Indian restaurants have been an integral part of British culinary for the last few decades. The love for curry among the British people has started since 1940, and there are approximately 12,000 curry houses across the country. Britain’s curry houses employ 100,000 people and have annual sales of £4.2bn in the UK (Financial Times, 2016). For a few decades from the 1970s to the 2000s, the curry house – like its high street companion, the pub – looked like a permanent feature of British life. However, most of the ethnic minority entrepreneurs of Indian restaurants either lack or have a faulty understanding of business. Also, these entrepreneurs are not willing to share their knowledge or techniques, and the industry has failed to adapt (The Guardian, 2017). Although its substantial economic contribution to the British economy, these ethnic minority entrepreneurs have not received appropriate support and guidance from the government or any other institutions.

Ethnic minority entrepreneurship, innovation and technology

Ethnic minority businesses are an integral part of the UK economy, and their survival and growth are equally vital for job creation and economic growth of the UK. These businesses face a massive challenge to adopt and use technology successfully. Qureshi and York (2008) state that if small businesses in the minority and ethnic communities can use information systems effectively, they can grow, potentially reap the benefits from their technology and become profitable. Qureshi and York (2008) identify resource constraints as one of the main reasons for small businesses not adopting technology even though it helps them to prosper. These entrepreneurs have been seen to be reluctant to invest in information systems even though there is an increasing awareness that information systems can be of value to their businesses (Ballantine et al., 1998).  Furuholt & Ørvik (2006) claim that the main reasons for the limited development of IT usage and implementation in disadvantaged areas resulted from the following: lack of top management engagement, knowledge barriers and staff resistance, lack of practical value and other personal incentives, the symbolic value of information technology, poor organisation, poor infrastructure, and different concept of time.

Altinay (2010) focuses on ethnic minority-owned hospitality businesses and stresses the need for innovation in these businesses to sustain growth and survive in a competitive environment. The hospitality industry, including restaurants, takeaways and cafes, has always been popular with ethnic minority businesses in the UK (Atkinson and Hurstfield, 2003). There is a high concentration of self-employed immigrants in the hotel and restaurant industry; some estimates suggest that 36% of all immigrants end up in this sector (Dustmann et al., 2003). Relative ly low entry barriers compared to other sectors, small start-up cost, low skill requirements and cultural business traditions of ethnic groups are the main factors behind this. Altinay (2010) stressed the need for a strategy related to technology and innovation for the ethnic minority-owned businesses to break into the mainstream market.
A recent Mintel (2017) survey report on ethnic restaurants and takeaways showed that digital innovation can add value to the dining experience:
· 13% of consumers strongly agree and 35% of consumers agree that receiving a rewards-based loyalty card would be appealing.
· 11% of consumers strongly agree and 29% of consumers agree that they would be interested in using electronic payment methods.
· Online reviews are important to 20% of ethnic restaurant users.
· 11% of consumers strongly agree and 42% of consumers agree that bundle value deals are appealing.

Traditional sit-down restaurants that offer takeaway options have introduced ways for customers to order and pre-pay in advance via mobile apps. When restaurants offered cashless options to order meals, they reported the efficiency of self-ordering kiosks helped free up staff to focus on meal preparation and other back-of-house roles, which allowed a faster turnover than ever before.
This technology rapidly gained traction in the foodservice sector as it contended with staff shortage; automating some aspects of customer-facing processes may allow operators to cut the frontline staff and focus on back-of-house functions. In the longer term, operators should focus on adopting a seamless customer journey through a single integrated system that consolidates table booking, placing an order, paying for the meal, collecting loyalty points and leaving an online review, within one app.
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The applications of ICTs for the hospitality industry, as elsewhere, can be grouped into the two major categories of hardware and software (Tesone, 2006) – the hardware involving the computer appliances themselves and the software being the operating systems which vary from highly sophisticated integrated systems costing several hundreds of thousands of rands to more basic applications. ICTs in a restaurant context function both online and offline. Offline applications are largely involved with daily operations within the restaurant itself, for example, printing of daily ‘specials’ to display on the notice board or menu board, and calculations of food costs, profit margins and related sales projections (Nwakanma, Ubani, Asiegbu, and Nwokonkwo, 2014). The online applications, which are the more important (Buergermeister, 2001), are centred on the restaurant’s website. These web based applications, or online applications, constitute a real time interface and booking platform for guests to reserve tables in the comfort of their homes (Tesone, 2006). Daily floor operations such as ‘walk ins’, order taking, web based table booking and web based marketing all combine to define full ICTs utilisation by a restaurant (Baker, Huyton and Bradley, 2006).


