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How the online shopping affects the high street at the moment with Covid?
Nature of high street
According to the British Retail Consortium, between October 2018 and 2019, around 85,000 jobs were lost in the UK retail trade as part of a 15-year downward trend. Production of many branded products has also been discontinued in recent years. New Look, Toys R Us and Maplin took the lead in 2018, followed by MotherCare, Debenhams and Jack Wills in 2019. Although some of these businesses still exist in some way, the future of the traditional national street still seems uncertain.
Many UK retailers are currently struggling to survive. There are many reasons for this, including the impact of large-scale activities on small businesses and large supply chains that go beyond their ability to respond strongly to a dynamic environment. However, perhaps the biggest challenge facing street vendors in this century is the growth of online stores. 
In this technologically advanced world, the internet is now the most important thing in everyone’s life. The outlook for shopping streets has widened due to the use of the internet, but the industry will collapse in the coming years. Many studies show that the advent of the internet is killing high street stores, and the time for cyberbullying is approaching. Bruzzi and Gibson (2013) argue that technological advances and acceptance by most customers redefine the street shopping experience. Halvorsen et al. (2013) claim that four out of ten high-rise buildings will be closed over the next five years. Only the supermarkets left on the market will get used to the latest trends and will start shopping for consumers online. Kawaf and Tagg (2012) point out that street vendors develop and create ways to improve themselves by identifying customers who are most aware of online shopping (Magrath and McCormick, 2013).
Scope and another impact of the problem
Shopping online has become an important part of our lives. The end is near, the future is bleak, and outdoor shopping means the industry is a leader in web design and development. More than a decade ago, the advent of online shopping was predicted to kill high street stores, as evidenced by their popularity in areas such as clothing, music, movies, books, and even food. The continued advancement of technology that consumers have hoped for as a result has "rapidly updated" their knowledge of shopping streets. According to reports, the "boundary between the physical and the visible world" will soon disappear.
Impact of the problem
The impact of online shopping on business systems is a matter of constant debate. There is no doubt that internet usage has impacted the high street fashion industry. As Internet marketing has progressed, English has introduced new phrases - “click and collect”, “one clicks to buy”, “new click”. This growth is moving in the same direction as UK online sales: it is the most developed internet market in the world (Blázquez, 2014). The coronavirus (COVID-19) is a major pandemic affecting the world economy and disrupting many networks. Analyzing the impact and consequences of these commercial interventions is an important part of data analytics applications, especially in high street fashion. The impact of COVID-19 deployment extends beyond the business and organizational context, including education, healthcare, travel, marketing, manufacturing, manufacturing and more. (Brwzi and Gibson, 2013). Many studies have been performed to evaluate the effects of COVID-19, especially in the high street fashion sector.
As reported by Brydges et al. (2020), the process of finding information on the web is much faster. Based on these features in the online search section, customers are more likely to prefer the method of accessing information that encourages them to buy a product from an online store rather than inside and outside the store. As reported by Halvorsen et al. (2013), an information retrieval category has expanded on the web, but it is not clear whether this information retrieval process influences customers ’purchasing decisions at peak times (Kawaf and Tagg, 2012).
However, this should not be forgotten, as there are still a group of customers who truly love and enjoy shopping, as the experience of street shopping is very important (Halvorsen et al., 2013). For these consumers, online shops are never a substitute for quality supermarkets. This group of consumers has a certain demographics, and they choose to shop on the main streets due to factors such as the privacy and security risks they take in online shops. This means that in addition to the popularity of online stores, some consumers also choose to shop offline (Magrath and McCormick, 2013).
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