factory show examples of other industries also relying on social media sites, whereby aside from buying or selling goods/services, buyers (or customers) can leave comments, suggestions, feedbacks or complaints.

Below is a figure showing when social media started and how it grew day after another up till 2012. (http://www.adweek.com/socialtimes/social-media-1969-2012/487353)
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Fig. 2.15: History of social media sites from creation till 2012 (AbdulHadi, 2015). 
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Fig. 2.16 : Lebanese Firms having Facebook pages, and hence rely on social media for marketing.

Figure 2.17 is the way that AbdulHuda (2015) conducted her interviews. The researcher will follow the same procedure in contacting experts in the company(ies) she will interview.
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Fig. 2.17: Interview structure to follow for our methodology.

2.4. Changes on the e-commerce or Social media marketing in the retailing business under COVID-19

2.4.1. Hoarding: Consumers are stockpiling essential products for daily consumption resulting in temporary stockouts and shortages. This includes toilet paper, bread, water, meat, disinfecting and cleaning products (Sheth, 2020). Hoarding is a common reaction to managing the uncertainty of the future supply of products for basic needs. Hoarding is a common practice when a country goes through hyperinflation as it is happening in Venezuela. 
In addition to hoarding, there is also emergence of the gray market where unauthorized middlemen hoard the product and increase the prices. This has happened with respect to PPE (personal protection equipment) products for healthcare workers including the N95 masks. Finally, the temporary extra demand created by hoarding, also encourages marketing of counterfeit products. We have not done enough empirical research on the economic and the psychology of hoarding in consumer behavior (Sheth, 2020).
2.4.2. Improvisation: Consumers learn to improvise when there are constraints. In the process, existing habits are discarded and new ways to consume are invented. The coronavirus unleashed the creativity and resilience of consumers for such tradition bound activities as weddings and funeral services. Sidewalk weddings and Zoom funeral services substitute for the traditional location centric events. This was also true for church services especially on Easter Sunday (Sheth, 2020). 
Improvisation to manage shortage of products or services is another area of future research. It leads to innovative practices and often leads to alternative option to location centric consumption such as telehealth and online education. Once again, there is no systemic empirical or scientific research on improvisation. The closest research is on improvisation is Jugaad in India. It means developing solutions that work by overcoming constraints imposed by social norms or government policy. Jugaad also means doing more with less, seeking opportunity in adversity and thinking and acting flexibly and following the heart (Radjou et al., 2012).
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Fig. 2.18: Immediate Impact of Covid-19 on Consumption Behavior (Sheth, 2020).
2.4.3. Pent-up Demand: During times of crisis and uncertainty the general tendency is to postpone purchase and consumption of discretionary products or services. Often, this is associated with large ticket durable goods such as automobiles, homes, and appliances. It also includes such discretionary services as concerts, sports, bars, and restaurants. 
This results in shift of demand from now into the future. Pent up demand is a familiar consequence when access to market is denied for a short period of time for services such as parks and recreation, movies, and entertainment. While economists have studied impact of pent up demand on the GDP growth, there is very little research in consumer behavior about the nature and scope of pent up demand (Sheth, 2020).
2.4.4. Embracing Digital Technology. Out of sheer necessity, consumers have adopted several new technologies and their applications. The obvious example is Zoom video services. Just to keep up with family and friends, most households with the internet have learned to participate in Zoom meetings. Of course, it has been extended to remote classes at home for schools and colleges and to telehealth for virtual visits with the physician and other health care providers (Sheth, 2020). Most consumers like social media including Facebook, WhatsApp, YouTube, WeChat, LinkedIn, and others. The internet is both a rich medium and has global reach. The largest nations in population are no longer China and India. They are Facebook, YouTube, and WhatsApp. Each one has more than a billion subscribers and users (Sheth, 2020).
This has dramatically changed the nature and scope of word of mouth advices and recommendations as well as sharing information. One of the fastest growing areas is influencer marketers. Many of them have millions of followers. Impact of digital technology in general and social media in particular on consumer behavior is massive in scale and pervasive in consumer’s daily life. It will be interesting to see if technology adoption will break the old habits. While we have studied diffusion of innovation for telephones, television, and the internet, we have not experienced a global adoption of social media in highly compressed cycle (Sheth, 2020).
2.4.5. Store Comes Home: Due to complete lockdown in countries like India, South Korea, China, Italy, and other nations, consumers are unable to go to the grocery store or the shopping centers. Instead, the store comes home. So does work and education. This reverses the flow for work, education, health and purchasing and consumption. (Sheth, 2020).
In home delivery of everything including streaming services such as Disney, Netflix, and Amazon Prime is breaking the odd habits of physically going to brick and mortar places. It is also enhancing convenience and personalization in consumer behavior. What we need is to empirically study how “IN-home everything” impacts consumer’s impulse buying and planned vs unplanned consumption. (Sheth, 2020).
2.4.6. Blurring of Work-Life Boundaries: Consumers are prisoners at home with limited space and too many discrete activities such as working, learning, shopping, and socialization. This is analogous to too many needs and wants with limited resources. Consequently, there is blurring of boundaries between work and home and between tasks and chats. Some sort of schedule and compartmentalization are necessary to make home more efficient and effective (Sheth, 2020).
2.4.7. Reunions with Friends and Family: One major impact of the coronavirus is to get in touch with distant friends and family, partly to assure that they are okay but partly to share stories and experience. This resembles high school or college reunions or family weddings. What is ad hoc event to keep in touch is now regular and scheduled gathering to share information and experiences (Sheth, 2020).
Symbolically, we are all sitting on our porch and talking to our neighbors globally. The global reach of the social gatheings through social media such as Zoom and WhatsApp is mind boggling. We need to study sociological and cultural assimilations of consumption practices. Similar to the classic studies, we should expect dramatic changes in consumer behavior as a consequence of speedier and universal adoption of new technologies accelerated by the Covid pandemic. (AlKholy, 2020; Sheth, 2020).
2.4.8. Discovery of Talent: With more flexible time at home, consumers have experimented with recipes, practiced their talent and performed creative and new ways to play music, share learning, and shop online more creatively. With some of them going viral, consumers are becoming producers with commercial possibilities. YouTube and its counterparts are full of videos which have the potential for innovation and commercial successes. (Sheth, 2020).
2.4.9. Will old habits die or return? It is expected that most habits will revert to normal. However, it is inevitable that some habits will die because the consumer under the lockdown condition has discovered an alternative that is more convenient, affordable, and accessible. Examples include streaming services such as Netflix and Disney. (Sheth, 2020).
They are likely to switch consumers from going to movie theatres. This is similar to ride sharing services such as Uber which is more user friendly than calling a taxi service. Due to coronavirus, consumers may find it easier to work at home, learn at home and shop at home. In short, what was a peripheral alternative to the existing habit now becomes the core and the existing habit becomes the peripheral (Sheth, 2020).

There is a universal law of consumer behavior. When an existing habit or a necessity is given up, it always comes back as a recreation or a hobby. Examples include hunting, fishing, gardening, baking bread, and cooking. It will be interesting to see what existing habits which are given up by adopting the new ways will come back as hobbies. In other words, will shopping become more an outdoor activity or hobby or recreation? is a question to ask (Sheth, 2020)
2.4.10.1. Modified Habits. In most cases, existing habits of grocery shopping and delivery will be modified by the new guidelines and regulations such as wearing masks and keeping the social distance. This is evident in Asia where consumers wear masks before they go for shopping or use the public transit systems. Modified habits are more likely in the services industries especially in personal services such as beauty parlors, physical therapies, and fitness places. It will also become a reality for attending museums, parks and recreation centers, and concerts and social events, just to name a few (Sheth, 2020).
2.4.10.2. New Habits. There are three factors which are likely to generate new habits. The first is public policy. Just as we are used to security checks at the airports after 9/11, there will be more screening and boarding procedures including taking the temperature, testing for the presence of the virus and boarding the flight. All major airlines are now putting new procedures for embarking and disembarking passengers as well as meal services. As mentioned before, government policy to discourage or encourage consumption is very important to shape future consumptions (Sheth, & Sisodia, 1999, Sheth, 2020).
2.5. Chapter Summary

A rapid overview of the preferred leadership styles (TSL) for the retail industry was done. The preferred reward schemes (cash incentives), the extrinsic motivation and the incentives companies use to retain and keep employees went into that direction. Yet, TFL, empowerment and internal motivations are also important to preserve employee well-being in this sector as well. Figure 2.19 summarizes the link of leadership styles and outcomes whether it enhances employee morale, or productivity in the retail sector.
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Fig. 2.19: Linking leadership styles to employee productivity and employee morale (Northouse, 2013).
Figure 2.19 discusses the leadership Styles from Northouse (2013). Although directive leadership is more of an army trait, this leadership style may work with retail sector staff. Northouse (2013) discusses this at length. Similarly, according to him, achievement, task, or goal oriented leaders are those preferred styles that TSL leaders use, and apparently are the preferred styles.


