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Abstract
[bookmark: _heading=h.3as4poj]In the chapter of introduction, the research topic is introduced with a background study. The researcher has developed research aims, objectives and research questions that form the base of the research topic. The complete research study would revolve around developed objectives and research questions. A rationale and problem statement has also been included such that a better understanding is developed for the context of the research. On the other hand, this chapter of the literature review focuses on the impact that e-commerce has on traditional retailing in the post pandemic period. In this chapter the scenario and implication of the traditional retailing system in the post-pandemic era has been discussed. This chapter also elaborates the implications and rise of e-commerce in the Indian retailing sector during the post-pandemic era. In this review, literature gaps and conceptual frameworks are also developed, so that a brief understanding of research topics is initiated among readers. The third chapter of the study provides the methods adopted in order to collect and analyse the data. The study follows a secondary qualitative mode of data collection in which thematic analysis has been conducted. An interpretivist research philosophy, inductive research approach, exploratory research design and mono-qualitative research choice has been followed in the research.  Moreover, the ethical considerations have also been maintained in the research. From the data analysis chapter, it is identified that post-covid the e-commerce industry has seen a rapid development in India. It is primarily because of the change in consumer behaviour and the restrictions and guidelines of the government during the pandemic. Although access to the internet and providing deliveries on time is a significant challenge faced by India that can be resolved by improving the connectivity of the internet and adopting various strategies for delivery of products. It has been concluded that the acceptance of ecommerce in the traditional Indian retail sector has enhanced the profitability of the businesses and their reach to a wider volume of customers. However, the secondary qualitative study has resulted in inadequacy of country specific data and is recommended to use entries and surveys in future. The study can significantly help future researchers in getting advanced information regarding the impact of ecommerce on Indian traditional retailers in this post COVID scenario. 


     
Abbreviation
	Short Forms 
	Full Forms

	GDP
	Gross Domestic Product 

	E-commerce 
	Electronic Commerce

	CMIE
	Centre for Monitoring Indian Economy 

	C2C
	Consumer-to-Consumer

	D2C
	Direct-to-Consumer

	C2B
	Consumer-to-Business

	B2B
	Business-to-Business 





Glossary
	Word
	Meaning

	Omni channel retailing
	The omni channel retailing is defined as a strategy for provision of integrated and seamless shopping experience through different channels in both offline and online mode.  

	E-commerce
	E-commerce refers to the selling and buying of services and products over the Internet. 

	Indispensable goods
	Indispensable goods are known as the essential and basic requirement of the humans.
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[bookmark: _heading=h.1fob9te]Chapter 1: Introduction
[bookmark: _heading=h.3znysh7][bookmark: _Hlk137670964]1.1 Background
In respect of the Indian retail sector, it has been noticed that E-commerce retailing has increased during the adverse implication of the pandemic and it has been continuing till the post pandemic situations. As per the report conducted by Minhas (2023a), in respect of the Indian retail market the consumer electronics and apparel segments regarding the E-commerce retail market represent the 40% total market share.  According to the report defined by Khurma (2022), as per the Indian industrial report of 2021, the Indian Ecommerce sector is supposed to grow by 84% by the upcoming four years and online retail sales have increased $2.9 trillion in the year of 2021. 
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[bookmark: _heading=h.itr2mz38c0q7][bookmark: _Toc137657304]Figure 1.1: Overview of Indian E-commerce retail market value 
(Source: Minhas, 2023a)
As per the study conducted by Mogale and Dalvi (2019), Indian retail sector is considered the fifth biggest retail market in the entire world and it is noticed that retail industry is one of the fastest growing industries in India. The retail sector in India has gained different achievements such as impressive growth and it is one of the strong pillars of the Indian economy. The e-commerce industry gained more popularity at the time of world pandemic situation and still now the market is popular in India. As per the understanding of Minhas, (2023b), the retail market in India, in 2020 was 883 billion U.S dollar which is down from the previous year, because of COID-19. Although, it is expected that by 2026 the mentioned market value will be 1.7 trillion. 
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[bookmark: _heading=h.n0wgkhfmyzjo][bookmark: _Toc137657335]Table 1.1: Value of retail market in India from 2018-2020 and the forecasts until 2026
(Source: Minhas, 2023b)
[bookmark: _heading=h.2et92p0]The concept of E-commerce is rapidly growing in the Indian Retail business sector and creating a significant impact over the traditional retail business sector. The concept of E commerce has incredibly emerged and gained popularity at the time of COVID-19 pandemic. Even after the end of the pandemic, the E-commerce business is popular and the demand is growing day by day. However, this concerned business has adversely impacted the traditional business approach in the Indian retail sector. As reported by Gupta (2022), considering the demand and popularity of the E commerce businesses, multiple retailers have thought of shifting their business to digital platforms. Similarly, India Brand Equity Foundation (2019) stated that the e-commerce market of India is expected to grow and reach up to US$111 by the year 2024 and almost US$200 billion by7 the year 2026. This indicates a high demand of e-commerce business in India. In this context, Salunkhe (2023) has stated that the E-commerce industry is primarily driven by mobile phones and almost 830 million of Indian people use smartphones, hence it has been predicted that the rate of mobile shopping will be increased 21% manually within the next four years. 
[bookmark: _heading=h.tyjcwt]1.2 Problem statement
In terms of the E-commerce retail sector in India, challenges have been noticed regarding predicting demand and price optimization. As per the study conducted by Reddy and Divekar (2014), in India, it has been observed that, lack of favourable business environment has created issues in respect of E-commerce retailing. Yadav (2021) defined that, issues in demand forecasting in the post pandemic situation have major negative implications in respect of the E-commerce retailing in India. On the other hand, lack of strategies regarding introducing consumer facing E-commerce has been observed in the Indian retail sector. As per the study conducted by Kumar (2018), most of the time, the issues regarding Indian E Commerce retailing are not being addressed properly. Anand (2022), stated that in India, limitations of information and lawful systems have caused problems for E-commerce retaining. In India, digitalisation has been mostly supported by the Government and in this context, Government should take initiatives regarding legal framework in terms of investment and payment choices for the development of E-commerce retailing in India. The competent authority of the Indian E-commerce retail sector should be aware regarding finding opportunities regarding proceeding with a broader technological network. 
[bookmark: _heading=h.3dy6vkm]1.3 Rationale
The rationale behind the research is to investigate the implication of E-commerce retailing in the post pandemic era, identification of the potential issues and incorporating the suitable strategies to overcome the difficulties. In India, it has been noticed that the concept of E-commerce has transformed the conventional way of business significantly. According to the observation of Anand (2022), value chain integration, E-marketing, online transaction processing and electronic fund transfer should be taken into consideration in respect of the Indian E-commerce retailing sector. As per the report conducted by Minhas (2022), in the year of 2021, online retail sales in India were approximately 67 billion US Dollars and it is expected to grow more than 145 billion US Dollars by the year of 2025. In this context, it can be said that the challenges need to be identified properly associated with Ecommerce retailing in respect to achieving profitability in the Indian retail sector. According to the report provided by Economic Times (2020), the worth of the Indian retail market is $600 billion and E-commerce contributes 5% shares and the main challenges regarding E-commerce retailing are the use of a different array of language and optimization of technologies with efficient functioning systems. 
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[bookmark: _heading=h.ncn96rwinvii][bookmark: _Toc137657305]Figure 1.2: Online retail sales in India 
(Source: Minhas, 2022)
Macroeconomic conditions of India have created issues for the Indian E-commerce retailing in terms of the post pandemic situations. As per the study conducted by Chawla and Kumar (2021), the main issues regarding E-commerce retailing in the Indian retail sector are fostering innovation and facing fierce market competition in the post pandemic era. Moreover, enforcement law and policy measures have significant value in respect of the mentioned sector in India regarding overcoming the potential issues. Further stated by Chawla and Kumar (2021), issues in online payment mechanisms are the biggest problem regarding Indian E-commerce retailing as consumer trust is associated with online payment mechanisms. 
[bookmark: _heading=h.1t3h5sf]1.4 Research Aim
The aim of this research is to identify the effect that e-commerce imposes on the traditional retailing system during the post-pandemic period. In addition, this research further aims at exploring the concerned effect from the perspective of the Indian retail industry performing in the post COVID-19 pandemic period. 
[bookmark: _heading=h.4d34og8]1.5 Research Objectives
The research objectives are as follows, 
· To explore the current situation of traditional Indian retailing system specifically during the post-pandemic situation
· To identify the reasons showcasing the needs or demands of E-commerce from the perspective of Indian traditional retailing in post COVID-19 era
· To evaluate the role of E-commerce in respect of Indian traditional retail sector in the post pandemic situations
· To analyse the benefits and challenges offered by e-commerce on the Indian traditional retailing system during in the post-pandemic situation
· To recommend suitable strategies in respect of overcome the difficulties associated with E-commerce retailing in Indian retail sector 
[bookmark: _heading=h.2s8eyo1]1.6. Research questions
The research questions of this research are the following
· What is the current business scenario going on when it comes to the Indian traditional retail system?
· How can E-commerce showcase its importance for the Indian retail system when operating traditionally?
· What is the role of E commerce businesses in the Indian retail sector after the post pandemic scenario?
· How can E-commerce bring benefits as well as challenges for the Indian retailing sector while operating traditionally?
· What can be the suitable strategies for overcoming the difficulties associated with E-commerce retailing in the Indian retail sector?
[bookmark: _heading=h.17dp8vu]1.7 Research significance
This research specifically aims to analyse the impact of E commerce business over the traditional business approach in the Indian retail sector after the post pandemic scenario. In this context Mishra (2023), has opined that COVID-19 has worked as an elevating factor for the Ecommerce business in the Indian retail sector. Authors have also mentioned that not only in the E commerce sector, this pandemic has also changed the consumer’s buying habits, consumer demand, business operation and other areas. The below indicated figure has given an overview about the scenario of E commerce business after COVID-19.
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[bookmark: _heading=h.67klt5kmchr7][bookmark: _Toc137657306]Figure 1.3: Increased demand of E commerce in India retail sector
(Source: Mishra, 2023)
This research has given an overview about the current scenario and trends of the COVID-19 pandemic and analysed the impact over the traditional business over. Therefore, this research is significant in this perspective. As mentioned above, the aim of the research is to analyse the impact of e-commerce in the Indian retail sector after the pandemic. This research is important for those organisations who are required to overcome the negative impact of COVID-19 and in future try to do better. As per the understanding of Bhattacharyya and Ankur (2022), Covid-19 has a major impact on the traditional retailing market, in order to avoid physical contact with people, tend to the e-commerce industry, and the traditional market suffers for that. On the other hand, this research is helpful for the future practitioners in order to find the gap of this research and proceed with this. 
[bookmark: _heading=h.3rdcrjn]1.8 Structure of the dissertation
[bookmark: _heading=h.g3iqg499y640][bookmark: _Toc137657307][image: ]Figure 1.4: Smart art of Dissertation structure
	Chapter
	Discussion

	Chapter 1: Introduction
	This is the first chapter of the dissertations. In this chapter the background of the research, research aim, objectives and questions have been discussed. In addition, research significance, problem statement and rationale are also covered. 