Barriers and enablers to the adoption of technology and innovation in ethnic minority entrepreneurship

(Lee et al., 2019)
Hospitality enterprises operate in a highly competitive and dynamic environment that requires a creative and innovative workforce and entrepreneurs (Hon & Lui, 2016). A strategy of innovation is required for SMEs to anticipate changes in consumer demand (O’Dwyer, Gilmore, & Carson, 2009). Thus, understanding, supporting, and managing creativity and innovation is important for business success (Gomezelj, 2016; McDermott & Prajogo, 2012; Thakur & Hale, 2013).

Modern firms are knowledge-based organisations and their performance depends on creativity and innovation. ‘Creativity’ and ‘innovation’ become integral to entrepreneurship in order to recognise and solve consumer problems and to identify and fill gaps in the market.

An organisation’s strategy, structures, support mechanisms, and behaviour that encourages innovation (i.e. innovation orientation) will either support or hinder creativity and innovation in the organisation (Martins & Terblanche, 2003). Innovation requires significant investment in time and resources, as well as creating risk for the organisation. Evidence suggests that for SMEs, the innovation-performance relationship is context dependent and variables such as the age of the firm, the type of innovations being implemented, and the cultural context play a role in influencing the innovation-performance relationship (Rosenbusch et al., 2011). Fostering an innovation orientation in the firm encompasses embracing ambitious goals, allocating resources in areas to create more value, challenging firm culture, and effective risk-taking (Rosenbusch et al., 2011).

Ethnic minority enterprises have been characterised as having limited financial resources (Bates and
Robb, 2013). Independently owned restaurants operate with a limited resource base both in funding and expertise, and these constraints create barriers to both creativity and implementation of new innovations (Lee et al., 2016).

Delivering ICT to ethnic minority businesses: an action-research approach

[bookmark: _GoBack]The role of information and communication technology (ICT) is critical within this discourse, as it is often conflated with viable and competitive businesses. In the light of the recent discovery that EMBs are not utilising ICT to the same degree as are other small businesses (Foley and Ram, 2002). Foley and Ram’s (2002) findings identified a lower adoption rate of ICT among EMBs than in the non-EMB population: the adoption level differed significantly, with only 37% of micro-EMBs having Internet access compared with 75% of micro-non-EMBs. Further, findings showed significantly lower rates for business-website development and the use of online technologies to transform business operations, such as invoicing, online ordering, and payment. Allinson et al (2004) suggests that second-generation business owners are more likely to be receptive to ICT than are their first-generation counterparts.


 ICT adoption and ebusiness development

Within the ICT adoption literature the drivers for ICT adoption have tended to be focused around 3 areas: perceived benefits (Poon and Swatman, 1999; Mehrtens et al., 2001) often focused on efficiency improvements, organisational/operational effectiveness and new business opportunities (Levy et al., 2005; Chapman et al., 2000) and SME promotion; organisational readiness (Levy and Powell, 2003; Merhtens et al., 2001); and external pressures (Merhtens et al., 2001). As Merhtens et al. (2001) point out; these factors influence the decisions to invest in eBusiness. Critical to the organisational readiness driver is the SME owner-manager who may be characterised as more entrepreneurial, risk taker, innovative and creative (Poon and Swatman, 1999). The influence of the owner-manager is critical in determining internet development (Beckinsale et al., 2006; Levy and Powell, 2003). Added to this is the adequacy of information systems (Levy and Powell, 2001). Finally, the external pressures focus on customers, suppliers, employees, competitors and government (Beckinsale et al., 2006; Levy et al., 2005; Poon, 2000). Yet, it must be noted that these very factors may also inhibit ICT adoption. A prime example is lack of e-mail use by customers or suppliers limiting the value to a particular SME (Galloway, 2006).