This is not a leadership research, but this figure could explain what draws the link between Leadership styles and COVID-19 for employees motivation and productivity in this sector. Knowing that this sector was stricken hard, TCL or TFL styles of leadership may be after all welcome, as TSL was known to boost productivity as it is a task oriented style, TSL leaders could boost productivity, and as Northouse (2013) discussed before, motivation (or TFL leaders) could also boost productivity. Indirectly, it is the motivation od employees through TFL leaders that boost productivity. So, it is safe to say that TSL favours extrinsic approaches, whereas TFL, intrinsic approaches to motivation and/or productivity. 

Both Gomez-Mejia et al. (2011) and Robbins & Judge (2012) discuss some potential concerns for employees in this sector when tardiness, absenteeism and turnovers are concerned as demotivated employees will not want to go to work anymore. Similar points were raised by Mondy (2012) as well. So, with the coronavirus pandemic lurking about, many employees may be reluctant to go to work, or even voluntarily quit, if their managers have nor laid them off before due to the high turnovers in this sector (cf. Rogoff, 2020). 

Contingency factors definitely play a major role in this link. Recall from Northouse (2013) that TSL leaders who prefer task oriented and directive approaches to how work must be dome in terms of organizational productivity in normal cases, following Figure 2.19. He also noted that in certain situations, contingency factors are to be taken into account. So, this could be why the supportive and the participative styles of TCL (if situational leaders, working on special situations, which TSL leaders cannot operate in through authoritative or through directive approaches as they are task oriented only) TFL leaders could excel in this case (Northouse, 2013).

Their empathetic, communicative and understanding nature may just be what employees in a sector used to directive styles need to be exposed to rather than army like orders given by bossy managers not concerned for employee well-being. This is the situation that Gomez-Mejia et al., (2011) Mondy (2012) and Robbins & Judge (2012) were discussing before once satisfied employees do not need to display behaviours of tardiness, absenteeism or turnovers, once they see that their leaders care for their well-being. Hachache (2021) and Melkonian (2020) noted about how burnouts in some sectors could be also seen here in this case as well. These somehow summarize the factors affecting the retail sector performance, through the leadership perspective, as a potential further study, but as is not in this study’s scope, the researcher just shoed to sketch a link as she will discuss it further on in the dissertation as supporting evidence.

2.5.1. Factors that may have been affected by COVID-19: Recall that online consumption increased in the times of COVID-19. So, naturally online consumption whether it is through internet, e-shopping platforms or through any other online medium option (whether it is through social media, like WhatsApp, Facebooks, Instagram, or any other platform) customer richness, online activities seemed to increase. The researcher also noticed that many firms also have their company websites as potential sources for customers to either buy, leave feedbacks or to comment on transactions, among other activities (cf. AbdulHadi, 2015). 

The studies that were investigated, namely Jabbour (2018), Melkonian (2019), Vakulenko et al. (2019) and AlKholy et al., (2020) providing different viewpoints seemed to agree that Millennials nowadays seem to utilize social media frequently but did not fully distinguish if they were college students, professionals, or both. This research proposes that collectively these four researches targeted both young early career professionals and college students roughly aged between 18 to 30 years old. The studies also collectively noticed a trend for older generations to be less keen on online purchases.

Both Vakulenko et al. (2019) and AlKholy et al. (2020) agree that e-commerce transactions increased in the period preceding Covid 19. Yet, AlKholy et al. (2020) noted this increase in these transactions in the period just before the COVID-19 lockdown. This may mean that consumers were already testing the idea to increase online transactions, in lieu of in-store. Although Jabbour (2019) and Melkonian (2019) also argued that the two years before the coronavirus pandemic online purchases were showing to increase could show a trend that Youness (2017) was discussing as well, in a change in the way ones does business.

Today, the social media role in adverting and marketing is way different than AbdulHadi (2015), Jabbour (2018) or Melkonian (2019) were argumenting. But clearly Jabbour (2018) and AlKholy et al. (2020) show differing arguments. The researcher will raise them in the findings section. Last but not least, Sheth (2020) discusses how the COVID-19 transforms the consumers behave whilst buying online. Recall, that some other studies sampled the behaviours of consumer purchases that were influenced by social media, e-commerce, or other e-shopping platforms, but as some were pre-COVID-19, the researcher chose to summarize them collectively in her discussion.
2.5.2. Revised Study Purpose: As based on the above summary, the purpose of this study was revisited from the initial purpose, since it was initially phrased from the proposal. Now after completing this somewhat extensive review on the literature, the researcher is now certain on using a multi qualitative method to collect data (through interpreting secondary data, but at the same time from generating new primary data as well). A pilot study maybe considered, and therefore, an exploratory sequential mixed method maybe adapted as a result in order to test if the interview results collected from managers are in phase with the results we will sample from the employees in this sector. This explains why the researcher considers mixed methods and not anymore mono-qualitative methodologies.


As such, the researcher will introduce the method initially proposed in the proposal, and discuss why the shift to mixed methods was necessary. Because the study aims to explore the situation currently how the coronavirus affects business performance in the retail business by interviewing managers of the Marie France Company. At the same time, a blind pilot study will be disseminated to the employees to test if the results match, and therefore use triangulation methods (Saunders et al., 2019). 

Yet, a survey is envisaged (depending on the research time constraints and other imitations) with questions through on sampling Marie France’s customer behaviour, in order to see if purchases increased in these times or not, and if this pattern can be generalized to the population or not. This will be discussed only after ending Chapter 3, or the Research Methodology. So, if Marie France’s customers would be targeted, the researcher needs to endure that they are millennials, or aged anywhere between 18 to 30 years old, if comparisons with the other studies are possible. If not, then, it will be considered as a recommendation for a future study.
CHAPTER 3: RESEARCH METHODOLOGY
Even though education, humanities, and business research methods adopting techniques and research methodologies similar to social sciences, the process of research methodologies in business issues differ (Cooper and Schindler, 2006 ;;  Sekaran & Bougie, 2016; Creswell, 2018; Sanders et al., 2019). Figure 3.1 lists the process business (or any researcher adopting techniques borrowed from the social sciences) researchers ought to take in opting for the best philosophy, approach or methodology choice (Creswell, 2018). 

Saunders et al. (2019) discusses the process business researchers take through presenting the procedures in an onion like array, whereby, dissecting each one layer at a time until they reach its core. The researcher chose to adopt this approach to discussing the selection of the best research methodology, which was presented in Chapter 1, through preliminary analysis of the study’s aims and objectives. Yet, upon conducing the literature review, the aims have changed. This chapter will be designed as per the initial methods, yet in its conclusion the final selected research method will be reviewed as well as its rationale. .

3.1. Research Philosophy 

Through discussing Saunders et al’s. (2019) arguments, one realizes that firms in the retail industry utilize either descriptive or exploratory (qualitative methods of research to investigate areas that were not studied before) or Statistical (or numerical research methods) approaches. Both methods can ne used independently, or in combination, following the nature of the initial study, once it would involve both descriptive and explanatory research methods (Creswell, 2012). However, both Cooper & Schindler (2006) and Creswell (2012) argue that causal relationships or experiments tend to refer to quantitative studies with explanatory needs.

As per the aforementioned points, the following five main philosophies, supporting any research, are those that the researchers can chose based on the research question, purpose and objectives (Saunders et al., 2019). Olivia (2012) also discusses some of them.

Firstly, Positivism (or realism to some extent) is the main viewpoint utilized in mono-quantitative researches. To some extent, both positivism and realism deal with single, homogeneous and measurable realities, following metaphysical or ontological principles. Saunders et al (2019) recently has discussed more quantitative philosophies, yet for the scope of this research, we will use neither of those viewpoints, seen though they could be useful for our investigation as they bring concrete and hard data to investigate the main research question(s). Yet some explanation will be provided later. In education, both quantitative fields are somewhat traditional in nature as they equate to perennialism and to some extent essentialism (Olivia, 2012). For this reason, the researcher ignored all traditional and quantitative philosophies since they did not align with her study’s goals.

Secondly, interpretivism (or to some extent idealism and post modernism) mainly deals with non-single, heterogeneous and non-measurable realities as seen with mono-qualitative studies, following ontological principles. Although the researcher initially chose a mono-qualitative study method, she realized that qualitative infestations utilizing a mono research method are generally of low quality, according to Creswell (2012) and for this purpose may after all consider mixed methods, 

Although idealism is traditional philosophy and encompasses essentialism, postmodernism, utilized in quality research focusing on the role of language, the expression of power relations and the challenges of hegemonic ideas, is a more modern approach in education, or business studies relying on this philosophy (Olivia, 2012).  Unlike with the quantitative study methods, qualitative research methods were initially considered.