	Chapter 2: Literature Review
	In this chapter the previous gap of the current research will be identified with the use of journal articles. 

	Chapter 3: Methodology
	This chapter discusses the overall data collection method and other related methods. 

	Chapter 4: Data analysis and Result
	This chapter is to discuss the process of collecting data analysis and finding out the result. 

	Chapter 5: Findings and Discussions
	Overall findings of the research and discussion of the findings.

	Chapter 6: Recommendations and Conclusion
	Justified recommendation and overall conclusion of the dissertation.


[bookmark: _heading=h.uzfylz2337i8][bookmark: _Toc137657336]Table 1.2: Dissertation stature and brief discussion of the chapters
[bookmark: _heading=h.26in1rg]1.9 Chapter summary
[bookmark: _heading=h.lnxbz9]This chapter has introduced the research area with effective background analysis and briefly evaluated the rationale behind selection and conduction of research on this particular area. The major aim of this research includes analysing the effect of E commerce business after the post pandemic scenario in the Indian retail sector. The potential significance of the research has also been mentioned including leaving a broad research scope for the future researchers. 


[bookmark: _heading=h.35nkun2]Chapter 2: Literature Review 
[bookmark: _heading=h.1ksv4uv]2.1 Introduction  
This chapter is going to highlight a brief scenario of the traditional retailing system in India during the post-pandemic period. Moreover, this chapter is going to explore various literatures and provide comprehensive knowledge about the already explored areas as well as the areas that are still untouched. In this present research, the literature review porting is going to explore the topic of the influence of E-commerce over the traditional retailing system.   
[bookmark: _heading=h.44sinio]2.2 Brief scenario of the traditional retailing system in India during the post-pandemic period 
The Indian retail market is considered one of the largest markets in the world. As addressed by Sebastian and Gupta (2018), in the sector of small retail business India has the largest retail density market, which is commonly known as “mom & pop” retail stores.
On the other hand, Mogale and Dalvi (2019) mentioned that, in the retail-dominated sector of the world, the Indian retail sector holds the fifth position and is recognised as one of the fastest-growing industries as well. However, in recent times, specifically during post-pandemic situations in terms of scale and structure the traditional retailing industry has been experiencing major change. The changes can be recognised as the entering of big players in the traditional retailing sector and also emerging of organised structure. In that context, the evolution of the online retailing sector is also taking a significant role in changing the scenario of the traditional retailing sector of India. It has been observed that the year 2020 brought about a severe change in all business sectors and most affected the traditional railing sector in the Indian retailing sector. It has been observed that the Gross Domestic Product (GDP) of India has fallen up to -23% due to the pandemic attack in the post-pandemic period. Thus, the entire retailing system has stuck over this fall down as well (Mirza and Gupta, 2020).
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[bookmark: _heading=h.pepbfjla3hld][bookmark: _Toc137657308]Figure 2.1: The decreasing GDP in the Indian economy from 2012 to 2021 fiscal year 
(Source: Datta and Datta, 2021)
The above figure shows the rapid declining trend of Indian GDP from 2012 to the 2021 financial year due to the adverse impact of COVID-19 (Refer to Figure 2.1). In that context, Datta and Datta (2021), highlighted that the choices of buyers have shifted from traditional retail shopping towards online retail marketing through card-oriented transactions as well. Therefore, that can be stated as the reason behind the huge transformation within the Indian retail traditional retail business sector (Datta and Datta, 2021). According to Datta and Datta (2021), in a survey conducted by the Retailers’ Association of India, it has been observed that around 95% of non-food retailers had closed their stores due to the pandemic outbreak.
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[bookmark: _heading=h.1pbmv1vxqkc3][bookmark: _Toc137657309]Figure 2.2: The share of respondents in terms of retail shopping trends in the post-pandemic situation
(Source: Minhas, 2023)
According to the report published by Minhas (2023), the figure above represents the average spending on retail shopping. The figure also represents that around 42% of the respondents stated their spending on traditional shopping during the post-pandemic situation, whereas only 6% opened about their increased retail purchasing trend during the post-pandemic period (Refer to Figure 2.2). On the contrary, Datta and Datta (2021) have highlighted that COVID-19 has badly impacted the food-based retailing sector. It has been observed that around 83% of restaurants have temporarily shut down their business and approximately 10% have closed their stores permanently. 
In opposition to the report published by The Times of India (2023), it has been observed that the Indian retail sector has again got a boost after 2021. Although the industry had to deal with around 8.5%of loss during the 2021 fiscal year the sector has been reported to recover the loss in the 2022 financial year. The report has also revealed that the entire real industry of India has amounted to around $836 billion in revenue in the retail sector, where the traditional retail industry has contributed around 81.5% in the 2022 fiscal year.
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[bookmark: _heading=h.9ww3qh82btqc][bookmark: _Toc137657310]Figure 2.3: The traditional Indian retail market size sector-wise
(Source: Minhas, 2022)
The above figure highlights that the market size of food and grocery in the Indian retail industry has reached a value of around $528.7 billion and followed by jewellery and watches, apparel and accessories, mobile, and others (Minhas, 2022). It has also been observed that the tier 2 and tier 3 cities have shown an increase of about 61% in retail shopping from previous years in the 2022 financial year (Refer to Figure 2.3). Apart from that, The Economic Times (2022) highlighted that in March 2022 retail sales saw an increase of around 12% from the pre-pandemic time, and the traditional retail market has grown to around 25% by the opening of brand-new retail stores in Indian cities. 
[bookmark: _heading=h.2jxsxqh]2.3 Implication of E-commerce in the Perspective of Indian Retailing in the post-COVID Era 
The demand for online shopping and purchasing has shown an increasing trend in the global market including the Indian retail market as well (Agarwal and Srivastava, 2021). The pandemic situation had caused the shutdown of a large number of retail shops; therefore, this trend of online shipping has got the chance for booming in the global as well as in the Indian economy. As per the opinion of Salunkhe (2023), when the pandemic outbreak forced offline retail stores to get shown down, the online retail service remained active for delivering necessary goods and services on time to the common people of India. Due to this, Indian retail shoppers started relying more on online purchasing in comparison to offline or traditional local retail shops. In support of Agarwal and Srivastava (2021), due to the restrictions of social distancing during the COVID pandemic time, the behaviours of the consumer have radically changed, which has impacted the business pattern also. The traditional retail business got replaced by the emergence of E-commerce as the best option for retail purchasing in the Indian market. As per the evaluation of Salunkhe (2023), it has been observed that the demand for E Retail marketing in India has increased up to 21.5% in the 2022 financial year, and the overall value reached around $74.8 billion in the same year.
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[bookmark: _heading=h.4n1hye49ks2c][bookmark: _Toc137657311]Figure 2.4: The growth percentage of the online retail market in India in the 2022 financial year 
(Source: Minhas, 2022a)
The above figure shows that the market for Brand websites has grown by around 80.4%, whereas, the overall online retail purchasing has reached about 59.6% during the 2022 fiscal year (Refer to Figure 2.4). According to Minhas (2022a), among all online retail sectors, the personal care and beauty products sector has contributed the largest portion of the entire growth percentage. As highlighted by Gupta (2022), because of the pandemic outbreak developing nations like India have shown major access to online shopping, due to increased use of the Internet for various purposes in daily life. E-commerce use in India has been demonstrated to rise as an outcome of the pandemic, and this a propensity is expected to continue. Sales through the internet have gone up as consumers have grown increasingly accustomed to them in their final days and many conventional retail establishments have begun to do so in order to grow the demographic they serve. The retail business is expected to see a greater increase in competitive advantages due to the development of e-commerce. In addition, traditional establishments will need to compete with online marketplaces including Amazon, Flipkart, and JioMart by Reliance Retail if they want to stay relevant in India. The post-COVID age is also expected to see a rise in the significance of Omni channel retailing, which involves combining online and traditional outlets.  
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[bookmark: _heading=h.szcsm3qvuk3t][bookmark: _Toc137657312]Figure 2.5: The expected growth percentage for Indian E-commerce by 2030
(Source: Salunkhe, 2023)
The above figure shows that the Indian e-commerce sector is expected to reach around $188 billion by 2025 and $350 billion by 2030 in the post-pandemic situation (Refer to Figure 2.5). In that context, Khurma (2022) highlighted that the concept of the “new normal” has changed the face of business, and also transformed the purchasing mind-set of global as well as Indian consumers. With the expansion of social media platforms, online retail business holders have started sharing their products to such platforms and featuring before potential customers, causing an accelerating factor for choices of online shopping. As per the perception of Minhas (2022c), the amount of funding of around $11 billion has been increased in value invested in the Indian E-commerce sector in the 2021 financial year. On the other hand, Salunkhe (2023) highlighted that an increasing percentage of online transactions has taken a significant part in the enhancement of E-commerce expansion in India. As per his estimation around 15% of people use credit cards, 40% of people use mobile wallets, and 15% use debit cards for online purchasing. The easy and on-time transaction facilities have impacted customers' choice for online purchases in pandemic situations and remain extended in post-pandemic situations as well. 
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[bookmark: _heading=h.1bi0es431qop][bookmark: _Toc137657313]Figure 2.6: Percentage of online payment methods preferred by Indian retail consumers 
(Source: Minhas, 2022a)
The above figure represents the percentage of payment methods usually used by Indian retail shoppers (Refer to Figure 2.6). As per the figure, Minhas (2022a) highlighted that around 32% of online purchases have been paid through a card and followed by E-wallet (26%), bank transfer (18%), cash (17%), and others (7%) at the least choice of transaction. Therefore, it can be concluded that the Indian E-commerce sector is flooded with huge demand and revenue generation in the post-pandemic situation and onwards. 
[bookmark: _heading=h.z337ya]2.4 Perspective on the rise of Omni channel retailing and decline of brick-and-mortar retailing. 
Omni Channel Retailing
According to the opinion of Sheth (2021), the rise of Omni channel retailing needs two major factors to be included in the marketing strategy of the brand. They are such as integration between a physical location and online channels and the other factor is plus handoffs between the online channels. As per the opinion of Simone and Sabbadin (2017), the retailing marketing of Omni channel is mainly indicating a business method that allows the business to promote their products and supply them through different channels, platforms, devices, and much more. Omni channel retailing makes all retailers more engaged by using different physical and digital touch points. In the opinion of Reinartz et al. (2019), while consumers will move towards those channels, the data and the applications will also move with them and create consistency for the experience of the brand. For example, it can be shown as a boutique that sold its clothes via online stores or in person. According to the opinion of Hsieh (2020), the trend of Omni channel retailing is continuously increasing due to its several advantages on the marketing strategy of a business. The global retailing rate of Omni channel in the year 2014 was around 1500 billion dollars which is turned into 4500 billion dollars by 2021 (Refer to figure 2.7).  
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[bookmark: _heading=h.zdp0mfal3sth][bookmark: _Toc137657314]Figure 2.7: Rising trend of Omni channel Retailing all over the world
(Source: Hsieh, 2020) 
As per the research of Gong et al. (2022), Omni channel retailing generally refers to the implementation of multiple channels within the marketing strategy of the business such as both online and offline. Customers can purchase conveniently from anywhere, at any time, thanks to Omni channel retailing. Customers may shop and buy goods online, pick them up at a real location, or have them delivered right to their house. Due to this ease, brick and mortar commerce is on the wane while internet buying is on the rise. Consumer behaviour is evolving, and this is reflected in the growth of Omni channel retailing. Nowadays, consumers choose internet shopping and using their cell phones to complete transactions. Due to the increased number of online shopping choices, this change in consumer behaviour has resulted in the downfall of brick-and-mortar commerce. The retail sector is becoming more competitive due to the growth of Omni channel commerce. 
As per the report of Statista Research Department (2021), the future of Indian Omni channel retailing has expanded rapidly and their estimation says that within the year 2030, the revenue rate of Indian Omni channel retailing will reach around 350 billion US dollars (Refer to figure 2.8). All these things will come true definitely due to its ability to provide consistent brand experiences to its consumers across both offline and online channels. 
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[bookmark: _heading=h.tvzld4dirhf2][bookmark: _Toc137657315]Figure 2.8: An estimated revenue growth of Indian Omni channel Retailing
(Source: Statista Research Department, 2021)         
Decline of Brick-and-Mortar Retailing
According to the opinion of Özbük et al. (2020), brick and mortar retailing refers to the traditional format of retailing stores via a physical location where the consumer has to go for purchasing. This format of retailing is mainly set up with a local supermarket which targets the neighbourhood location for marketing. In the research of Lehrer and Trenz (2022), the decline of this retailing in the Indian retailing sector has been started during the pandemic situation of COVID-19. Although, there are a lot of traditional retailers already suffering before the COVID pandemic in terms of competition with online services. In the opinion of Sheth (2021), there are a lot of examples present in the Indian retail sector that traditional retailers are shutting down their business due to the massive range hit of the COVID pandemic. That means the suffering stage of traditional retailers has completely collapsed due to the COVID-19 crisis.
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[bookmark: _heading=h.wyfs9j1gzgt0][bookmark: _Toc137657316]Figure 2.9: The declination trend of traditional retailer after COVID pandemic
(Source: Roper, 2020)
According to the report of Roper (2020), after the hit of COVID, the decline of this traditional retailing affects several sectors under this retail industry such as changing behaviour of consumers, increasing the revenue growth of e-commerce and much more (Refer to figure 2.9). Although, this decline is very natural as the platforms of e-commerce have the ability to provide a wide range of choices reading the quality and price of the product and even provides the service of home delivery, which is not possible for the traditional retailer stores. As per the research of Simone and Sabbadin (2017), in the post pandemic period, the Indian consumers have been dramatically turning towards the online shopping facilities in terms of safety and particularity of purchasing products and services. However, the traditional retailers are also facing problems such as high maintenance to running a store, weather challenges and much more, which also make them to quit their traditional business format and move towards the Omni channel retailing strategy.     