Considering the SME specific strand of the ICT literature a number of inhibitors to ICT adoption and development are prevalent, especially in micro and small firms, limiting development beyond e-mail and basic web sites (Van Akkeren and Cavaye 2000; Levy et al., 2001; Galloway, 2006). These include the cost of implementation; the need for immediate return on investment; considered complexity of technologies like Electronic Data Interchange (EDI) which could require new skills; lack of organisational readiness with many SMEs having limited existing IT resources; a lack of perceived benefits; and a lack of assertiveness by the owner-manager.

Allinson et al. ’s (2004) study supported Foley and Ram’s (2002) point that EMB owners appear more aware of the benefits of ICT but believe there to be greater barriers to adoption. The tendency for EMBs to cluster in particular sectors is advanced as an explanatory factor by Allinson et al. (2004) and Clark and Drinkwater (2010). With the focus on traditional businesses such as restaurants there may be less inclination by EMB owners to view ICT as an integral factor to the business.

Culture has been suggested as a factor (SBS, 2004; Allinson et al., 2004) and according to Straub et al. (2002) culture can have both positive and negative influence on ICT adoption. Culture-specific beliefs and values, including hierarchical social structures and preference for personal contact (Cheechi et al., 2002: 7) are viewed to be inhibiting factors where such cultural beliefs are strong. Such a factor may well account for lower adoption by EMBs where social networks and face-to-face communication is valued. Yap et al. (1992) identified social networks as a critical influence to ICT adoption, the expectation being that specific cultural traits may influence ICT adoption to varying degrees and differ by ethnicity if such a culture trait is a factor. This trait may also be evident and influence ICT adoption in relation to accessing finance and investment in the Chinese business community where family (social networks) plays a key role (Chaudhry and Crick, 2004). Therefore, a particular cultural trait to resource and investment is likely to influence ICT adoption investment. ICT research relating specifically to this factor in relation to EMBs is non-existent, although a number of information systems studies have introduced the cultural characteristic (Cheechi et al., 2002 and Straub et al., 2002).

Ethnic minority businesses and COVID-19 pandemic
The global pandemic (COVID-19) has severely hit the United Kingdom (UK) and other global economies. The UK is one of the worst-hit countries worldwide with a high number of deaths per capita. The economic consequences of this pandemic are estimated to be severe for the global economy. In addition, the lockdown, as a necessary measure to control and limit the spread of the virus, may lead to a sharper drop in GDP. The International Monetary Fund (IMF) estimates a drop of 7 per cent in the UK GDP, whereas the OECD suggests a potential drop of more than double of the IMF figure due to lockdown measures. In addition, the recent Business Impact of Coronavirus Survey (BICS) suggests that 24 per cent of the firms have temporarily closed or paused trading since the lockdown, and the remaining ones that continue to trade tend to underperform (OFNS, 2020). To fight a potential economic meltdown and rising unemployment (with significant social and health implications along with the economic ones), the UK has responded by adopting various instruments related to employment support (e.g., job retention schemes), debt financing (e.g. grants, subsidies, loan guarantees, lending) and tax relief for small businesses (OECD, 2020b).



The COVID-19 pandemic is an unprecedented challenge, threatening millions of people and businesses around the world, and is more likely to affect small businesses than large ones. The 

This is the third exogenous shock of the 21st Century, following 9/11 and the Global Financial Crisis. Responses to the previous recessions have made inequality and resilience themes of great interest to the scientific community. Will the response to COVID-19 be different from the previous two recessions? The response to COVID-19 may not just be limited to shielding business jobs in all kinds of firms, supporting entrepreneurship, and increasing government debt, but could also focus on creating new productive entrepreneurial activities and resilient location-specific entrepreneurial ecosystems.

The crucial question is how the resulting recession will affect firms, large and small, young and mature, family and non-family, community-embedded small firms and platform-based blitz-scalers. Will the effects be different from the previous two crises? The potential consequences of the pandemic for businesses may include, but not be limited to, closed premises, reduced operating hours, job cuts, supply chain disruptions, jeopardising R&D processes, cessation of operations, business model changes, loss of key customers, restrictions on products/services, and others.