Finally, critical realism is the last main method this research will look into. This together with pragmatism into mixed methods, embodying both quantitative and qualitative studies. To some extent, both critical realism and pragmatism are adopted for solving an organizational problem, for cautioning action research, or for proposing a model or structure that can be used as a solution to a business problem. pragmatism, in the field of education, is linked to progressivism, or lined to more modern research or educational philosophies (Olivia, 2012). After the summary of chapter 2 was conducted, the revised study purpose allowed the researcher to consider for mixed methods. She will consider sequential exploratory methods, as she wants to start qualitative, and then test the finding through a pilot study, just as Noaman et al. (2020) did in their study. 
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Fig. 3.1: Research Onion (Saunders et al., 2019).

Thus, in summary of this layer, and looking at Figure 3.1, the researcher chose the philosophy to best fit with her study objectives. Saunders et al. (2019) beautifully summarized though adopting axiological ontological and epistemological principles the guiding rules for the selection of the philosophy to best correspond to the study. They also helped the researcher in presenting her final research design (Fig, 3.3) summarized at the end of the chapter (Saunders et al., 2019; Noaman et al., 2020).
3.2. Research Approach 

To conduct the research approach is an essential step in analyzing the methodology. Yet, the researcher initially considered a posteriori approaches to her study, as they are imbedded in qualitative and interpretive studies. Note that the second layer, purely financial in nature will not be discussed any further, but involve forecasting or foresighting. So, Saunders et al.’s (2019) research onion (Fig. 3.1) show the three approaches researchers use in defining study approaches.

Consequently, this layer is categorized through the following three modes of reasoning, a priori, a posteriori and a combination of both. These are respectfully used by researchers, scholars or academics respectively working in quantitative, qualitative, or mixed qualitative and quantitative studies. Based on the natures of the study philosophies, positivist studies adopt deductive approaches, interpretivist, inductive approaches, and mixed methods (pragmatist, or critical realist), abductive approaches. The three approaches are shown in Figure 3.1. 

Having initially considered the study to be abstract in nature the researcher initially considered the adoption of a posteriori reasoning. This approach begins with specific observation, which researchers do in the field in order to come up with a general theory (like grounded theory), and then go on postulating a broad concept idea. This is the approach scholars utilize when dealing with human points of view, through using descriptive or exploratory modes of investigation (Hollihan & Baske, 1994).

As such, a posteriori reasoning moves from specific instances into a generalized conclusion, while a priori reasoning is the opposite, as deductions are often made by crime scene experts in supping evidence in solving crimes, through reaching conclusions, and specific arguments. From the explanation of a priori or deductive reasoning, the researcher definitely omitted this approach in her study (Hollihan & Baske, 1994).

 As from the description above, the researcher noticed that her study relies on observations gathered from the field (or even by looking at secondary data to regenerate primary data from) and reach to more generalized theories, as well as attempts to generate new interpretations from collecting new data. Although the researcher strengthens the need to use induction instead of deduction (Saunders et al., 2019), however, she also noticed that statements could be made by using all three approaches (Saunders et al., 2019). They also helped her in presenting her final research design (Fig, 3.3) summarized at the end of the chapter (Saunders et al., 2019).

The abductive approach simply combines both the a priori and a posteriori reasonings researchers go through to reach arguments, and they involve mixed methods. At the end of the chapter, the researchers explains the rationale behind this approach. 

Hollihan & Baske (1994) initially presented the main difference between a priori and a posteriori arguments, and when each approach is used. So, both deductive and inductive approaches are shown in Figure 3.2. both Hollihan & Baske (1994) and Saunders et al. (2019) agree that a priori or deductive reasoning is associated with  “formal logic”, and comprises rational thinking from known philosophies, or principles presumed to be true, to a certain deduction, which once attained is definite, unavoidable, and inevitable, making such statements, valid. However, they define Inductive (or a posteriori) reasoning as “informal logic,” or “everyday argument”, involves drawing uncertain inferences, based on probabilistic reasoning, and their arguments reached are probable, reasonable, plausible, and believable (Hollihan & Baske, 1994; Saunders et al., 2019).

As such, the researcher assumes that the abductive approach combines both formal and informal reasoning (Bryman, 2012). This is an interesting approach, which she considers in her study.
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Fig 3.2: Differences between a priori (deductive) and a poteriori (inductive) reasoning. The abductive approach is the approach that uses both interchangeably (Bryman, 2012).
3.3. Research Strategy

The research strategy entails the “Data Collection Method” and encompasses the three main spheres of research, assuming the researches aim at collecting new primary data, such as qualitative (unstructured surveys, case studies, grounded theories, narrative inquiries and ethnographies), quantitative (structured surveys, experiments and correlational studies) and mixed methods (action research and combined quantitative and qualitative methods).

Although according to both Creswell (2012) and Saunders et al (2019) primary data collection and secondary data collection both need interpretations, the researcher acknowledges the fact that her study ought to be narrative (or descriptive in nature) at the early stages of the study. Yet, she admits that she also needs to provide an explorative methodology to her work once she proposed to collect unstructured interview results, which requite interpretation. At the same time, she needs to test these results, on a larger population, like a pilot study, which is the whole point in reconsidering the initial method selected of “Narrative inquiry” and “Case Study
” strategies. 

3.4. Methodology used 

Methodological choices are based on the design whether it is qualitative or quantitative, or

mixed is defined as follows. soloely qualitatie (mono, or multi), soloely quantitatie (mono, or multi), and mixed qualttaitie and quantitative.

Firstly, quantitative research design may include one of the following methodological choices, Mono-, or multi-methods, if there is one or more numerical methods involed. The researcher chose to not use neither methods after investigarting Saunders et al.’s (2019) arguments, since the study is neither poositiist not realist in nature. 

Secondly, qualitative research design may include one of the following methodological choices, Mono-, or multi-methods, if there is one or more abstract data collection methods used. Sakaran & Bugie (2016) discuss these methods in more details. Yet, as the researcher considere this method, she read more about these research methodology choices.

Finlly, Mixed methods research designs, as stated by Creswell (2012) involve “mixing” purely “qualitatie and quantitatie methods together.
The outcome of selecting the proper research will not only aid the researcher in collecting the right data, but also selecting the proper time zone, sampling strategy and selection of the population to be studied, based on Beam (2014) Creswell (2012). As macroeconomic variables may be involved in the discussion linking them to employee turnovers. Al Masri (2020) has discussed that mixed methods can be an option if one considers multiple data sets, using both qualitative and quantitative studies. Although he utilized a qualitative method based on descriptive analysis the researcher chose to cite this research as a well-written account on how to rely on mixed methods.

Beam (2014) stipulated how looking at issues pertaining to employee motivation, treated as mediating variables, could affect other variables like behaviour, institutional commitment and work performance Thus, and citing Gomez-Mejia et al. (2011) and Mondy (2012) staff incentives seem to inspire and encourage any compny’s workforce to maximize performance. Moreover, during the coronavirus epidemic at AUBMC, in summer 2020, the management massively laid off over 50% of its effective work staff, according to Azzi (2020) and Zaazaa (2020). As a result, Rogoff (2020) noted that across all sectors, even in the retail industry, the direct impact of the Covid 19 pandemic on economic situations and employment on intuitions in Lebanon and on the world were catastrophic.
Consequently, a qualitative method will be employed to obtain full information from the observations according to their ability of describing the influence of Covis19 pandemic on the retail sector’s companies’ business performance. 

3.5 Time horizon 
The time horizon can be either cross-sectional or longitudinal. (1) Cross-sectional research is not intended to be repeated over time. (2) Longitudinal research is intended to be repeated over time to measure the change that occurred over a long period of time Since the researcher intends to conduct a one-time study, she considered a cross sectional time horizon.

3.6 Techniques and/or Procedures for Data Analysis 
Techniques and procedure for data analysis are based on the type of data you collected. For quantitative data researchers utilize excel or SPSS, while for qualitative data they could rely on interpretation by hand or NVIVO among other techniques, As primary data were collected through interviews, the researcher selected purposive and non-random sampling.

Saunders et al (2019) considers the hand interpretation or NVIVO method for interpreting interviews. The researchers chose the manual technique, but will utilize a former interview themes interpretation of similar questions (or themes), which she displays in the appendix. Yet, of course the secondary data that she considered to collect and interpret did not require any sampling. Just, maybe the pilot study she considers for a quantitative study could be utilizing a random sample.
CHAPTER 4: FINDINGS AND ANALYSIS
4.1. Introduction
This chapter presents secondary data from Jabbour (2018) from the focus groups, the SPSS survey and the online survey monkey questionnaire (complex mixed methods) to present details about the consumer behaviour when it comes to online transactions during the times of covid 19 in the retail sector. The current study will add to this, newly collected primary data using mixed methods as well (through surveying), and compared through triangulation as below (Fig. 4.1).

Our data was interpreted by collecting both interviews and surveys, which will be compared to a set of survey questions from a previous study on the consumer behaviour patterns a few years before the Covid 19 which found out that in the last five years, social media was heavily used in the retailing industry for sales and marketing goods and services. 