[bookmark: _heading=h.3j2qqm3]2.5 Impact of employment and technology adoption by Indian Retail unit Post Covid-19 
The Covid-19 pandemic has remarkably struck the Indian retail sector. According to the opinion of Kolluru et al. (2021), retail companies have been able to embrace changing situations with some grappling to endure functionality. Furthermore, with the diminution and accessibility of vaccines, the retail sector is anticipated to recuperate. The pandemic has had a noteworthy impact on employment in the Indian retail sector. According to the report of Amankwah-Amoah et al. (2021), the Centre for Monitoring Indian Economy or CMIE, India lost 1.77 core jobs in April 2020 alone. The retail sector was one of the worst-hit quarters with many organisations shutting down stores and axing off workers. However, as the economy recovers, the ritual sector is expected to start reviving employees.   
[image: ]
[bookmark: _heading=h.rd9iump31o9e][bookmark: _Toc137657317]Figure 2.10: Impact of employment due to COVID-19 pandemic-India
(Source: Statista, 2022)
According to Statista (2022), in April 2020, throughout the COVID-19 pandemic, seniority of Indian urban youth announced that working hours had been reduced. In Chennai, around 17% of the interviewee reported a massive reduction in remuneration which was the highest among other cities. Furthermore, 5% of the surveyed urban youth had lost jobs at that peak time (Refer to Figure 2.10). One of the principal provocations for retail organisation post covid-19 will be to stabilise the necessity for enlarged productivity with the requirement for employee safety. According to Debata, Patnaik, and Mishra (2020), retailers will have to take estimates to secure the safety of workers and must bestow personal protective equipment or PPE and execute social distancing measures. 
Impact on Employment
The epidemic has hastened the retail sector in India's use of technology. In order to adapt to changing consumer preferences, retailers have been forced to quickly implement technology like mobile applications, online marketplaces, and contactless payment methods. A number of retail activities, including supply chain management and inventory management, have been automated as a result of technology adoption. Increased operational efficiency in the retail sector is another result of technology use. With better inventory and supply chain management, retailers can now operate more profitably and at lower cost. The retail sector in India has improved consumer experience as a result of technology use. The impact of Covid-19 in the Indian retail sector has been binary. According to Mcneill (2022), on one hand, there has been a gush in demand for indispensable goods that include groceries and personal hygiene products and on the other hand, the request for non-essential items such as clothing, footwear and electronics has reduced effectively. 
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[bookmark: _heading=h.q2e4auiz51z][bookmark: _Toc137657318]Figure 2.11: Unemployment and job loss in Indian economy during Covid-19
(Source: Mehta, 2020)
According to Mehta (2020), occupational analysis shows that there are 10 highly perilous professions in urban areas in which approximately 40 million employees are waged. These jobs incorporate small shops and campaigners 13 million, construction labourers of manufacturing and transportation 12 million, domestic assistants’ 3 million, housekeeping and restaurant service workers 3 million, painters and building cleaners 3 million, stall and market salespeople 2 million, street traders 2 million and garbage collectors 1 million. According to Bardhan, Byrd, and Boyd (2023), as the country continues to fight the pandemic, retailers have been executed to embrace the changing market vigorously. Additionally, many have shifted pivot to e-commerce platforms which have observed massive development during the pandemic. Retailers have also adopted new safety treaties such as contactless delivery and pickup to secure the safety of consumers and employees (Refer to Figure 2.11).   
Technology Adoption
According to Habib and Hamadneh (2021), the covid-19 pandemic has had a significant impact on the retail industry in India with many businesses grappling to get through in the face of lockdowns, supply chain disturbance, and reduced consumer demand. Furthermore, the calamity has also hastened the assumption of technology in the retail sector as businesses look for ways to embrace the new competitive landscape in a rapidly swapping market. One of the major technology trends in Indian retail post-Covid-19 is the adoption of e-commerce and online retail platforms (Gao et al., 2023).  Respectively, brick and motors stores were forced to close or operate under strict reduction and many businesses have turned to online channels to reach consumers and maintain sales. This trend is likely to continue even as the pandemic abates with many consumers now accustomed to the convenience and safety of online shopping. Furthermore, a technology trend that is likely to gain adhesion in the Indian retail sector is contactless payment systems (Gao et al., 2023). Moreover, with social distancing and hygienic protocols becoming typical, many consumers are looking to avoid physical contact with cash and payment ends. 
Furthermore, this has led to increased adoption of digital payment systems such as mobile wallets and QR code payments which can be made without the need for physical contact. Retailers also like to invest in new technologies such as machine learning and artificial intelligence to improve consumer engagement and advance supply chain management (Habib and Hamadneh, 2021). The pandemic has also highlighted the significance of data analysis in the retail sector with consumer behaviour and partiality changing speedily retailers need to be able to survey large amounts of data to stay frontwards.
[bookmark: _heading=h.1y810tw]2.6 Evaluation of Growth in the Indian online retail industry and its market size 
The e-retail market in India has experienced rapid growth in the last few years as well as the market competition among retailers have also increased. It has been identified by Kumar, Kumar, and Ayodeji (2020) that the success and competitive advantage of any online retail industry greatly depends on the number of visitors it manages to attract.  The internet penetration rate of India has been increasing since 2007 and went up to 48.7% in 2022 from just 4% in 2007 (Basuroy, 2023). Therefore, such an increasing rate of penetration has laid a huge impact on the growth of the online retail market in India. 
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[bookmark: _heading=h.z3bkzy8b6wkg][bookmark: _Toc137657319]Figure 2.12: Internet penetration rate in India through time
(Source: Basuroy, 2023)
Moreover, the overall growth of the e-retail market of India has been reported by Minhas (2022), which has shown an overall growth of US$ 74.8 billion in 2022 whereas, the estimated growth of the market could be US$ 350 billion by the year 2030.  Therefore, from the above analysis, it can be comprehended that the e-retail industry of India has experienced continuous growth since 2014 and especially just after the pandemic the industry has undergone a spike from US $ 30 billion in 2020 to US $ 84 billion in 2021 (Minhas, 2022) (Refer to Figure 2.12). 
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[bookmark: _heading=h.b4sbvfbbr5kz][bookmark: _Toc137657320]Figure 2.13: Market size of the e-retail industry across India 
(Source: Minhas, 2022)
The e-retail sector of India comprises various segments ranging from consumer-to-consumer (C2C), direct-to-consumer (D2C), consumer-to-business (C2B) to business-to-business (B2B), and according to the report of IBEF (2022), the D2C market of the e-retail sector of India has the potential to experience the growth of about US$ 60 billion by the financial year 2027.  On the other hand, the report of Mitter (2023), demonstrated that in the financial year 2023, the e-commerce market of India has shipped over 45 billion parcels and that value can cross to 10 billion in the next five years and also the report demonstrated that the significant growth of e-commerce has experienced in Tier 2+ cities in India. However, the investigation of Salunkhe (2023) has come to the conclusion that in the post-pandemic period, the growth of the e-retail industry has experienced a bloom because after the pandemic the e-retail industry has not become limited to traditional websites only. Rather the retailers and major players of the e-retail sector have developed their own smart-phone based applications for easing accessibility and shopping (Refer to Figure 2.13). Hence, comparing the pre-pandemic and post-pandemic e-retail market of India, a perspective can emerge that although the facilitation of the e-retail industry of India has been accomplished due to the extensive rate of Internet penetration, the blooming of the e-retail industry actually can be seen during and post-pandemic time. Furthermore, Figure 2.12 shows that in 2019, the internet penetration rate was higher by nearly 50% but in Figure 2.13 it can be visualised that in 2020, the market size of the e-retail industry was almost $ 30 billion whereas, in 2021, the value has become $84 million. Hence, the e-retail industry of India has experienced extensive growth during the post-pandemic period. 
Therefore, it can be inferred from the above data that the increasing popularity of lower ASP (Average Selling Price) platforms such as Amazon, Flipkart, and Meesho, are the reason for the huge growth of the e-retail sector in substantial share in the market. In the contradiction, Khosla and Kumar (2017), stated that increasing accessibility of smartphones and extension on the internet in rural areas also has boosted the augmentation of the base of internet users that contributed effectively to bridging the gap between actual buyers and potential online purchasers and along with that the demographic dividend incorporated in the nation has also favoured and encouraged the growth of e-commerce. 
[bookmark: _heading=h.4i7ojhp]2.7 Consumer perception of online retail market in the post-pandemic situation 
The post-pandemic situation has affected the market a lot; however, due to the pandemic situation online retailers have made a great impact on customers. Customers at the beginning of the pandemic situations had hardly any option to buy their necessary things from other places rather than online (Schreiner and Baier, 2022). According to Schleper et al. (2021), customers have a mixed perception of the retailing sectors as those sectors too faced a change in their marketing strategies to the impact of Covid-19. The post-pandemic, however, brought a huge change in the market as online retailers are quite interested in buying products from online markets (Dannenberg et al., 2020). As noted by Sheth (2021), marketing has undergone a change from “physical first” to “digital first” and the significance of the product, price, place, and promotion has increased because of the digitization of marketing. 
In this form of marketing the customers are willing to buy their required products and they are served by the seller rather than engaging in a buying and selling relationship. Covid-19 forcing customers to stop their offline businesses has almost compelled them to do online business and at the same it also made the customers exposed in the online business area due to that reason the customer also depends on online marketing to get their products. The Omni channel services, brand management, and service quality has influenced the consumers to buy products with trust, thus, for that reason the main problems of the customers, that is, loyalty and reliability are also ensured by the Omni channel. The mortality threat of the pandemic led customers to drive more toward digital marketing (Agag et al., 2022) (Refer to Figure 2.14). Human resources management in Omni channel provides more opportunities in building a good relationship with customers by providing them with customised services, as mentioned in Salvietti et al. (2022). 
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[bookmark: _heading=h.i96mfitf2vmv][bookmark: _Toc137657321]Figure 2.14: The Rise in the Sales of Online Retailers from Pandemic Situations
(Source: BBC, 2020)
Amidst the pandemic, for instance, Amazon has reported being 44 percent more than the earlier year (Weise, 2021). The profitable part of the Amazon retailing store is that the business grew after the pandemic as due to the pandemic people depend on Amazon to buy products. The commercial platform in spite of being new to the market is seen to be making a great change after the pandemic as Meesho has been found to be doing better than before and about 30 percent of improvement has been visible to their sales. The figure shows a rise in sales in online stores a lot more than before. Therefore, the pandemic, though seen to have affected a lot of businesses at the same time, has also been able to increase the sales of the retailers that were providing digital services. Hence, the perception of the customers has undergone a change due to the emergence of the pandemic. The customers are more dependent on the online retail sectors, like Amazon or Meesho for buying products in order to maintain a distance so that the pandemic does not spread and to get the products of their choice in a very easy way. 
[bookmark: _heading=h.2xcytpi]2.8 Conceptual framework 
[image: C:\Users\DIPANKAR\Downloads\WhatsApp Image 2023-04-14 at 1.13.22 PM.jpeg]
[bookmark: _heading=h.czm8hymi8zmo][bookmark: _Toc137657322]Figure 2.15: Conceptual Framework
(Source: Self-developed)
[bookmark: _heading=h.1ci93xb]2.9 Theoretical Perspectives 
Customer-led positioning theory: According to this theory, customers are seen to be playing an important role in guiding the marketer in bringing the necessary product and service into the market. As per Zeithaml et al., (2019), the insights offered by the customers helps in bringing significant changes to the product and services offered by the retailers. These insights also help in bringing changes in the pricing strategy, packaging, and product design to help in meeting the customer's taste and preferences. This theory can also be referred to as an act of listening to the customers to develop a product that helps in satisfying the customer needs, as well as enhancing the overall experience throughout the customer lifecycle. This theory shall help in understanding the impact of e-commerce on retail products and services in the post pandemic period upon the customers.      
Wheel of retailing theory: The wheel of retaining theory can be referred to as a hypothesis that helps in explaining the approach chosen by retailers to create brand value and capture market share. Babin, Feng, and Borges (2021), stated that this theory helps in highlighting the institutional changes that occur when large business productions and innovators are seen entering the retail arena. It helps in understanding the gradual growth of a retailer starting from the bottom of the wheel with low brand value, profit, and price, then gradually moving towards increased profit, price range, and brand value in the market. This theory has helped in aligning the institutional changes that occurred during the pandemic period and its impact on the retail services and products in the post pandemic period.   
[bookmark: _heading=h.3whwml4]2.10 Literature gap
After analysing the above study, it can be seen that in-depth research on the impact of e-commerce on traditional retailing in the post-pandemic era upon the Indian retail sector has not been done by scholars or researchers in the past. The literature work done in the past by different scholars and researchers do not offer valuable insights into the research topic. No direct evidence is seen to be found in regard to the research topic. The data associated with the research topic has not been found directly but from relevant journal articles and websites. It can be seen scholars and researchers in the past are seen to discuss the topic associated with the e-commerce or retail business industry or post-pandemic business scenarios or the market condition of the Indian economy. However, the lack of direct data has resulted in attaining data and information from relevant sources that are associated with the research topic to complete this study. This study has helped in offering an in-depth understanding of the role of e-commerce in the Indian retail market that has helped in ensuring retailing business in the post-pandemic era.       
[bookmark: _heading=h.2bn6wsx]2.11 Summary 
The above study helps in offering an understanding of the impact of e-commerce on traditional marketing in the post-pandemic period. Detailed analysis of the Indian retail sector shall help in understanding the impact of the pandemic that has helped in bringing changes in the traditional retail sector. An in-depth discussion has been held on the importance of e-commerce and the changes it brought to help in attaining significant growth and development in the retail industry. The use of Omni channel has also been discussed in this study to help in understanding the use of both traditional and e-commerce methods at the same time.    


