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Impact of Covid-19 On Businesses
	Covid-19 has had devastating implications on global business and threatened the overall economic stability. An enormous shock to the corporate sector has resulted from the COVID-19 epidemic, endangering recent global advances in poverty reduction and economic success. The pandemic's impact on enterprises and the elimination of existing productive capacity could have a long-term influence on the economic prospects of both developed and emerging economies, especially if this devastation also affects the more productive firms (Christine et al., 2020). There is a risk that trade and financial disputes between countries may constrain economic freedom and activity, worsening misallocation and reducing aggregate productivity growth. These reallocation pathways can be better understood, and better policies can be devised if firms know more about how the shock was distributed, how enterprises reacted, and how much uncertainty was produced.
There was a major loss in revenue and a considerable decrease in employment due to the COVID-19 epidemic's forced closure of many firms and restrictions on others, but the effects varied widely among establishments. Nearly 75 per cent or more of businesses are open six weeks after COVID-19's crisis peak, despite a 30 per cent chance of a firm being open at the peak and up to four weeks later (Christine et al., 2020). Following the crisis, there was an upsurge in corporate and personal insolvency. Liquidity difficulties and insolvency risks affect companies the greatest in emerging economies with less developed financial systems. Companies have been unable to pay their financial obligations due to the COVID-19 outbreak and lockdown procedures to deal with the health catastrophe (Christine et al., 2020). Fixed operating expenditures, such as rents and interest expenses, must be paid even though the cash flow and sales necessary to meet these obligations have decreased significantly (Christine et al., 2020). Due to a lack of money, a number of otherwise good businesses are in danger of becoming insolvent.
Smaller enterprises, even in developed nations like the UK, may find themselves hampered by a lack of funds during COVID-19. In the United Kingdom, almost half of all small businesses have fewer than fifteen days' worth of cash, and even the healthiest SMEs have less than two months' worth of cash (Meyer et al., 2022). Furthermore, the OECD cautions that taking containment measures raises the possibility of insolvency for otherwise successful SMEs (SMEs). The effects of COVID-19 on inflation and falling demand are substantial. Particularly, the pandemic has decreased business and professional analysts' inflation predictions for the coming year while simultaneously increasing households' inflation expectations (Meyer et al., 2022).
[bookmark: _Hlk110253915]Since firms believe COVID-19 is more of a demand shock, they have significantly decreased their inflation estimates. On average, businesses forecast inflation to fall to 1.4% the next year, the lowest level since April 2010 (Meyer et al., 2022). A demand shock could explain why consumer inflation expectations are rising, but it is not clear why businesses like professionals are lowering their year-ahead inflation estimates. In this regard, most firms have experienced economic constraints since the outbreak of the novel coronavirus in the last quarter of 2019 (Altig et al., 2020). In the UK, for example, has been a great shift in revenue generation before and since the outbreak of covid-19, as represented below.
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[bookmark: _Hlk110295768]Figure 1: Revenue Change Among UK SMEs Before and Since the Outbreak of Covid-19. Source: Albonico et al., 2020, pg. 3.
Before the crisis, UK SMEs realized increased revenues at an average annual rate of 49%, a decline of 21% year-on-year and constant revenue or its equivalent at 31% stability. However, since the outbreak of the crisis, the rise in revenue has been constrained to only 6% between 2019 and 2020 (Albonico et al., 2020). Stability in revenue proportions also declined significantly to 14%, while a great reduction was experienced, accumulating to 80% on annual averages. This shows that the Covid-19 crisis has devastatingly hit small, medium and large corporations in the UK and the global community. In this regard, businesses have been forced to adopt newer technology-based solutions for their supply chain (Keogh-Brown et al., 2020). This paper explores the impacts of Covid-19 on business with a critical focus on how the novel virus affected Amazon Incorporation's internal and external business environments across all its operation hubs.
Amazon Inc.
Background 
	When Jeff Benzos established Amazon in 1993, the site was primarily a bookstore. Amazon's growth was gradual initially, and the company did not make a profit until more than seven years after it was founded (Castelli et al., 2017). The dot-com bubble generated a lot of energy for this. Over time, the self-proclaimed "world's largest bookstore" gained notoriety as a book shopping destination. As time went on, Amazon's business model changed as well. Amazon successfully shifted their corporate-level strategy to one of mergers and acquisitions. If you want to buy anything online, Amazon is your best option. 