Each recession is also a cleansing process. Many large and small firms that were in bad shape are likely to be already gone. Interestingly, the COVID-19 pandemic is different as its impact is industry and country specific, also affecting large and small firms in relatively good shape (e.g. transport and hospitality sector, Europe and North America). New businesses and industries will emerge and grow. For example, the role of platform-based firms such as hybrid platform organisations and platform-matchmakers are changing rapidly.

ERC The business effects of pandemics – a rapid literature review

All businesses will be impacted by the COVID-19 pandemic, most negatively, some positively. The importance of understanding the effects of the COVID-19 pandemic on SMEs specifically stems from three main factors. First, larger firms with more significant financial resources may be better able to survive shocks than SMEs, which are often characterised as having limited resources and structural features that expose them to risks that may be detrimental to their business (Verbano and Venturini, 2013). The risk of an extreme event, or ‘an environmental jolt’ (Meyer, 1982) exposes an SME to higher levels of strategic uncertainty which impacts upon its every-day activities and may, in some cases, threaten its survival (Sullivan-Taylor and Branicki, 2011). Second, operating across a wide range of sectors, failures among SMEs have the potential to impact upon the normal functioning of daily life, be it through the disruption of service provision, or through the many supply-chain networks which exist (Sullivan-Taylor and Branicki, 2011). SMEs also play a crucial part in terms of social inclusion, local employment and innovation in rural and less-favoured areas (Auzzir et al., 2018). Third, SMEs have disproportionately driven job creation since 2010 (Nesta, 2017), and the dynamism of the SME sector will be critical to re-building growth post-crisis.

Despite the literature examining the impact of pandemics on firms being extremely limited, there is a growing literature on the preparedness of SMEs for such crisis events. SMEs suffer most in times of crisis and are the least prepared of all organisations. In general, SMEs are particularly vulnerable to pandemics due to their limited capacities and resources to prepare for and cope with a pandemic. During a pandemic, an SME’s infrastructure remains in place, but many employees are unwilling to travel or even enter the workplace. A continuity plan (including ways employees could work from home/remotely, for example) would therefore need to be put in place to keep the business going. For continuity plans to be successful, there would need to be effective collaboration among governments, international organisations, businesses, and other supply chain stakeholders.

In their study, Sullivan-Taylor and Branicki (2011) identify resourcefulness as a key barrier to SME resilience in the face of an extreme event. ‘Resourcefulness’ relates to the capacity of managers to identify potential problems, establish priorities and mobilise resources to avoid damage or disruption. The SME managers indicated that an awareness of their geographic and supply-chain context was critical, but they did not feel that they had the appropriate skill, knowledge or information to identify the challenges that they faced. They much preferred to ‘muddle through’ a crisis rather than take proactive actions.

It has now been well documented that those from BAME backgrounds have been much more susceptible to Covid19, which has resulted in a high number of deaths. Less documented is the impact on BAME businesses.

Incomes stopped plus a lack of knowledge and understanding of Governmental support, meant for many, a fast decline into further destitution. Due to lack of social capital, plus lack of access to information and resources, few can flexibly respond to the situation. A sudden loss of trade, with zero reserves and no cash flow, has rendered many immobile. There has also been a lack of taking up in Governmental support schemes. This has been the result of a fear around engaging with them, citing they are too complicated to be involved in.


Business in the community

Existing economic disparities could lead to a profoundly devastating and disproportionate impact of COVID-19 on people from ethnic minority backgrounds.
Without the voices of BAME employees and stakeholders at every critical stage, government policy makers risk making decisions that have a devastating impact on BAME communities because there was no one around the table at the time to speak for, or raise key issues and share examples of the impact on BAME communities.


New Horizon
Digital engagement
• 16 per cent of small businesses developed a new/increased their online presence (e.g.
social media) including delivering their offering online during the coronavirus lockdown.
For those businesses that expect to ‘remain open’ this figure rises to 21 per cent.
• 24 per cent of all small businesses adopted or increased their use of digital technologies
(e.g. Zoom, Microsoft teams) to facilitate working from home. For those businesses that
expect to ‘remain open’ this figure rises to 39 per cent.
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