[bookmark: _heading=h.qsh70q]Chapter 3: Methodology
[bookmark: _heading=h.2lwamvv]3.1 Introduction 
The main pathway of accumulating accurate data for any research work is discussed within the methodology chapter of the research study. Research methodology chapter is framed on the basis of a research onion illustrated by Saunder as shown in Figure (3.1) (Saunders, Lewis and Thornhill, 2019). The research methodology chapter of the study comprises the definite strategy, approaches, and design followed in a research work, which have helped to collect the necessary data for the study. In addition to that, the data collection method and data analysis techniques have been illustrated within this chapter of any research work. In this particular study, the research work deals with the secondary qualitative data collection methods for analysing the effect of e-commerce on the Indian traditional retailing in post pandemic period. 
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[bookmark: _heading=h.s9k2igt7xzij][bookmark: _Toc137657323]Figure 3.1: Saunders research onion
(Source: Saunders, Lewis and Thornhill, 2019)
[bookmark: _heading=h.111kx3o]3.2 Research philosophy
Interpretivism research philosophy has been selected for this study, as it interprets different factors based on real views and forms a social understanding of an occurrence in a detailed manner (Bonache and Festing, 2020). This research work is concerned with the effects of e-commerce on the traditional retailing sector of India in the post covid period. This research philosophy has helped to accumulate the important information, which was needed for the study in accordance with the interpretation of pre-existing ideas of the previous studies in order to obtain and justify the key objectives of the research work (refer to figure 3.2). 
In this study, interpretivism research philosophy has helped immensely in describing the present situation of the traditional Indian retailing system in the post-pandemic situation. This research philosophy has also helped in determining the main reasons for enhancing the needs and demands of E-commerce within the Indian retailing system. The previous studies which are concerned with the traditional Indian retailing sector and E-commerce activities are used in this study on the basis of interpretivism research philosophy. This research philosophy has helped this study to conclude efficiently on the basis of interpreting the views and thoughts of the previous studies in a detailed manner. 
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[bookmark: _heading=h.iot2c3d733o4][bookmark: _Toc137657324]Figure 3.2: Research philosophy of the study
(Source: Self-Developed)
[bookmark: _heading=h.3l18frh]3.3 Research Approach
Inductive research approach has been applied within this research work for the meeting of its key objectives by using the pre-existing hypotheses. The inductive research approach deals with the interpretation of the main aspects of the previous studies in a detailed way for observing the objectives of the present study (Kim, 2021). The previously deduced and justified hypotheses are used in the study with the help of an inductive research approach in order to meet and justify the main aim and objectives of the current study (Kim, 2021). This inductive research approach has helped this study to obtain the core ideas of the previous studies on the basis of the concerned research area (refer to figure 3.3). 
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[bookmark: _heading=h.pflexuws59co][bookmark: _Toc137657325]Figure 3.3: Research approach of the study
(Source: Self-Developed)
This research approach has helped to gather the necessary information on the impacts of E-commerce on traditional Indian retailing systems in the post covid era. In addition to that, this research approach has helped to analyse the core issues and challenges of E-commerce activities within the Indian retailing system in an efficient manner. Lastly, this research approach has helped extremely in finding the possible strategies for the purpose of mitigating the issues of E-commerce activities in the post-pandemic era. 
[bookmark: _heading=h.206ipza]3.4 Research Strategy
Research strategy of a research work deals with the strategy of collecting accurate data on the research topic followed by the researcher (Tajvidi and Karami, 2015). In this study, a secondary qualitative data collection technique has been followed for accumulating qualitative data from secondary sources (refer to Figure 3.4). The qualitative data deals with the opinions and thoughts of the previous studies in the concerned research area from secondary sources (Ruggiano and Perry, 2019). Research strategy provides immense assistance in proving the importance of the research and justifying the research objectives of the study (Tajvidi and Karami, 2015). The secondary qualitative research strategy helps this study in order to understand the impacts of the concepts of E-commerce on the traditional Indian retailing sector in the post covid era. 
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[bookmark: _heading=h.1ffely99809d][bookmark: _Toc137657326]Figure 3.4: Research strategy of the study
(Source: Self-Developed)
The critical understanding about the issues and challenges of E-commerce on the traditional Indian retailing sector in the post pandemic era has been analysed with the help of a secondary qualitative research strategy. In addition to that, this research strategy has helped to gather accurate information on the strategic movements of the Indian retailing sector for the purpose of overcoming the core issues of E-commerce in the post covid era. The secondary qualitative data collection research strategy has helped to enhance the flexibility of the research work within the concerned research area. 
[bookmark: _heading=h.4k668n3]3.5 Research Design
In this particular research study, an exploratory research design has been selected in order to obtain high effectiveness in this research area. Research design deals with the process of interpreting the accumulated information from the relevant resources for the purpose of justifying the core objectives of the research (Hallingberg et al., 2018). The proper research design helps to obtain the necessary answers of the research questions in an effective manner and make proper decisions about the research objectives and approaches. In this particular research work, the exploratory research design has helped in order to collect the necessary data for the research study (refer to figure 3.5). 
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[bookmark: _heading=h.4f0rcmcas3ww][bookmark: _Toc137657327]Figure 3.5: Research design of the study
This research design has helped to explore all the information related to the E-commerce retaining approach for the Indian retail sector. This research design has assisted in gathering sufficient knowledge about the role of E-commerce within the Indian retail sector in the post covid era. In addition to that, this research design has helped to find the core issues of E-commerce in the Indian retail sector in the post-pandemic period. Moreover, it has provided effective support for obtaining knowledge about the possible mitigation strategies followed by the Indian retail sector for overcoming the issues of E-commerce after the pandemic period. 
[bookmark: _heading=h.2zbgiuw]3.6 Research choice
Research choice is concerned with the approach of selecting the procedure of analysing the data accumulation technique applied in the study (Greener, 2018). It deals with the specific data collection and analysis process, which is an integral part of selecting a proper research design (Greener, 2018). In this research study, a mono method qualitative research choice has been selected for the purpose of accumulating appropriate data on the concerned research area (refer to figure 3.6). The concept of mono-qualitative research choice has been applied within this study as it is concerned with the qualitative data collection method from secondary sources. Mono qualitative research choice deals with only one type of data collection technique for conducting the study in an efficient manner (Tobi and Kampen, 2017). 
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[bookmark: _heading=h.3uy9qfxdpc82][bookmark: _Toc137657328]Figure 3.6: Research choice of the study
This research choice has helped to gather appropriate information from secondary sources about the impacts of E-commerce on the traditional Indian retail sector in the post-pandemic era. Along with that, this research choice has helped to accumulate knowledge about the role of E-commerce in the Indian retailing system in the post covid period. Moreover, this research choice has helped to analyse the core problems and challenges of E-commerce in the Indian retailing sector with their possible mitigation strategies. 
[bookmark: _heading=h.1egqt2p]3.7 Data collection method
The necessary information for this study has been accumulated from the secondary resources on the basis of some inclusion and exclusion criteria. Only those journal articles have been considered for the purpose of conducting thematic analysis, which consisted of the proper publication date, proper author name, and appropriate DOI number. In addition to that, the qualitative data have been collected only from authentic databases such as SagePub, ScienceDirect, Emerald, FrontiersIn, and MDPI. Along with that, only those journals are selected, which have proper relevance to the concerned area of research. Apart from that, the journal articles are not more than 5 years old in order to collect the most current data from the sources. This data collection method has helped to gather updated and accurate data on the utility of E-commerce over the traditional Indian retailing system in the post covid era. In addition to that, this data collection technique has helped effectively to accumulate the necessary data on the issues of E-commerce faced by the Indian retailing sector in the post covid era. Additionally, this data collection approach has helped to gather enhanced knowledge about the possible mitigation strategies followed by the Indian retail sector for resolving the identified issues of E-commerce. 
[bookmark: _heading=h.3ygebqi]3.8 Data analysis technique
For the purpose of conducting thematic analysis, five significant steps are followed, which included searching, quality assessment, data extraction, text coding, and theme generation (refer to figure 3.7) (Kiger and Varpio, 2020). For analysing the core research objectives, the relevant journal articles are searched using the keyword searching approach on the basis of the aforementioned inclusion and exclusion criteria. The relevant journal articles are selected and utilised for the further data analysis technique. The proper accurate data on the concerned research area was gathered from the finalised journal articles using data extraction techniques. After that, the collected data on the effects of E-commerce on the traditional Indian retailing system in the post-pandemic period has been interpreted line by line in a detailed manner. After the proper data interpretation process, all the necessary data has been critically analysed with the help of proper theme generation techniques. The generated themes have helped the study to prove and justify the key objectives of the research work in an effective manner. This data analysis technique has helped to analyse the key issues along with their possible mitigation strategies followed by the Indian retail sector in the post covid era. 
[bookmark: _heading=h.2dlolyb]3.9 Time horizon
Time horizon of a study deals with the entire time period of conducting the research (Matza et al., 2015). In this study, the cross-sectional time horizon technique has been applied for analysing the effects of E-commerce on the traditional Indian retailing system in the post covid period (refer to figure 3.8). Cross-sectional time horizon helps a study meet its key objectives within a short period of time (Taris, Kessler and Kelloway, 2021). In addition to that, a cross-sectional time horizon helps immensely to gather proper information and analyse them within a specific short period of time. It enhances the comparisons of different variables associated with the research work at the same period of time (Taris, Kessler and Kelloway, 2021). This selected time horizon has helped to conduct all the research stages in an efficient manner within the short time frame. This time horizon has helped to meet the research objectives within the short period of time in an effective manner. 
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[bookmark: _heading=h.st1srhfm86dx][bookmark: _Toc137657329]Figure 3.7: Time horizon of the study
[bookmark: _heading=h.sqyw64]3.10 Ethical consideration
During the research work, all the journal articles are taken into consideration from the authentic data sources. All the gathered data about the concerned research area has not caused any distress to anyone. The authors of the used journal articles and websites are duly acknowledged within the study in the form of in-text citation. In addition to that, all the rules and regulations of the Data Protection Act, 2018 have been followed for the purpose of avoiding data breaching (Government of the UK, 2018). Along with that, all the guidelines of the university have been followed by the researcher during this research work in order to avoid further complications. 