Amazon has grown from a modest garage-based bookstore to a $48 billion retail behemoth in just a few short years. The development of technology has made this possible for them. The availability and cost of computing power, network bandwidth, and data storage have all improved and decreased over time (Castelli et al., 2017). Amazon now sells goods in more than 40 distinct product categories. The store has everything from books to electronics to groceries. In addition to its traditional functions, Amazon is now a search engine and an online advertising network. Amazon places a premium on low costs, easy accessibility, plentiful inventory, and dependable delivery. 
Covid-19 and Business
	Over the last three financial cycles, Amazon experienced significant implications due to the ravaging of the Covid-19 pandemic. The retail giant experienced positive and negative impacts on its supply chain and consumer behaviour during this period before gaining stability. However, Amazon had adapted its business portfolio to an online-based system that suited the business need during the covid-19 peak period. For example, the company's online sales increased between 2020 and 2021, leading to increased profit margins. The company's internal and external business environments were equally affected as some employees were laid off, especially those who operated the retain giant's brick-and-mortar stores across the United Kingdom. These challenges and improvements comprise the company's greatest impacts from the Covid-19 pandemic that brought global business to a standstill.
	At the peak of the coronavirus outbreak, the online retail behemoth became the usual shop and crucial service for many customers because of its seemingly endless range and drove to provide simplicity and low prices (Wilmoth, 2021). When faced with store closures and empty shelves due to Covid-19, customers turned first to online retailers like Amazon to stock up on necessities like hand sanitizer and disinfectants (Palmer, 2020). As the crisis wore on, they prepared for the likelihood that they would spend much of their time inside by stocking up on things like office equipment and exercise gear. Between February and March of this year, Amazon saw a 186 per cent increase in toilet paper sales versus the same period last year and an 862 per cent increase in cold and cough medicines.
	Amazon has continued to expand its personnel despite the economic downturn and high unemployment rates in the United Kingdom and the United States. Between January and April, the company hired an additional 175,000 people to work in distribution centers and on delivery routes. Amazon has 876,800 employees as of June 30th, an increase of 34% compared to the same period in 2021. (Palmer, 2020). Especially as the business prepares for Prime Day in October and the forthcoming holiday shopping season, Amazon's explosive growth shows no signs of abating. A poll of analysts by FactSet suggests that Amazon will break the $100 billion revenue mark in the last quarter of this year (Palmer, 2020). Because of the sudden increase in demand, Amazon was caught off guard. The $119 annual membership includes two-day shipping from Amazon, but the company has had trouble keeping its word. 
Since customers were not buying as much hand sanitizer and paper towels, the company had to make quick adjustments to warehouse practices to ensure the safety of employees without significantly slowing down production. Even from the pandemic's beginning, Amazon's CEO Jeff Bezos acknowledged that the coronavirus had a major effect on the corporation (Palmer, 2020). After bringing its fulfillment operations almost fully in-house, Amazon discovered the pandemic was both a boon and a bane. When a customer purchases an item from a seller who uses Amazon's Fulfillment by Amazon service, Amazon and the seller each receive a share of the sale (Palmer, 2020). Amazon's Prime service members have a better chance of getting what they pay for.
	The global spread of the coronavirus outbreak has had a significant impact on businesses and their surrounding communities. As people fled to the safety of the internet and the cloud during the lockdown, Amazon's already firm grip on the economy and culture further tightened. Long-term tendencies of concentrated wealth and the influence of a few major digital businesses are expected to be accelerated due to this pandemic. The urban environment of cities and regions worldwide has been affected due to the closure of brick-and-mortar stores, and it is commonly predicted that at least some of the trends toward online shopping will stay permanent.
Amazon's increased market share during and after the epidemic poses a danger to our society and economies because of its poor social performance. Amazon's influence extends far beyond the retail sector. Cloud technology, online streaming, virtual help, media, physical grocery shopping and pharmacy are among the many areas in which the tech behemoth is a leader. It also aims to expand into wireless networks, healthcare, and internet service companies. Those who engage in civil liberties, privacy, and a diversified economy are also at risk from Amazon.