The researcher begins this chapter by discussing the data analysis method by both the collection and the interpretation if primary and secondary data. Figures 4.1 and 4.2 present the triangulation technique which was used in the study in order to validate the data by checking it with multiple sources, including the literature review>
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Fig. 4.1: Triangulation scheme, as elaborated from chapter 3 (Mourani, 2019).

4.2. Findings (Descriptive Statistics) 
4.2.1. Data Analysis Method : To simplify this process, Jabbour (2018) divided his research in three phases, firstly, a questionnaire on survey Monkey was disseminated to Lebanese Millennials (of which the results were discussed in the literature review), secondly through a focus group study, and finally through SPSS (both of these gases’ outcomes will be discussed in this chapter as a comparison to the current results the researcher will collect from her data. Therefore, the method may be quite similar to Jabbour’s (2018) research.

The current study presents triangulation methods to verify if the collected primary data concords with the collected secondary ones (mostly from Jabbour, 2018). For this regards, the researcher proposes complex mixed methods as well to interpret Jabbour’s (2018) qualitative and quantitative data as a comparison tool for the primary data she will collect through structured surveys (quantitative) and unstructured interviews (qualitative) modes of data collection, through a triangulation scheme proposed by the current researcher.
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Fig. 4.2. Adapted triangulation as used by the current researcher (Creswell, 2012).

4.2.2. Findings from the Qualitative Secondary Data Collection Scheme: Jabbour’s (2018) qualitative used for the focus group, is similar to the method the current researcher adopted when she went for interviews. Yet, as the approaches in the data collection are different between the two studies, the current researcher chose to target the managerial approach in her study in finding out the outcomes of the COVID-19 pandemic on the retail business performance. Yet, she cited Jabbour (2018) as a secondary source for the potential target group of the consumers utilizing social media and internet as their sole tools for purchases. 

So, she decided to collect some information on those potential (or existing) consumers who would rely on online, social media, or, e-shopping tools for their purchases (Jabbour, 20178; Melkonian, 2019; AlKholy, et al., 2020). Yet, and according to Jabbour (2018), sometimes when consumers would be dissatisfied with a product/service’s attributes, quality, or performance, while buying online was the result he noticed that according to his respondents’ results, the basic guideline for refund is to be reimbursed half, or all of the purchase made online and to still keep the product/service.. However, female consumers are more concerned by this form of evolution, and instead of wasting their time searching for a product/service via traditional means. It would be delivered to her their doorstep (Jabbour, 2018). Some of the participants are traders in many different sectors, such as optics, milkshake companies, car mechanics, and other private sectors, told us about their experience on how you can buy products at cheaper price while still preserving the quality needed. With this form of online shopping baby boomers have the possibility to buy desired products in a huge quantity than going to physical store, without worrying about back pain or what will happen if they buy more than the usually..

The housewives are happier with this kind of methods because they are not concerned to plan their days to go shopping. And the benefit is that she can buy a food product and will come less than 24 hours at her home, at a lower charge, but in the same time they can wait longer without shipping payment .it is also practical for busy woman wanting to buy cosmetics products, which are unavailable in their country, this allows the consumers to widen their purchase overview and product diversity. In a busy world, women for example have to focus on their careers as well on the wellbeing of their kids, online purchasing allows them to satisfy their needs without compromising their daily life duties. People are talking about word of mouth, which involves spreading the advantages and disadvantages of a product, and can improve the name of products and its popularity; hence it brings positive feedback which will increase the customer loyalty.
4.1.3. Findings From the Quantitative Secondary Data Collection Schemes: Jabbour (2018) proposed two methods to better understand the consumer when they purchase online, a questionnaire on www.surveymonkey.com, which targeted sixty subjects, and a detailed analysis of generated data on SPSS, targeted to fifty respondents. The current research will discuss both Jabbour’s (2018) survey and SPSS results through comparing them with her findings to combine both approaches to see whether or not COVID-19 has impacted the retail sector or not.

The online questionnaire consists on having answers from the net surfers however it’s difficult to know the real identity of the processor, the second method, was the questionnaire the utility of it was asking random people on the street to have Lebanese opinion along with personal connections from neighbors and coworkers, we noticed that security was no longer an important problems, where past online system are improving and getting more protected systems, the duties of the companies include warning the consumers of their regulations from protecting their data and payment information, malfunction of products is not a big issue nowadays where it is always possible to either refund or return the product within a limited sequence of time. Finally, Jabbour (2018) noted that all social classes were represented in the sample he chose and that they mostly all adhered by this form of online shopping.

4.2.4. Findings from Primary (Quantitative) Data: Both the quantitative (survey) and the qualitative (interview) data collection schemes are respectively shown in Appendix A (survey) and B (interviews). The survey was targeted to employees in the targeted company for data collection, whereas the interviews were targeted to the managers of the companies that the researcher targeted. The next section will analyze both the survey and the interview results. 

The findings from our survey are interpreted in two parta. Part 1, involves the discussion of the pilot study, as we initially did the interprétation when 10 subjects responded the survvey in Dec 21, 2020. As we noticed the data to be valid, we preoceeded with the data collection and therefore present the full survey results in the Appendix.

4.2.5. Findings from the Interview:

1) How do you deal with panic inside the organization? Have you faced a difficulty at understanding psychological problems in responding, and recovery phases, as an HR department in the current situation? If so, please clarify.

The interviwewee told us that one should «Understand the problem, be transparent with the employees and restructure cost, prices and expenses » They should also be negotiating with suppliers, with landlord and malls. They added that they ought to « Adapt prices according to the market without creating shock- Reduce expenses while keeping a proper budget to avoid affecting quality and environmental living conditions. »

Pertaining to staff, they ought to  letting people go, and to reduce profit margins, while trying to keep paying their employees decently. They also should give priority to local employees, while avoiding clashes with foreign staff members. Another way could be to invlove the syaff in daily problems without creating panic and to give psychological support when needed. Expanding to the MENA region so as to gain more revenue is a possibility so the interviwee sainf (Ex : Egypt – KSA )

Finally, People at risk are asked to work from home - train them on new communication platforms (Zoom – Google meet). The company also porposes amenities such As medical support and Insurance allowances and also propose to reduce workload when possible.

2) How do you deal with Loss of key staff and knowledge? And, In case the loss of key staff occurs in your company, what effects does it have on its outputs/performance?
Knowledge is shared with everyone as per the company guidelines, as such, as the interviewee says, the main (key) staff are supported by top managers or supervisors, so at the company, people are polyvalent. As per the company policy as notice period is mandatory for a departing staff to alert the HR. By then, recruitments will start instantly and the candidate pool of CVs in the HR database are used as back up in case of emergency recruitments

.The senior management team are always empathetic and will try to find solutions to avoid losing any key staff. Yet, short time leaves are accepted so that staff get to rest and come back with a better energy. For instance two managers are currently on leave, so there are contingency plans setup to have their workload divided among the available staff who know their specific job description..

Thus, the top managers, including the GM and all heads of departments can fill in any departing staff at any time as thwy have been trained with all functions in the compant, for an emergency replacement. Finally, in terms of Outputs and performance, as the interviewee concludecd « the Team felt more responsible and even though some delays occurred projects were still delivered on time. » 

3) What do you do to prevent high turnover in your labor force? Did you know that the lack of morale and motivation, can cause low performance (and is what causes high turnovers or layoffs)? How does your department deal with this?

In order to prevent high staff turnove, the company creates Loyalty porgrams, i.e. to be there for the workers when needed so they stick around in times of crises. It considers providing amenieties for staffs (ex : Personal : Employment for employees’ friends and family/ corporate: Visa and insurances for employees). 

As communication is Key, management must set the example and set clear goals and objectives so that staff realizes that eventually things will be back to normal with a prosperous future. Yet, ir couild also arrange activities that are mood  boosting outside and inside the work place (meditation and social gathering). El Khoury (2021) agrees with this and adds that mangers could be leaders and exert good leadership skills, by being empathetic>

Be better than competition throufg developing CSR, work ethics, terms of working, working hours, breaks, bonuses, and so on. And as the manger noted to ua, « Yes,lack of moral and motivation causes low performance this is why we have regular assesments,achievements, points, programs(employee of the month ,best performance, challenges and competitions, targets. »

The strategies the management uses are to hire the right people for the job, and of course fire the bad ones (through propoer performance appaisals) instead of doing mass firings, sonce they consider to retain the good employees through treating them with fairness and equity (Melkonian, 2020). So, they intend to Keep compensation and benefit current, Encourage generosity and gratitude, Recognize and reward employees. Offer flexibility, Demonstrate and cultivate respect, Pay attention to engagement, Prioritize employees’ happiness, Make opportunities for development and growth, and Provide an inclusive vision, while focusing on fair and transaparwnt perforance evaluations..(Melkonian, 2020).

4) Currently Job insecurity is highly present in Lebanese work environments. So how did your company respond to this as a result of the coronavirus and what measures were taken to ensure the job safety, health and security of your employees?