[bookmark: _heading=h.3cqmetx]3.11 Timeplan 
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[bookmark: _heading=h.56vnnclhl0e9][bookmark: _Toc137657330]Figure 3.8: Time plan 
(Source: Self-Developed)
[bookmark: _heading=h.1rvwp1q]3.12 Summary 
On the basis of the research methodology chapter of this study, it can be summarised that the secondary qualitative data collection and analysis technique has helped the study in order to meet the research objectives effectively. In addition to that, the study has benefited from the help of exploratory research design methods in terms of exploring the knowledge of the previous studies for the justification of research objectives. Lastly, this study has been able to be successful efficiently with the help of proper methodological aspects applied within the study. 


[bookmark: _heading=h.4bvk7pj]Chapter 4: Data Analysis 
[bookmark: _heading=h.2r0uhxc]4.1 Introduction 
The fourth chapter of this study refers to the analysis of the data through secondary qualitative analysis. The present dissertation chapter gives a detailed analysis of the data gathered for the completion of this study. In order to fulfil this study, a detailed thematic analysis has been done here. In this chapter initially, themes are created based on the objectives of the study. Additionally, to give special emphasis to the analysis of the data 5 in-depth themes are discussed here. At last, a summary has been added to get a brief about the chapter.
[bookmark: _heading=h.1664s55]4.2 Secondary Qualitative Analysis 
[bookmark: _heading=h.3q5sasy]4.2.1 Theme 1: Exploration of the existing situation of the Indian retail industry specifically after the pandemic 
As COVID-19 was a highly transmissible disease in this pandemic era, the main motto was to create social distances to reduce the wide spread of the disease. During the COVID-19 pandemic, the Indian retail industry noticed major changes and difficulties. The transmissible pandemic and applying government lockdown measures had a significant influence on the retail industry, causing interruptions and changes in the way e-commerce operates. According to Townsend (2021), in the pandemic era many Indian retail sectors faced problems regarding the shutdown of stores due to the selling of non-essential products. As a result, customer visits and purchases drastically decreased, particularly in markets like fashion, electronics, and luxury items. Many retailers, especially small and medium-sized companies, struggled to make enough to survive and experienced financial difficulties (Dua et al., 2020). However, when things started to get better and the limitations decreased, the retail sector started adjusting to the new normal. Alwan et al. (2023), stated that to reach customers, retailers quickly moved their attention to online channels and adopted E-commerce platforms. Due to an increase in demand for necessities, food, and personal care products, online sales in India grew more quickly as a result. In order to maintain this situation, many retailers try to gain knowledge about online retailing and proceed quickly to improve their online presence well. Now in the new normal situation retailers try to introduce contactless services like contactless delivery, and contactless payment like digital transactions (Caminiti, 2021). In order to enhance the shopping experience and reduce the difference between physical and online retail, several physical stores also made investments in technologies. Additionally, the pandemic reintroduced dependability on local retail shops rather than shopping malls because at this time people want to avoid social gatherings. According to Sheth (2020), the neighbourhood stores had a rebirth as a result of this transformation, which gave local retailers a chance to win back the confidence and loyalty of the customers. On the other hand, issues still exist in the retail sector of India; retailers faced several issues due to increasing operating expenses, supply chain interruptions, and the constant danger of new virus strains (Socal, Sharfstein and Greene, 2021). In addition, some industries, including fashion and clothing, have recovered more slowly than others. With the rise of this pandemic, the Indian retail sector faces several significant changes. For the development of the growing acceptance of e-commerce, the emphasis on contactless and online strategies and the comeback of neighbourhood retail places a great emphasis.
[bookmark: _heading=h.25b2l0r]4.2.2 Theme 2: Demands of E-commerce in terms of the Indian retail sector after the pandemic 
The Covid-19 had a great impact on every aspect regarding economy, health and social fields. It successfully increased uncertainty and concern among all the industries worldwide and it increased the demands of E-commerce among the customers widely around the world. The Covid-19 pandemic made it necessary for people around the world to avoid human contact as much as possible for their safety concerns (World Health Organisation, 2023). The result of this was the loss of sales of the retail stores all around the globe as the customers tend to prefer E-commerce for their retail shopping necessity. Therefore, the retail industries worldwide were well aware of the fact that for reopening of the stores, it was necessary to put the safety measures of the customers and workers in the forefront and hence digitalisation and innovation were the key of achieving that (Chen and Bashir, 2022). Since the time of the Covid-19 pandemic, the demand of E-commerce among the customers has increased significantly. The Indian retail sector has also acknowledged the demand of E- commerce among the customers as many prominent Indian retail companies adapted to it after the post pandemic time period. The demand of E-commerce among the Indian retail companies and the customers have become a part of the daily life as the online shopping of retail products are seem to be much easier and time saving (The Economic Times, 2022b). The demands of E-commerce among the Indian traditional retailing have increased post the Covid-19 due to some significant reasons. The most important reason is the health concerns among the people in India as India witnessed a serious outbreak of the Covid-19 pandemic and a huge number of people were affected due to that. Other than that, E-commerce tends to save money for the retail companies as it requires less expenses for the setup of an Ecommerce website compared to a non-E-commerce website (The Times of India, 2022b). The demand of Ecommerce has also been high due to the fact that it provides a larger exposure for the traditional Indian retail stores as customers can buy anything with just a click. The Ecommerce retail market in India has accounted for around 67 billion US dollars during the post Covid time period, in the year 2021 and it is expected to increase up to 145 billion US dollars by the year 2025 (Statista, 2022). Therefore, the demand of the E Commerce in terms of the Indian retail industry has been significant since the time of the Covid-19 pandemic as it is expected to grow more in the upcoming years as well.         
[bookmark: _heading=h.kgcv8k]4.2.3 Theme 3: Significance and benefits of E-commerce in Indian retail sector during COVID- 19 pandemic 
During the COVID-19 pandemic, E-commerce proved to be a lifeline for the retail industry in India. Retail shopkeepers faced considerable problems when the whole world went into lockdown and individuals had to stay in their homes, including less gathering and lower consumer spending (Szász et al., 2022). E-commerce businesses were only permitted to offer necessities including food, healthcare, and pharmaceutical products during the first and second phases of the lockdown. According to Khurma (2022), Indian shop owners that operated their establishments as businesses and sold a range of commodities faced difficulties beyond their comprehension. On the other hand, with strict social distancing measures in place, people went to online platforms to purchase necessities, food, and other products, avoiding the dangers of in-person shopping (Szász et al., 2022). During the outbreak, the accessibility of online shopping became increasingly obvious. When delivering goods door to door, store owners must prioritise consumers with greater sensitivity requirements, such as the elderly or people with disabilities. Alwan et al. (2023), reported that E-commerce platforms saved the lives of small and medium-sized firms that lacked a strong web presence. Many small retail shopkeepers and local stores have to adapt to e-commerce, allowing them to cope with difficult economic conditions.
The most popular and preferred method for acquiring different goods and services involves online shopping. Nowadays, online shopping replaces normal shopping because online shopping has become easier to access and time-saving also (Kunchaparthi, 2021). The only explanation for this is that buyers have access to a wide range of products from across the globe at their fingertips. Because traditional shops face restrictions and have limited operation hours, internet platforms have allowed people to buy from the comfort of their own homes, decreasing the danger of viral exposure. Alwan et al. (2023), stated that at the time of lockdown when people are unable to visit stores or to avoid social gatherings people started to depend upon local retail shops like grocery stores. On this note, similarly for other sectors like fashion, food and other products people were deeply dependent on online shopping. As a result, India has emerged as one of the primary nations where local brands are receiving far more attention than national and international brands. According to Khurma (2022), in 2021 industry assessment, Indian E-commerce is anticipated to expand 84% during the next four years. Subsequently, by utilising this analysis, it can be indicated that in the majority of the nations including India, the pandemic has caused a level shift in the long-term growth tendency of the e-commerce sector.
[bookmark: _heading=h.34g0dwd]4.2.4 Theme 4: Challenges of E-commerce faced by the sector of Indian retail industry in the time of pandemic era 
Access to Internet 
The E commerce market requires strong internet connection to provide the service within time to a maximum number of people. India is a country with a huge population and so there are still many people without any access to proper internet connection (Forbes India, 2021). Compared to other western countries like the US, Germany and more, India still lacks access to the internet to each person (Forbes, 2022b). In support of this argument, as per (Jafar, Anantapur and Venkatachalam, 2023), it has been found that many regions of India do not have good internet quality despite having access, especially the rural areas. Thus, this specific issue creates major challenges for the Indian retail industry to provide E commerce service to a large number of people. 
Challenges regarding deliveries
According to (Forbes India, 2023), the Indian retail industry often faces challenges regarding insufficient delivery strategies and infrastructure. The Indian retail companies also face problems regarding the issue of delivering products on time due to reasons like improper planning and deliveries to remote areas. In support of this statement, according to Forbes (2020a), the Indian retail companies have to deal with problems like customer dissatisfaction and retention. Thus, this above-mentioned issue makes it very tough for the Indian retail companies to expand their E commerce market to a maximum number of audiences.
Issues regarding the preference of cash on delivery 
As per The Economic Times (2023), the online customers of the Indian retail companies still prefer the cash on delivery payment mode. The issue regarding this may occur due to the lack of trust of the customers on the online transactions or may be due to their lack of awareness regarding the use of e wallets. In this context, according to India Today (2022), this issue creates major problems for the people delivering the products as cash collection is much time consuming and tiring in comparison to the cash directly deposited to bank accounts. Hence, this particular problem makes it very tough for the delivery riders of the Indian retail companies to provide service within the required time.
Challenges regarding customer returning packages  
According to The Times of India (2023), the Indian retail companies face serious problems regarding the return of products by the customers. Many Indian customers are new to the concept of E commerce shopping and so the time they buy products from E commerce websites, they tend to complain regarding the quality of products. In this context according to Infosys (2023), the returns of products seem to be very expensive for the E commerce retailers especially for the shopping in different cities. Therefore, this issue creates much difficulty for the Indian retail companies to function their E commerce market properly.           
[bookmark: _heading=h.1jlao46]4.2.5 Theme 5: Identification of strategies regarding the challenges of E-commerce in terms of Indian retail sector 
Improvement of Internet access and quality