Despite coronavirus's stringent economic and social conditions, Amazon has seen a spike in demand across nearly all of its business lines as the shutdown has pushed the shift from offline to online: online commerce, physical retail, entertainment, and cloud technology. As a result of this expansion, Amazon now has a better chance to obtain a competitive advantage over its rivals. Amazon.com had a 9.4 per cent rise in average daily visits between March 5th and 31st. Even though Italy was one of the countries hit hardest by the COVID-19 outbreak, sales grew by 9 per cent in the first week of March and by 21 per cent in the second week. Sales of food on Amazon.com doubled in the week beginning March 16th, 2020, compared to the week beginning January 6th, 2021, while sales of beauty and personal care items increased by 47%. Whole Foods increased the number of stores that offered in-store pick-up from 80 to more than 150 while the outbreak raged.
The Acceleration of E-commerce at Amazon and Top Retailers
	Most businesses, including Amazon, resorted to E-commerce amidst the growing need for online sales, purchases and deliveries to customers. Consumer behaviour, customer needs, retail store affordability, and manufacturing and logistical service availability have drastically altered due to Covid-19 (Jung and Jeon, 2021). In the near term, the retail sector had to prioritize the well-being of its employees to meet the increased demand for food brought on by the shutdowns and strain on the supply chain. Industries had to modernize physical spaces and human management to ensure their staff could withstand today's business environment pressures. Following the pandemic's example, businesses should create strategies and plans to ensure survival in another catastrophic event (Jung and Jeon, 2021). One industry that has been struck hard by the epidemic is retail, and as a result, the new business formation has slowed significantly.
The global economic impact of the covid epidemic and the public health response were enormous. Pandemic-related restrictions and social isolation have impacted retail sales, resulting in a shift in purchased goods and services and customer behaviour (Jung and Jeon, 2021). As a result, some parts of the retail industry saw lower sales than others. Non-essential retail stores will also be closed in March 2020 due to regulatory actions to stop the epidemic's spread.
New companies, customers, and commodities have entered the e-commerce market due to the COVID-19 crisis. Firms have persisted despite contact and other containment measures due to the abundance of goods available (OECD, 2020). Since the COVID-19 pandemic, several countries have seen a rise in online enterprises, consumer demographics, and available goods. In recent years, online shopping in many nations has shifted from purchasing high-end items to more widely-appreciated necessities. Experts predict that e-commerce will continue to evolve for the foreseeable future due to factors such as the frequency with which new epidemics can emerge, the relative ease with which consumers can adopt new purchasing habits, and the pressure on businesses to see a return on their investments in novel distribution channels (OECD, 2020).
Amazon's goal was to decrease digital divides by increasing internet access in unserved and rural areas, fostering economic inclusion, and fostering trust and the development of e-commerce skills (OECD, 2020). Community-based delivery programs for the elderly and reserved delivery slots can help get those most at risk involved in e-commerce. Be adamant about protecting the most defenceless consumers from harmful products and dishonest business dealings.
Its other goal was to ensure regulations are adaptable enough to accommodate new forms of e-commerce that combine online and offline elements (OECD, 2020). Promoting transparency and clearing any confusion regarding the rules is possible by sharing relevant information. Promote the inclusion of small and medium-sized enterprises (SMEs) in electronic commerce by leveling the playing field for SMEs who use online marketplaces and providing financial or regulatory incentives to boost sales diversity.
E-commerce Sales Projections Amid Covid-19
	Amazon.com, Inc.'s e-commerce revenue increased 47.0 percent year on year in the second quarter of 2020, when COVID-19 jolted the global economy (Teresa, 2020). During the COVID-19 epidemic, Amazon saw a boost in revenue from its core e-commerce businesses, including online storefronts, third-party vendor services, and retail streaming platforms. Amazon is not only an online retailer but also has a substantial physical footprint through its ownership of the Whole Foods grocery chain and its Amazon Web Services and internet advertising divisions (Teresa, 2020).