Yes the mangement took the leasd in terms of staff safety, through measures taken to ensure their jobs are safe, have access to, health and security amenities. And by promoting sanitization and higene by ensuring all staffs follow the requested guiudelines

The form encourages distance working, and Incites all staffs to stay home if sick, so as to not infect other co workers in the chance they get infected with coronavirus. They are asked, at work to cover coughs and sneezes properly, to iIncrease physical distance amoung employee in the office and to discourage staffs from using others phones and computers.

They maintain regular housekeeping practices, prompt identification of potentially infections individuals, to ask them to be confined and to not mingle, encourage self-monitoring, and above all, to definitely, report when sick since they conduct random PCR’s (and ask staffs once tested positive for Covid 19 to self confine) .

The company provides regularly face masks, gives flexible sick leave policies, Installed high efficiency air filters, and barriers as well as increase ventilation. They all Posted hand washing signs and restrictions, reoved ouch trash cans and hand soap disinfectants, for the staffs. Yet they also provided customers and the public with tissues,-hand gels and facemasks thus ensuring safety for all stakeholders

Be aware of workers concerns about their wages, their leave, safety, health and other issues that may arise during infectious disease outbreaks and to also work with insurance companies and local health agencies to provide information to workers and customers about medical care in the event of the covid 19 outbreak.

5) Has your company considered canceling scheduled training programs ? and has your company considered canceling recruitment in this case ? If so please clarify.

Training programs: were in place for the Covid 19 prevention campaign, initially launched by the MOH, as many managers confirmed in previous studies (ex. Melkonian, 2020). These were especially tailored to have the company staff adapt to the new to the new sanitation measures 

Yet, secondary programs were reduced to a strict minimum, i.e. where only essential staffs attended them. Basically, each group in the company’s was represented by one supervisor who would then communicate the message later on to the rest of the team.

When flying was necessary scheduled training where postponed, like those in the Far East, and educational training program shifted online. Yet irrespective of the pandemics, trainings should not (and did not) stop, as one needs to always be up to date for coming and going through the transition smoothly.

As per recruitments, they are contingent with the types of positions to hire, as the company divided essential hiring to non essential, so if there would have a need to hire a senior employee the firm could, upon its needs, yet junior staffs, not necessary. 

As, recruitments depends on types of positions, junior, mid level or senior. As it is hard to hire for managerial positions in cases of pandemics, hiring junior roles are possible. Yet, hiring a Junior marketing coordinator was possible since she handles online platforms and social media, so she can easily work from home and receive all the needed data and info online.

4.3. Analysis 
The SPSS results, from Jabbour (2018) will be discussed in sections 4.3,1 and 4.3.2. The SPSS survey was also used to compare and contrast with the .online survey .

4.3.1. Analysis of the Results Based On Key Questions: Jabbour (2018) addressed in his study through the SPSS test he had run on the survey he did, and why it was done. He noted that it was to provide detailed discussions on the test he had administered on the answers collected and the rate of attractiveness to online shopping. He was a 100% sure that the sampled population of his survey were representative of the millennial generation he targeted.  These include the SPSS and the online survey of Jabbour (2018).

Yet, Melkonian (2019) and AlKholy et al. (2020) targeted a different age range of the same population and that results may have showed different aspects of the issue at hand. Jabbour (2018) and AlKholy et al (2020), for instance show conflicting results. Yet, together with Melkonian (2019) they all agree that the challenges of e-commerce in Lebanon faced by Millennials (or those Lebanese youths under 30 years old) is that to some extent internet impacts their daily lives, and show an increasing dependency on social media as a way to conduct online transactions. All three authors state that their generation is very different from the baby boomers or Generation X, who tended more to purchase goods/services in a physical store, of course in pre-COVID 19 times (Jabbour, 2018; Melkonian, 2019; and AlKholy et al., 2020). That is how Jabbour (2018) and AlKholy et al. (2020) [resented opposing arguments as the former author said the sampled population showed less tendencies to buy online, and the latter to buy more. The current researcher states however that both authors are right, within contest. 

.All cited authors argued that their perceptions of online transactions evolved as they facilitate the access to this different purchasing method (Jabbour, 2018; Melkonian, 2019; and AlKholy et al., 2020). And, as Jabbour (2018) added, women belonging to the millennial generation, nowadays, which are more independent, oriented to time consuming tasks and money saving items, tend to be more interested by purchasing online comparing to those of the Generation X, or to the older ones, as those over 50 years old, or above tend to favour, in pe-COVID-19 times, in store purchases. An argument that AlKholy et al. (2020) could argue against, notably based on the sample selection, and on the behaviour of each generations via a vis social media, online marketing or e-shopping. This is if the current researcher compares and contrasts Jabbour (2018), Melkonian (2019) and AlKholy et al. (2020), since the Millennials targeted were different, as the latter researchers focused on University students mostly.

The majority of the people approached in both Jabbour’s (2018) and Melkonian’s (2019), online AlKholy et al.’s (2020) studies were independent income earners in the Lebanese society. In the case of Jabbour (2018), 82% of the sample was composed of wage earners, and only 18% of students (question 3). As such, the high to moderate income earning professionals were able to buy all sorts of products/services online. Jabbour (2018) added that more advantages come along when people are independent income earners, which facilitates the process in getting a bank, or internet card. Today, the situation in Lebanon is way different, as it fasces an unprecedented economic drawdown, caused by the political corrupt elite mismanaging state assets, and the coronavirus epidemic. Yet, and according to Jabbour (2018), out of all the sampled population, 6% of the sampled individuals earned salaries of over 1500$ per month, 56% of individuals had a ranged salaries of $1,000 to $1,500, and 20% ranged from $800 to $1,000. 12% of all wage earners gaining salaries less than $800 per month.. The current research noted that had these people kept their jobs, their salaries devaluated 80% of their value as wages are earned in the equivalent rate of 1500 LBP, to the dollar, and not at the current market rate of 8000 LBP.

Out of the fifty respondents, as all answered yes to question 5 (“Do you often buy from e-commerce?”), Jabbour (2018) assumed that everyone buys products using online websites, based on the respondents’ answers, which led to the second question on his survey.

Those who wanted to participate in the survey answered yes to question 6 (“Do you frequently buy from e-commerce?”) that Jabbour (2018) passed about e-commerce, which is logical, otherwise they would have wasted time on it. For all individuals, who answered yes, the follow-up question proposed responses on the frequency of purchases (Daily, Weekly, Monthly and Rarely). The majority responded monthly (with 46%) and then, weekly was in second position (with 32%). And only, 22% would rarely buy online. These results do not coincide with the Survey Monkey questions, which indicate a 91% infrequent use of social media, websites or e-commerce platforms and only a 9% of frequent use (Jabbour, 2018)
.. This may make the comparison hard with the current case with COVID-19.

Jabbour (2018) also addressed question 7 (“Do you feel safe performing online transactions?”) o his respondents and noticed that since nowadays with new technologies customers who buy through the internet aren’t afraid while pursuing commercial transactions online. This is because there is new technology to secure online payment, 64% of the respondents and 36% don\t feel safe. The current resesrcher sees a trend in responses, as a similar number of consumers buy online without pacing  issues.

Through question 8 (“Did you encounter any problem while buying a product?”) Jabbour (2018) noticed that consumers aren’t guaranteed not to encounter problems while undergoing online transactions, which means that they usually get refunded as a compensation in case that happens. So, when customers were faced with problems while buying product online, 68% agreed and 32% disagreed. There is a link in the data presented by the online survey that indicates that the consumers who were sampled by Jabbour (2018) on both surveys also show to have not been faced by problems while buying products online/

Jabbour (2018) also addressed question 9 (“What are the products that you purchase online?”)  and realized that, together  the survey monkey results that people are getting more keen to following modern sales trends, and became more attracted to buy from online stores. He noted that online purchases are easier and cheaper than through physical stores. Unlike the Survey Monkey results, 34% of the respondents said they’d buy airplane tickets online, whereas 20% would buy cosmetics, 16 % clothes, and 14% would buy electronics and other products online. The online survey shows a slightly different figure.

Through question 10 (“What are the measures that you took while performing e-commerce””), Jabbour (2018) noted that based on the respondent’s answers he gathered that because of new security rules and regulations, whenever a client encounters problems, companies should abide by them in order to settle the differences with customers or refund them. The SPSS results stated that 56 % wanted to be fully refunded, 26% wanted other kinds of compensation, and 18% would settle for a product exchange. Yet, the Survey Monkey shows a different statistical result because the sampled consumer population that targeted sixty people were showing different consumption behaviour, agreeing on similar options, to either refund the customer or to replace the defective product. Yet, when a product is purchased online by a customer and is delivered damaged, the best solution is the fully refund the customer.. But another option would be to allow the customer to keep the product and still be refunded (Jabbour, 2018).