As per the opinion of De’, Pandey and Pal (2020), it is extremely important to provide internet connection to the maximum number of customers to make the E-commerce market of the retail industry work properly. The Indian government is working on various strategies to provide maximum access to the internet and improve the online infrastructure and connectivity. In this context, the better online infrastructure will help in solving the issue regarding poor internet quality in the rural areas. The Indian government is also working on a strategy named as Digital India Program (The Economic Times, 2022). Thus, this strategy will enable the Indian retail companies to function through E commerce websites without any internet complications. 
Proper strategies and plans for products delivery  
According to Forslund and Mattsson (2021), the development of a proper strategy of delivery is required to mitigate the issues of delivering products faced by the Indian retail companies. In support of the statement, choosing a courier partner can help the Indian retail companies to understand the idea of logistics infrastructure of India and also can help in delivering products to the customers on time (The Times of India, 2022). Hence, the application of a proper plan regarding delivering products on time, will help the Indian retail companies to improve their E commerce service in the future.
More awareness on online payments and e wallets 
According to Panhwer et al. (2020), the correct plans in terms of encouraging and making people more aware can help them to adapt to the e payment mode. In this context, promotion on social media can help in making people more aware of online payments. Additionally, communication through local publications regarding the innovation of e wallets can help the customers to understand the advantages of online cash payment (Forbes, 2022). Therefore, the Indian retail industry can use these strategies to encourage more people to use e payment and that will help them in solving the complexity regarding collecting manual cash. 
Development of strategies to deal with customer returning packages
As reported by Forbes (2020), development of various plans like offering delivery and set up services to customers, investing in proactive customer service can help in solving the issue of customer returning packages. Further, providing various service options can also help the Indian retail companies to deal with the customer return problems. In this context, according to Heshmati et al. (2019), implementation of these strategies will minimise the cost return problems along with providing maximum customer satisfaction that will boost the sales. Hence, this particular strategy can help the Indian retail companies to solve the customer returning packages problems and will help them in expanding their E commerce market.
[bookmark: _heading=h.43ky6rz]4.3 Findings 
Based on the analysis of the above-mentioned data, it has been found that the Covid -19 pandemic had a significant effect on the retail industry of India. The consequence of lockdown and social distancing caused the Indian retail companies’ massive loss in terms of sales. Customer preferences also changed over this particular period of time as they stopped going to any stores due to health concerns. Hence, the Indian traditional retail stores had to adapt to the changes and started focusing more on the E commerce market. The growing demand of online shopping among customers increased significantly among the customers of the retail industry worldwide. The most important reason behind this has been that the E commerce service provides the customers with the opportunity of purchasing any retail products on any time without visiting any store. This helped the people worldwide to avoid getting infected by the Covid-19 pandemic as it reduced the chance of human interaction. The Indian retail industry understood the need of the tome and was quick to adapt to the E commerce mode owing to the growing demand among the customers. The establishment and development of E commerce websites also analysed to be less expensive than the non-E commerce websites. The market growth of E commerce in terms of Indian retail industry has also been significant. The total growth in the sales of the E-commerce market in India, post the time of the Covid-19 pandemic has also shown its importance in recent times. Many small Indian retail businesses also had to adapt to the growing popularity of the E commerce market. The change in the Indian retail industry post Covid has been difficult to adapt for the small retail colonies but this also helped them to expand their business and reach to maximum customers.  
The COVID-19 pandemic had a significant effect on the Indian retail sector, disrupting operations and changing the way E-commerce worked.  Visits and purchases of a customer fell sharply as a result, especially in industries like fashion, electronics, and luxury goods. Numerous merchants struggled to produce enough money to make ends meet and faced financial challenges. However, when conditions improved and the restrictions lessened, the retail industry began adjusting to the new normal. Due to growing health concerns among Indians and the fact that it gives local retail businesses more visibility, E-commerce has been more and more popular among Indian traditional retailing since the Covid-19. Therefore, the demand of E-commerce in terms of the Indian retail industry has been significant since the time of the Covid-19 pandemic and is expected to grow more in the upcoming years. E-commerce proved to be a lifesaver for the Indian retail sector during the COVID-19 epidemic. During the first and second phases of the lockdown, online retail businesses were only authorised to sell basics including food, healthcare, and pharmaceutical items. People avoided the risks of in-person shopping by making their purchases of needs, food, and other things through internet platforms. Small and medium-sized businesses without a significant online presence were saved by e-commerce platforms.  India has emerged as one of the primary nations where local brands are receiving far more attention than national and international brands. In 2021 industry assessment, Indian E-commerce is expected to expand 84% during the next four years, indicating that the pandemic has caused the high growth tendency of the e-commerce sector. The E-commerce market in India is facing many challenges due to lack of access to the internet. These include insufficient delivery strategies and infrastructure, customer dissatisfaction and retention, cash on delivery payment mode, and customer returning packages. These issues make it difficult for the Indian retail industry to provide E commerce service to a large number of people, as well as for the delivery riders to provide service within the required time. Additionally, the return of products by the customers is also a major issue, as many Indian customers are new to the concept of E commerce shopping and tend to complain regarding the quality of products. The returns of products seem to be very expensive for the E commerce retailers, making it difficult for them to function their E commerce market properly. The Indian government is developing a number of methods to increase internet access while enhancing connection and infrastructure. With the help of this method, Indian retail businesses would be able to operate smoothly through e-commerce platforms. In order to solve the problems with product delivery that Indian retail enterprises encounter, proper strategies and plans are also required. The Indian retail industry may better comprehend the logistics system of India and deliver goods to clients on time by selecting a courier partner. The future performance of e-commerce services of Indian retail enterprises would be enhanced by the use of an appropriate plan for timely product delivery. The Indian retail sector may employ techniques like social media promotion and local media outreach to increase public awareness of online payments and e-wallets. Indian retail organisations may cope with consumer returned parcels by employing techniques including delivering delivery and setup services to clients, engaging in proactive customer care, and offering a variety of service alternatives. Utilising these tactics will reduce cost return issues and maximise customer happiness, which will increase sales. This tactic can assist Indian retail businesses in expanding their E-commerce industry and resolving the issue of customers returning shipments. 
[bookmark: _heading=h.9iczqfjc2w8c]4.4 Discussion 
[bookmark: _heading=h.xvir7l]4.4.1 Current condition of traditional Indian retailing system at the time after post pandemic 
The retail industry is one of the hardest-hit industries because of the restrictions imposed by the pandemic situation that affected the retail industry across the world (OECD, 2020). The COVID-19 pandemic has disrupted the traditional retail sector by replacing online retail shops. The retail sector is of great importance in operating as a gateway to the customers that contributes to the development of the economy (The Indian Express, 2021). The situation of pandemic has brought with several challenges regarding the labour supply shortages along with the social distancing measures that lead to disrupt the business operations of the traditional retail sector. In this aspect, it can be determined that the traditional retail sector of India has been greatly affected due to the pandemic situation that prevailed across the country (OECD, 2020). The current condition of the traditional retail sector of India consists of huge competition in making the business processes in the online mode that has been beneficial for the customers in making purchases. In this context, it has been known that the small brick and mortar retailers in India go online and face several challenges in the field of competition in making the financial investments for transforming it into online businesses. As per the report of Shashidhar (2020), it has been known that India has 15 lakh retail stores that generate about 4.74 lakhs and it has been seen to reduce to 15% that resulted in closure of the stores for the lack of the supply chain management in the retail shops. In this aspect, it can be determined that the corona virus has impacted 30% of the modern retail stores that have faced closure (Shashidhar, 2020). In this aspect, it has been known that after the pandemic situation, the retail industries have transformed into online stores that have helped in the recovery of the business at a slower pace. 
[bookmark: _heading=h.tdjbvzuhe2j2]On the other hand, it has been known that the traditional retail in India has led to the adoption of the digital processes that lead the retail brands in concentrating on the online sales of the products to the customers in the development of the business (The Indian Express, 2021). Thus, the traditional retail system has changed into the modern retail sector in adopting digital services after the pandemic situation in India. 
[bookmark: _heading=h.3hv69ve]4.4.2 Reasons for the needs of the E-commerce based on perspective of Indian traditional retailing system 
The traditional retailers choose the electronic commerce model in boosting the business for the emergence of e-commerce in the marketplaces amid the pandemic situation. The advancements of the technology lead to the adoption of digital tools that is one of the major reasons that lead to the greater demand for the need for e-commerce (Evans, 2021). The time Covid hit the country, the retail business was impacted, which pushed the retailers into thinking about the adoption of the technological processes in meeting the needs of the retail products (Vielma, 2023). In this aspect, it can be said that the generating of the e-commerce stores can overcome the losses in the businesses as since the time of pandemic the customers are greatly focused in buying of the online products. In this aspect, it has been determined that e-commerce has added strength to the strength of the retailer (Montenegro, 2021). On the other hand, the customers are greatly satisfied in having products from the online means that lead to connect and engage with a greater number of customers. 
In addition to this, it is also known that the reason for adopting the electronic commerce model by the traditional Indian retailers is to get access to customers across every region of India (Vielma, 2023). The physical stores are only limited to the customers belonging to that locality whereas the online platform helps in connecting many customers across India. Furthermore, the greater availability of the products in twenty-four hours in the online shop leads to greater demand among the customers and the traditional retailers choose to move into e-commerce in generating greater revenue (Evans, 2021). In getting twenty-four-hour orders from the customers, the retail companies can generate a greater amount of income that helps the traditional retailers in overcoming the loss faced in the pandemic situation. The infusion of technology and automation brings efficiency in the sales of the products that is due to the greater purchases of the products by the customers (Montenegro, 2021). Alongside, the increased competition in adopting the digital method by other industries leads the traditional retail industry in adopting the process of e-commerce in performing the business. Thus, the above-mentioned reasons lead to enhancing the demand of e-commerce from the view of traditional Indian retailers.