Amazon's online retail sales are typically highest in the fourth quarter of each year and then again in the fourth quarter of the following year. Online purchases brought in $70 billion in the second half of 2020, up from $68 billion in the fourth quarter of 2019 (Teresa, 2020). More than 46% of yearly e-commerce income was moved between online stores and third-party payment processing. It is unclear if this new tendency will persist beyond 2015, given that shelter-in-place purchases and conventional shopping constraints are projected to loosen by the end of the year (Teresa, 2020).
In the first half of 2020, social distance and shelter-in-place regulations were enacted, and online retailers and third-party sellers accounted for over 69% of Amazon's global income (Semuels, 2020). Following COVID-19, "panic purchasing" caused the supply of essential items in brick-and-mortar stores to run out quickly. As a result, more customers were purchasing from Amazon and other third-party suppliers, and businesses boosted their spending on digital advertising to reach a larger audience. In response to the rising demand for e-commerce goods, Amazon increased the number of fulfilment centres and employees (Semuels, 2020).
In the first quarter of 2020, Amazon's cloud-based service, AWS, accounted up 12% of the company's global sales (Semuels, 2020). Many businesses may have turned to AWS to make it easier for their employees to migrate to working remotely while maintaining productivity. Customers might have purchased more goods from independent sellers during the epidemic, particularly if Amazon's online shops were unavailable or out of stock (Semuels, 2020).
While the first quarter of 2020 was a year-over-year gain for Amazon's brick-and-mortar stores, particularly Whole Foods, the second quarter of 2020 was a devastating loss. Primarily, these outcomes can be attributed to individuals stocking up on necessities at brick-and-mortar establishments in the first quarter of 2020, just before shelter-in-place orders went into force in March and April of that year (Semuels, 2020). During the second quarter, more customers opted to purchase online via options such as Whole Foods pick-up and Prime Now delivery, neither of which are reflected in the store's financials.
The expansion of e-commerce has led to the rise of Amazon advertising, a new business. As of Q2 2021, Amazon's advertising revenue was approximately $8 billion, an increase of 87 per cent from the same period in 2018 (YEC, 2021).  As consumers flocked to online shopping outlets, merchants found themselves in a more competitive industry, with Amazon stealing the cake – a pattern that will continue in 2021. Better engagement and more sales lead to higher rankings on Amazon, which, in turn, leads to more exposure for your goods. Customers looking for necessities and other products used Amazon's pay-per-click (PPC) advertisements to find sellers selling on the platform (YEC, 2021). They are doing it right: Amazon is the first stop for 63% of shoppers seeking places to buy things. Ad campaigns are a vital part of capturing this audience and encouraging them to make a purchase.
Conclusion
	Covid-19 is an epidemic that has devastating effects on human life, economic systems, and infrastructure around the planet. This is the worst calamity on a global scale since the end of World War II. The spread of this virus has been gradual yet pervasive across the globe. While COVID-19 is a health concern, it is also a national security issue. It has immediate and long-term effects as a shock to the system. This virus has caused a temporary downturn in economic activity, terminated millions of jobs, and the closure of countless businesses (Donthu and Gustafsson, 2020). To avoid a future uptick in poverty, unemployment, and food insecurity, small and medium-sized enterprises around the globe must play a crucial role.
	There is a good chance that many well-known brands in various industries may go bankrupt because of the COVID-19 epidemic. Some firms are struggling, but others are doing well. Internet-based enterprises, such as those in digital entertainment, food and delivery, e-commerce and e-learning and solutions for remote work such as Amazon, can all benefit from this trend (Donthu and Gustafsson, 2020). There has been a shift in people's consumption habits, which has led to an increase in takeaway, snacks and alcoholic beverages and the need for housecleaning goods.
Consumers have quickly learned to adapt and improvise to overcome government-imposed limits. It is possible that a considerable comeback in the sales of durable goods, such as autos, houses, and large appliances, will occur due to the reality of COVID-19 (Sharma and Jhamb 2020). People have stayed in touch using digital services or information-sharing platforms like Zoom. Therefore based on research conducted in this paper, Amazon faced significant negative impacts of covid-19 but sustainably aligned its operations to suit the current demands of global business, notably through the intensification of e-commerce. For example, even as COVID-19 shook the global economy in the second quarter of 2020, Amazon.com Inc.'s e-commerce revenue grew by 47.0 per cent yearly. 
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