Jabbour (2018) also addressed question 11 (“Are you satisfied from ecommerce?”) When there is refund, and repayment so customer will get more satisfied than not being helped so 82% for the (Yes) and 18% (No) online market cannot satisfy everyone. As this question targeted if the customer satisfied from ecommerce sites once buying their desired products, it is clear that they will be as the majority of the respondents said yes (Jabbour, 2018). This statistic agrees with AlKholy et al., (2020).

Question 12 (Is the price range suitable?”) Jabbour (2018) noted that choosing one’s own price and Quality is the dream of everyone, so 94% were very satisfied only 6% were dissatisfied in terms of price ranges. As many other consumer behaviour specialists confirmed, most of the customers buying products or services online would be satisfied (Melkonian, 2019; AlKholy, 2020; Sheth, 2020).

.Jabbour (2018) also addressed question 13 (“Do you think that e-commerce would take place of physical store?”) to his respondents. Through this question wanted to see if online markets will replace traditional stores. So, 64% agreed that e-commerce be will be future way in which customers will buy products (or services) online, as opposed to 10% who disagree, and 26% who are not sure. The survey monkey results show a different result, again based on the selected sample. 

4.3.2. Primary Data Analysis: Our primary data analysis entails of interpreting both the interview and the survey results. We will compare them against the survey results Jabbour (2018) collected.
To question 1 (“Does Covid 19 affect the business performance in the retailing industry?”) all respondents unanimously answered “Yes” (at a 100.00%). Thus, we csan clearly say that our researcxh question has been answered positively.

To question 2 (Do you deal with panic inside the organization, or have you faced a difficulty at understanding psychological problems in responding, and recovery phases, in the current situation?), the responses were Yes (42.86%), Unsure (25.00%), and No (32.14%). The interviewee confirmed somehow that although at her company there maybe panic, but measures are there to attenuate it, and of course this « state of panic » is contingent of the sector of operation we are in, as according to Melkonian (2020) some firms had extremely high levels, in terms of staffs fearing job losses or wage cuts.

To question 3 (Does your company deal with the loss of key staff and knowledge? And, in case the loss of key staff occurs in your company, what effects does it have on its outputs/performance?), the responses were Yes, and productivity is affected (57.14%), Unsure (14.29%), and No, and productivity is not affected (28.57%). The people who responded « unsure » to question 2 could be statistically probable to be the same as those who responded « No, and productivity is not affected » to this question.  The interviewees confirm that the company knowledge is shared, as per policy and that the management does its best to limit staff losses, but in case losses occur, we seem to understand that output will not be affected once knowledge is shared and replacements found, once a contingency plan is proposed. (Melkonian, 2020; El Khoury, 2021).

To question 4 (Does the company prevent high turnover in its labor force? And did you know that that the lack of morale and motivation, can cause low performance (and is what causes high turnovers or layoffs)?), the answers were Yes, and i know (67.86%), Yes, but I didn't know (14.29%), Unsure (7.14%), No, and I know (10.71%), and No, and I don’t know (0%).  The people responding « unsure » in question 3 may be the same, statistically, who answered « yes, but i don’t know » to this question.  The interviewee agrees for the fact that at her company, the management does prevent turnover.

To question 5 (Currently, job insecurity is highly present in Lebanese work environments. Has your company responded to this, as a result of the coronavirus?) And what measures were taken to ensure the job safety, health, and security of your employees?), the answers were Yes. Plus safety measures were enforced (67.86%), Unsure (14.29%), and No. Plus no safety measures were enforced (17.86%). The people responding « unsure » in question 3 and « yes, but i don’t know » to question 4 are the same respondents who responded « unsure » to this question. The interviewees confirmed that at her company the management takes covid 19 precautions very seriously and work toward creating employee (and other stakeholder) safety a number 1 priority.

To question 6 (Has your company considered canceling scheduled training programs? And, has your company considered canceling recruitments in this case?), the responses were Yes, both were cancelled (42.86%), Unsure (17.86%), No, neither were cancelled (35.71%), and Other (3.57%).  
4.3.3. Analyzing the Descriptive Survey Results (Survey Monkey) Secondary Data: The results of Question 1 (“How old are you?”) were shown in Jabbour’s (2018) Graph 2. The current researcher showed the results in her literature review in a way to compare these results with other results, as compared to AlKholy et al. (2020). :So, from Jabbour’s (2018) the trend measured was that the sampled population were Millennials under 30 years old are the most active for this form of buying online. Both Melkonian and AlKholy et al. (2020) agree. All Jabbour’s SPSS statistics are found in the Appendix.
For the second question on gender the following result is obtained (Jabbour, 2018). In Graph 3, the investigator was not able to specify whom of the male or the female consumers were more active on these online platforms, as the questionnaire was done anonymously (Jabbour, 2018). This graph was also shown and discussed in the current research’s literature review by the current investigator (Jabbour, 2018) Yet, according to the SPSS results, the sample was composed of 66% female and 34% male respondents (Jabbour, 2018)..

The results of Question 3 (“Do you often buy from Ecommerce?”) the following results were shown (Jabbour, 2018). So, for the level of e-commerce purchases, the results, which were posted in Jabbour’s (2018) Graph 4, stipulate that 61%f the respondents buy online, against 39% who don’t: So, the current researcher notices that e-commerce is a new way to buy desired products through social media, via e-shopping, or using websites, (Jabbour, 2018, Melkonian, 2019; AlKholy, 2020). This graph was also shown and discussed in the current research’s literature review by the current investigator (Jabbour, 2018).

The results of Question 4: (“If yes, …”) are shown in Graph 5 (Jabbour, 2018). :So, according to it, the majority of consumers buy monthly (44%) and rarely (47%), and a minority (9%) buy weekly, as Jabbour (2018) pointed out
. Yet a different result was shown in the SPSS, perhaps one graph was used a a guide or test for comparison. This graph was also shown and discussed in the current research’s literature review by the current investigator (Jabbour, 2018). SPSS results are shown in the Appendix.

The results of Question 5 (“Do you feel safe performing online transactions?”) were shown in gaph 6 (Jabbour, 2018). :So, with the new technologies that secure payments 61% of the respondents feel safe baying online, against 39% feeling unsafe, So Jabbour (2018) assumed that most of the respondents were not “afraid when buying on the internet”. Incidentally, the same amount of the respondents coiciden with those who do buy online. So, there may be some consistency in this survey after all.

The results of Question 6 (“Did you encounter any problems while buying a product?”) were shown in Graph7 (Jabbour, 2018). So, according to Jabbour (2018), since anonymous responses are not usually clearly true, a minority of individuals (32%) has encountered problems when buying on the internet, whereas the majority (68%) did not. The current researcher sees a link with the results of Jabbour’s (2018) results in the fourth question, as a similar figure points out to the people who buy frequently online are those who did not face problems. So, she understood that those who faced issues online rarely, or do not buy online at all
.
The results of Question 7 (“What are the products that you purchase online?”) from Jabbour’s 2018) surrey were posted on Graph 8. It was gathered that 37% of the respondents bought clothing items online, 14% purchased electronics online. 3% bought cosmetics, and 27% bought all of the above items. Melkonian (2019) sampled a similar youth comprised of income earning professionals (Lebanese youths) who bought different types of products or services, but did agree that Millennials bought clothing items online. Whereas, AlKhioly et al. (2020) sampled a different segments of the Millennial generation (college students) who reacted differently in terms of e-shopping and even managed to map their degree of satisfaction. Therefore, when using ecommerce, consumers are prone to invest more in brands knowing that they can purchase items at a lower price than in the physical store (Jabbour, 2018). The other scholars who studied the consumer behaviour through online and social media platforms seemed to have agreed as well. (Melkonian, 2019; AlKholy, 2020).

The results of Question 8 (“What are the measures that you took while performing e-commerce?”) from Jabbour’s 2018) surrey were posted on Graph 9. It was gathered that 30% of the respondents chose to get refunded, in case of problems with products bought online and also an equal  amount of respondents chose to opt for product replacement. However, the remaining 40% of the respondents chose “other methods” when having problems with an online transaction (Jabbour, 2018). 
These methods were probably those that Melkonian (2019) and AlKholy et al., (2020) raised in their researches on consumer behaviour through social or e-shopping platforms.
The results of Question 9 (“Is the price range suitable?”) were presented in Graph 10 (Jabbour, 2018). So, ideally, when a customers chooses to buy a product (online or at a physical store), the obviously the price will be suitable. Because, according to Jabbour (2018), when customers choose the price of a product, then for sure it will suit them. Indeed, the consumers responded yes to 86& that hay find the price range suitable for online transactions, and that only 14% do not find it suitable/

The results of Question10 (“Do you think that e-commerce would take the place of physical stores?”) were presented in Graph 11 (Jabbour, 2018). Yet, based on the various research scopes the current researcher analyzed, according to Jabbour (2018), consumers do not really think that e-commerce will take the place of traditional trade. And that, as most of the fifty people who were approached anonymously were Europeans, since the questionnaire sent online was answered mostly by Jabbour’s (2018) non Lebanese friends and connections. However, the SPSS results show a different result.
4.4. Summary of Findings and Analysis
The chapter concludes that the researcher sampled randomly several subjects and then interviewed three of the mangers of a local Lebanese store which has recently had many upturns in online sales. 