[bookmark: _heading=h.1x0gk37]4.4.3 Role of e-commerce in Indian retail sector in the post pandemic situation 
The e-commerce plays a significant role in surviving the pandemic situation in transforming the offline business processes to the online mode. The post pandemic situation has changed the buying habits of the customers that make the customers surge to make the online purchases (Gramling, Orschell and Chernoff, 2021). The economic activities of the transitional retail industry were retained properly for the generation of greater revenue from the online purchase of the products. In this context, it can be said that e-commerce plays a beneficial role in the Indian traditional retail sector in making up the increased revenue through the greater sales of the products. The pandemic has changed the buying practices after the crisis of pandemic that led to accelerating the e-commerce towards new customers, new firms and new types of products (Vinaykumar, 2021). In this context, it can be acknowledged that e-commerce has helped in greater attraction of the customers towards the new business firms of the Indian retail sector leading to the entire development of the economy from the modern Indian transitional retail industry. 
[bookmark: _heading=h.pfpou3f703jf]In the post pandemic situation, the market size of the e-commerce industry increased to $84 billion (2021) from $30 billion in 2020 (during pandemic) (Minhas, 2022a). Therefore, it can be said that, the increment in the sales of the retail e-commerce sector has eventually increased the overall e-commerce market size of the Indian retail sector. As online shops are cheaper therefore, in the post pandemic situation most consumers tend to retain purchasing products from online stores of retail companies. This resulted in increasing the shares of the Indian retail sector to 17% in the global retail trade aspect (Evans, 2021). Therefore, it can be said that e-commerce has been beneficial for the Indian retail sector to enhance its performance in the global front during the post pandemic situation.
[bookmark: _heading=h.4h042r0]4.4.4 Benefits and challenges of e-commerce on Indian traditional retailing system in post-pandemic situation 
During covid-19 situation, most of the traditional retail businesses in India faced issues regarding consumer engagement which affected its revenue generation and market value. It has been analysed that, in 2020 the revenue of the retail market in India will be reduced to $883 million from $1022 million in 2019 (Minhas, 2023). Therefore, it can be said that, due to the sudden emergence of global issues, Covid-19 has affected the financial and economic productivity of the Indian traditional retail sector. However, implementation of e-commerce strategies has been beneficial for the retail companies to sustain their market value through enhancing the engagement rate and sales of products.  
In 2021 the online shopping of retail products in India amounted to $67 billion which is projected to reach up to $145 billion by 2025 (Minhas, 2023a). Thus, it can be demonstrated that the e-commerce marketing approach has been effective in the post pandemic situation to retain the prosperity and growth of the retail sector in India. Moreover, engagement rate depends on the level of customer satisfaction which results in an increase in the number of purchases of products from a certain brand (Hu and Chaudhry, 2020). Therefore, it can also be evaluated that e-commerce marketing has benefited the traditional Indian retail sector in terms of gaining consumer trust through providing satisfactory services and products. 
Due to the pandemic situation, people have become habituated to avoid crude places which led to the increase of online shopping of daily products including groceries. For this purpose, various online retail stores started providing online grocery services with the collaboration of the traditional retail sector in India. In 2021 the online grocery market of India earned a market value of $241.14 billion which is projected to reach up to $1170 billion by 2024 (Minhas, 2022a). Therefore, it can be said that e-commerce activities have been effective in increasing the business approaches of the Indian traditional retail sector in the post pandemic situation which results in enhancement of the market value of the aforementioned industry. 
Despite having eloquent benefits, the e-commerce strategies affected the traditional Indian retail sector in a post pandemic situation in terms of reducing engagement in the offline stores. Therefore, it reduces the B2C marketing approach and enhances B2B marketing tactics (Fauska, Kryvinska and Strauss, 2013). Therefore, issues regarding third party involvement and corruption in the retail sector occurred which reduced the transparency of the sector. As a result, the price of online products increased which reduced trust and repeat purchasing behaviour of potential and regular consumers (Minhas, 2022). Therefore, it can be said that, Indian traditional retailing system faced challenges regarding customer management and retention due to e-commerce in the post pandemic situation.