Results showed that the survey results and the interview responses were aligned with each other. Considering how the top mangers said that in their company the senior management team focuses on employees, customers and on all stakeholders, the analysis of the secondary data from Jabbour (2018) will help us estimate consumer behaviour online  

Thus the real need to compare in a study how in the same institution, each stakeholder views the case, as like an in-out and/or an out-in approach, a step itself for strategic planning or for quality management purposes could be quite useful in such times . And to see the industry’s health by analyzing each stakeholder.
CHAPTER 5: CONCLUSION, LIMITATIONS, AND RECOMMENDATIONS

5.1. Conclusion 

The question (“Does Covid 19 affect the business performance in the retailing industry?”) was answered: Yes, there was evidence that how the coronavirus pandemic greatly affects retailing business processes. The surveying somehow confirmed this too.

In the studied firm, the managers stated that there was somehow a state of panic, but it was doing its best to support their staff through communication and empowerment. Management did its best to respond to it effectively due to the pandemic or to other impediments, by showing full support: Various responses from the survey carried, yet there was an overall agreement.

Pertaining to staff losses, the contingency plan that El Khoury (2021) spoke of in her research pertaining to managers searching for immediate staff replacement can cater for the vacant positions. It noted that all employees even the Senior management were capable to fill in for any departing staff, either on permanent, or on temporary leave, as a grace period is typically requested such that recruitment is filled quasi immediately. Loss of knowledge is not an option as it is shared to all as per company policy. The survey results seem to agree too.

As per productivity, the few secondary data we collected from Jabbour (2018), Melkonian (2019) and Sheth (2020) confirm to us that the online purchasing and consumption behaviour greatly increased in the time of the pandemic, so this is supported through the secondary data analyses. Similarly, the management encouraged international expansion, as the company considered setting up offices in the MENA region, starting in Egypt and KSA.

The management at the studied firm notified that the turnover is controlled. How? By enduring that the good staffs are retained and the bad ones fired. Plus, reward management is necessary to ensure staff retention (e.g. Carson et al., 1994), Survey results seem to be aligned in general with this sentiment, as employees are feeling safe at work, once there is no threat of job losses and wage cuts. So, in this case the employees feel more motivated.

The employees see that management has taken steps to enhance staff safety as the management confirmed it has thought of the best interests of all stakeholders, customers, employees, visitors or any other person showing interest in the company. Plus, they took the covid 19 prevention steps very seriously. Their measures were to increase the distancing, encourage the wearing of masks and other protective gear in addition to the hand sanitizers and other safety measures for all. (e.g. El Khoury, 2021).

The manger clearly noted that essential trainings were kept, and that the non-essential ones were kept at a minimum for only the essential staff to assist. Yet, all, or most trainings held at the company  Recruitments for executive or essential positions are currently not possible, yet social media platform experts, or online marketers could be hired as they work from home anyway.

5.2. Limitations 

Currently, like most studies nowadays, mine is no different than any other dealing with the effects of the corona virus on business productivity, The main limitation was the time constraint inasmuch as we have had only 40 days to produce the full thesis project. And a limited time to gather and to interpret the survey (from randomly targeted subjects) and the interview (purposive sampling). 

A logistical constraint also posed a threat to my research, since I was unable to collect all the needed data, since my survey targeted employees and my interviews managers of a local retaining industry company. Yet I showed no primary data as to compete the business performance in my sector since there are no readily available data on consumer behaviour and purchase records. Yet the secondary studies I consulted aided me greatly in generarting the comparative data needed for me to analyze them through comparing and contracting them with my primary data.
5.3. Recommendations 
A definite suggestion pertaining to turnovers need to be considered, even if in our sector, turnovers in the best ability of company mangers or HR departments, are reduced by retaining all employees, like by facilitating their statuses, giving them more securities, more flex time, and so on as Gomez-Mejia, et al. (2011, 2016) and Martoccio (2016) suggest. 


We definitely ought to consider a longitudinal study whereby we would collect information from 2010 to 2020, in Lebanon during the last decade, as many economic sectors waned due to geopolitical and socioeconomic factors beyond anyone’s control  we had chance to study this case more in depth.


So, we could generate a grounded theory for a future research either in leadership, organizational behavior or HR in finding ways how can the staff performance improve in times of crises, where panic levels are definitely high. This may help aid in selecting the optimal  managerial decisions as well as the right incentives and compensation systems, especially in global pandemics, in order to see which variable best boosts staff motivation in such times, since it is believed that employees increasingly prefer intrinsic rewards to cash incentives.


The performance appraisal forms of rewards work best as many HR experts

demonstrated that employees prefer these forms of reward distribution, and could be used anywhere in the medical, he entertainment, or even the hospitality industries. A suggested model is proposed in Figure 5.1. Therefore, the management needs to consider that motivational strategies are contingent to enhance employee’s motivation at the workplace in order to implement the best reward or compensation system to match with the company’s mission and vision:
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Fig. 5.1: Suggested performance appraisal scheme to sack all bad staffs and to reward the good ones.

Future studies in this domain are suggested in dealing with some of the constraints we faced. The future research should numerically measure effects of rewards, incentives or bonuses on staff’s motivation in a larger sample, and generate enough data to cover more sectors, make a more specific conclusion and prove if the aforementioned result holds true 

This research was limited in scope as to only covered some aspects of how management perceived Covid 19 affects employee well-being, and what strategies can be employed to maximize productivity, keeping safety measures. So, ideas to contribute to new studies are numerous. The upcoming research proposals should include research strategies like action research regarding views and approaches to study employee motivation and engagement that require large amounts of primary data collection (mixed methods). Here we may compare internal performance at company level versus the external at societal level once the strategy needs to be implemented.
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APPENDICES

APPENDIX A: QUESTIONNAIRES 

Survey questions

1) Does Covid 19 affect the business performance in the retailing industry?
2) Do you deal with panic inside the organization, or have you faced a difficulty at understanding psychological problems in responding, and recovery phases, in the current situation?
3) Does your company deal with the loss of key staff and knowledge? And, in case the loss of key staff occurs in your company, what effects does it have on its outputs/performance?
4) Does the company prevent high turnover in its labor force? And did you know that that the lack of morale and motivation, can cause low performance (and is what causes high turnovers or layoffs)?
5) Currently, job insecurity is highly present in Lebanese work environments. Has your company responded to this, as a result of the coronavirus? And what measures were taken to ensure the job safety, health, and security of your employees?
6) Has your company considered canceling scheduled training programs? And, has your company considered canceling recruitments in this case?
APPENDIX B: INTERVIEW FORMS
Interviewee signed form
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APPENDIX C: TRANSCRIBED INTERVIEWS
Interview Questions

1) How do you deal with panic inside the organization? Have you faced a difficulty at understanding psychological problems in responding, and recovery phases, as an HR department in the current situation? If so, please clarify.

Understand the problem/ be transparent with the employees / restructure cost, prices and expenses: negotiating with suppliers – negotiating with landlord and malls – Adapt prices according to the market without creating shock- Reduce expenses while keeping a proper budget to avoid affecting quality and environmental living conditions.

Employees: avoid letting people off – reduce margins of profit while try to keep salaries accessible- Give priority to local employees – while avoiding crash with foreigners – Involve employees with day to day problems without creating panic – offer psychological support – Expanding Business to Generate more revenue (Egypt – KSA).

People at risk are asked to work from home - train them on new communication platforms (Zoom – Google meet) – Offer medical support from company Dr and Insurance – reduce workload when possible.

2) How do you deal with Loss of key staff and knowledge? And, In case the loss of key staff occurs in your company, what effects does it have on its outputs/performance?
All team within every department shares files and is aware of entire cycle of work.Main key staff are supported by executives and managers that can fill the gap when team leader leaves or is absent, people are polyvalent. Notice period is always requested to be respected so that whenever key staff loss happens, recruitment starts instantly and positions are filled and work is handled out properly.

Recruitment and CVs are always available for back up.

Company’s CEO and COO always try to understand if there is a main issue or problem what can be solved so that employees with experience choose to stick around instead of leaving.

Short time leaves are accepted so that staff get to rest and come back with a better energy.

Yara, Head of E-commerce is replaced by Rouba who worked for a multinational company and has a long experience in the field,

Jonathan, IT Manager, is replaced by 2 IT people so work load is divided and Jonathan would still be available on call to answer any questions.

Charbel, our GM and all heads of department were trained and able to fill in the gap each in their separate scope of work and reported to CEO in the meantime.

Outputs and performance: Team felt more responsible and even though some delays occurred projects were still delivered on time. 

3) What do you do to prevent high turnover in your labor force? Did you know that the lack of morale and motivation, can cause low performance (and is what causes high turnovers or layoffs)? How does your department deal with this?

To prevent high turnover in labor force : Create Loyalty , be there for the workers when needed so they stick around in times of crisis

Offer services (Personal : Employment for employees’ friends and family/ corporate: Visa and insurances for employees)

Set clear goals and objectives so that staff realizes that eventually things will be back to normal with a prosperous future.

Arrange activities that are mood  boosting outside and inside the work place (meditation and social gathering)

Be better than competition (work ethics, terms of working, working hours , break , bonus)

Yes,lack of moral and motivation causes low performance this is why we have regular assesments,achievements, points, programs(employee of the month ,best performance, challenges and competitions, targets)

Hire the right people.

Fire people who don’t fit.

Keep compensation and benefit current

Encourage generosity and gratitude.

Recognize and reward employees.

Offer flexibility

Demonstrate and cultivate respect.

Pay attention to engagement.

Prioritize employees’ happiness.

Make opportunities for development and growth.

Provide an inclusive vision.

Clean up performance review.

4) Currently Job insecurity is highly present in Lebanese work environments. So how did your company respond to this as a result of the coronavirus and what measures were taken to ensure the job safety, health and security of your employees?

Measures taken to ensure the job safety, health and security of employee:

· Promote hand washing, providing workers with clean place to wash hands, otherwise provide alcohol based products.

· Encourage workers to stay home if sick

· Cover coughs and sneezes properly

· Increase physical distance among employee in the office

· Discourage workers from using others phones and computers

· Maintain regular housekeeping practices

· Prompt identification of potentially infections individuals

· Encourage self-monitoring

· Report when sick(positive )

· Provide face masks

· Flexible sick leave policies

· Install high efficiency air filters

· Increase ventilation

· Install barriers

· Post hand washing signs and restrictions

· Conduct random PCR’s

· No-touch trash cans/hand soap disinfectants

· Provide customers and the public with tissues-hand gel- masks

· Be aware of workers concerns about pay, leave, safety, health and other issues that may arise during infectious disease outbreaks

· Work with insurance companies and local health agencies to provide information to workers and customers about medical care in the event of covid 19 outbreak.

5) Has your company considered canceling scheduled training programs ? and has your company considered canceling recruitments in this case ? If so please clarify.

1. Training programs:: Adaptation to new measures (1m social distance between the chairs, face shields for the spokesperson, open air area when possible or proper ventilation within conference rooms)

2. Secondary programs : Reduced to strict minimum number of person ( meeting with each supervisor alone – supervisor with 1 or 2 shop manager maximum)

Each groups was represented by one supervisor who would then communicate the message later on.

When flying was necessary scheduled training where postponed (china ,Bangladesh)

Educational training program shifted online.

Pandemics creates changes and people need to always be up to date for coming and going through the transition smoothly (required trainings we shouldn’t stop)

Recruitments depends on types of positions: for the jobs that requires interdepartmental communication and are mid to high level position it’s hard to be recruited, because it depends a lot on the person’s character and ability to work in groups and find solution that please everybody.

Warehouse manager: Not possible, because he needs to assess physical performance of each workers and check warehouse repartition and visibility and coordinate with the sales manager.

Junior marketing coordinator: This is possible since she handles online platforms and social media, so she can easily work from home and receive all the needed data and info online.

Preferably, high positions not to be recruited and trained during a pandemic because of instability and lack of routine and discipline.

APPENDIX D: Secondary Data (Jabbour, 2018)
Statistical Analysis:

Table D.1: General SPSS results (Jabbour, 2018)
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Table D.2: Question 1: What is your age?

	Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	<30
	17
	34.0
	34.0
	34.0

	
	30-40
	10
	20.0
	20.0
	54.0

	
	40-50
	14
	28.0
	28.0
	82.0

	
	>50
	9
	18.0
	18.0
	100.0

	
	Total
	50
	100.0
	100.0
	


In this part Jabbour (2018) wanted to find out who the consumers are and how old are they, individuals under 30 were more attracted to this form of online shopping. Melkonian (2019) and AlKholy (2020) seem to agree as well with the sampled population range, even though Jabbour (2018) sampled people from the older generations as well, but mostly focused on Millennials, without specifying their ages.
Table D.3: Questions 2: Are you…

	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	female
	33
	66.0
	66.0
	66.0

	
	male
	17
	34.0
	34.0
	100.0

	
	Total
	50
	100.0
	100.0
	


in the SPSS mode there was more women than male.

Modern women, women nowadays are more influential, by this form of facilitating which involves buying online.

Table D.4.: Question 3: whets your educational Qualification?

	Profession

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	9
	18.0
	18.0
	18.0

	
	worker
	41
	82.0
	82.0
	100.0

	
	Total
	50
	100.0
	100.0
	


There are more individuals in the active society who buy online

Table D.5: Question 4:Please tick your income range in $.

	Income$

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	600-800
	3
	6.0
	6.0
	6.0

	
	800-1000
	10
	20.0
	20.0
	26.0

	
	1000-1500
	28
	56.0
	56.0
	82.0

	
	>1500
	3
	6.0
	6.0
	88.0

	
	<600
	6
	12.0
	12.0
	100.0

	
	Total
	50
	100.0
	100.0
	


The majority of the clients earn between 1000 to 1500$, then from 800 to 1000$, followed by those under 600$. A minority of respondents earn 600 to 800$.and over 1500$ a month.
Table D.6: Question 5: Do you often buy from e-commerce?

	Q1

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	50
	100.0
	100.0
	100.0


It us clear from the Table D.6 that everyone from Jabbour’s (2018) respondents on the SOSS survey bought products from using online platforms (or e-commerce sites). 
Table D.7: Question 6: Do you often buy from e-commerce?

	Q2

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Weekly
	16
	32.0
	32.0
	32.0

	
	monthly
	23
	46.0
	46.0
	78.0

	
	rarely
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Most people buy every month, for not very important needs
Table D.8: Question 7: Do you feel safe performing online transactions?

	Q3

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	32
	64.0
	64.0
	64.0

	
	no
	18
	36.0
	36.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Safety nowadays become crucial when you buy online
Table D.9: Question 8: Did you encounter any problem while buying a product?

	Q4

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	YES
	34
	68.0
	68.0
	68.0

	
	NO
	16
	32.0
	32.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Table D.10: Question 9: What are the products that you purchase online?

	Q5

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Clothing
	8
	16.0
	16.0
	16.0

	
	Electronics
	7
	14.0
	14.0
	30.0

	
	Beauty items
	10
	20.0
	20.0
	50.0

	
	airplane ticket
	18
	36.0
	36.0
	86.0

	
	others
	7
	14.0
	14.0
	100.0

	
	Total
	50
	100.0
	100.0
	


the most benefit of e-commerce , is your independency, to buy the product that you want, like airplane ticket .
Table D.11: Question 10: What are the measures that you took while performing e-commerce?

	Q6

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Refund
	28
	56.0
	56.0
	56.0

	
	Product Change
	9
	18.0
	18.0
	74.0

	
	Other
	13
	26.0
	26.0
	100.0

	
	Total
	50
	100.0
	100.0
	


when a product is purchased online and arrives damaged, the best solution is the refund, keeping the product we ordered, with a refund of our money. 
Table D.12: Question 11: Are you satisfied from ecommerce?

	Q7

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	41
	82.0
	82.0
	82.0

	
	No
	9
	18.0
	18.0
	100.0

	
	Total
	50
	100.0
	100.0
	


with the desired product, of course that the customer will be satisfied
Table D.13: Question 12: Is the price range suitable?

	Q8

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	47
	94.0
	94.0
	94.0

	
	No
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
	


when we choose the price, without exception we are satisfied

Table 13: Question 13: Do you think that e-commerce would take place of physical store?

	Q9

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	32
	64.0
	64.0
	64.0

	
	no
	5
	10.0
	10.0
	74.0

	
	not sure
	13
	26.0
	26.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Graph 1 shows us the change and evolution of an individual towards technology. We evolve, so everything we create evolves with us, whether it's our way of interacting, or how to buy products, and with the lack of time, we are moving towards easier methods to find a product, and acquire it without losing a precious time.
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Graph 1: Do you think that e-commerce will take place of physical store?
Melkonian (2019) agrees with Jabbour (2018) on the fact that online transactions facilitate the e-shopping experience, just as it’s simple, easy to use and from the comfort of one’s home, a customer could order anything, from groceries, to utilities or even fresh cooked food delivered to his/her doorstep.
� https://en.wikipedia.org/wiki/Centers_for_Disease_Control_and_Prevention


� Case studies are qualitative in nature


� A possibility lies in the fact that the SPSS results can be compared and contrasted with those of the Survey Monkey questions targeting different populations and thus different behaviors with respect to online transactions.


� The statistic points out that the sampled consumers in Jabbour’s (2018) study were at 91% not buying online frequently, as opposed to the 9% who were frequently buying online. Now, this value may change.


� These figures cited spoke of the situation of online and e-commerce before COVID-19.
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