[bookmark: _heading=h.2w5ecyt]4.4.5 Suitable strategies to overcome issues related to e-commerce in Indian retail sector 
The Indian retail sector has faced issues related to customer management during pandemic and post pandemic situations in the e-commerce front. Majority of the issues occurred due to sudden shifts in consumer behaviour due to changes in the preferences of them during the pandemic situation (Nealon, 2021). Therefore, to overcome such issues it is required to understand the upcoming situational changes in the behavioural aspects of the target audience of the Indian retail sector. Implementation of new and upgraded technologies like artificial intelligence (AI) are effective in performing market analysis which further helps in creating forecasting about future trends and demand (Bawack et al., 2022). Moreover, use of chatbots for delivering constant service to the consumers can be adopted by the Indian retailers for improving consumer satisfaction rate. Application of chatbot systems in online retail stores helps consumers in solving their issues through 24/7 virtual assistance and that helps in increasing the brand image of the retail organisation (Marjerison, Zhang and Zheng, 2022). Therefore, it can be said that technological implementations strategies can be undertaken by the Indian retail sector to prosper in e-commerce by gaining significant customer engagement in terms of meeting the needs and demand of the target market. On the other hand, social media marketing strategy is effective in increasing brand awareness by broadening the range of target market (Yadav and Rahman, 2018). In India almost 467 million active users of different social media platforms are there (Basuroy, 2023). 
Hence, it can be demonstrated that it can be easier for the Indian retail companies to attract a large number of potential consumers through advertising in social media platforms. Effective advertisement is the key to achieve desired engagement which in turn increases financial outputs by increasing the number of sales per product (Harfoushi et al., 2013). However, besides increasing sales, it is also important to sustain the purchase, to ensure continuous growth of a business. For this purpose, effective manufacturing strategies to enhance the quality of product are beneficial in terms of gaining trust of consumers and enable repeat purchasing behaviour (Khosla and Kumar, 2017). Hence, it can be said that proper marketing strategy, manufacturing strategy, and customer management strategy can be efficient for the Indian retail sector to overcome emerging issues in e-commerce.
[bookmark: _heading=h.1baon6m]4.5 Summary 
From the above discussion it can be summarised that, e-commerce has positively impacted the Indian traditional retail sector in terms of increasing the economic, and financial output in the post pandemic situation. Moreover, the Indian retail sector has been beneficial in sustaining its prosperity in terms of increasing the range of target market.
[bookmark: _heading=h.1w16w2xoups]

[bookmark: _heading=h.apblitfh203t]Chapter 5:  Conclusions and Recommendations 
[bookmark: _heading=h.griwt169v79v]5.1 Conclusion 
Based on the above discussion, it has been derived that one of the largest retail markets in the world is present in India. The country is also recognised because of having one of the fastest growing retail industries in the world. It is identified that during the COVID-19 pandemic the retail industry of India faced several challenges as there was a major problem faced in the operations of e-commerce. The retail stores in India faced difficulty due to the lockdown implemented by the government that caused them to shut down their stores as the products sold by them were non-essential. Although in recent times specifically the post pandemic situation there are several changes noticed in the scale and structure of the traditional retail industry of India. It is because of the entry of new and big players in the market and also due to their organised structure of business. After the pandemic ended many of the retailers in India also quickly adopted the e-commerce platforms as there was an increasing demand for personal care products online. Development in the online retail sector also changes the traditional operation styles as the behaviour of customers were changing. Consumers' shift towards online is the primary reason identified behind the transformation of the Indian retail sector.
The Covid-19 Pandemic increased the uncertainty and concerns towards business among the retail industry of the world including India. It also provided an increase in the consumer demand towards e-commerce as the pandemic made it necessary for people to avoid contacts from humans as much as possible in order to maintain safety. Moreover, the pandemic caused a vast quantity of retail shops to close their business. On the other hand, online services were gaining popularity as they provided customers with goods within time because of which the customers became more reliable on their services. Furthermore, the behaviours of buyers also changed due to the restrictions of social distancing during the COVID pandemic impacting the pattern of business. It includes the replacement of the traditional business by e-commerce and the rise in the demand for the e-retail market. It is identified that among the retail sector, the personal care and beauty products have had the largest number of sales online. The increasing use of the internet during the COVID-19 pandemic is one of the major reasons that led to a rise in online shopping activities. Tthe online sales continued to increase even after the COVID-19 pandemic as consumers grew increasingly accustomed to them and also because many conventional retail establishments shifted their emphasis on e-commerce. 
The pandemic situation of Covid-19 has increased the urge of online shopping among the customers in the retail market of India. Moreover, the pandemic crisis has shifted the behaviour of the consumers from offline to online shopping. The change in purchasing intention among the customers of India has been observed as they get access to a wide range of products without moving outside of their homes. Furthermore, the behaviour shift has continued in the post pandemic period leading to the growth of the ecommerce platforms. The people of India preferred to buy their requirements from online sites that has led to replacement of the traditional method in the Indian retail market. Moreover, the increase in usage of the internet among the people of India has led to the growth of the online shopping rate. On the other hand, the retail sector of India has experienced greater upgradation of the competitive advantage because of the upgradation of the e-commerce platform. The consumers of India have been shopping for their requirements from the e-commerce platforms such as Flipkart, Jio Mart, Amazon and others. Furthermore, the post pandemic situation has been expected to increase the importance of the Omni channel retailing that consist of both traditional outlets as well as online platforms. The phase of “new normal” has led to changes in behaviour and intention of shopping of the customers residing in India. The customers for buying their required products from the online platforms have opted for the online transaction modes through debit cards, credit cards and mobile wallets. Hence, the online transaction has led to promotion of cashless and also reduced the complications to moving to the banks. Therefore, it has been observed that the urge of online shopping from the pandemic situation of Covid-19 to the post pandemic period has led to growth of the economic condition of the Indian retail market. 
The pandemic situation of Covid-19 has led to rise of the omni channel marketing and downfall of the brick-and-mortar retailing. The omnichannel marketing has led to an increase in the satisfaction rate among the customers due to the convenience of shopping from anywhere and at any time. The omni channel retailing has been the effective marketing strategy undertaken by the retail companies of India to grow their business through online sales.  Furthermore, the increase in purchasing intention of the customers through online platforms has led to the decline of brick-and-mortar ecommerce. The decline has been mainly observed during the period of the outbreak of the coronavirus as restrictions were given for moving out of the homes. The traditional retailers have also experienced problems such as pandemic crisis, weather conditions and maintenance cost for operating the stores. The traditional retailers have also been inclined to move their business online due to recovering from the crisis and upgrading the economic condition. Therefore, the ecommerce platform has led to improve the business of the retail sector of India during the period of Covid-19 and post era.
It is identified that providing internet connection is significantly necessary in order to maximise the number of customers and make the e-commerce activities of the retail sector work properly. In this respect the Indian government is also examining various strategies in order to provide maximum access to the internet and improve connectivity. Moreover, having a proper planning of strategies will assist in mitigating the issues faced in the delivery of products faced by the retail companies of India. Appointing an efficient currier partner can assist the Indian retail companies to understand the idea of logistics infrastructure. Adoption specific strategies in order to encourage the customers and make them more aware towards the e-payments modes can smoothen the process of online shopping. Promoting the business with the help of social media can assist in this process and consumers can be made certain of the benefits of online-platforms. The development of strategies in order to solve the issues of customers regarding the return packages can help in increasing their loyalty towards the online platforms. These strategies can include providing delivery and set up services to customers and having an increased investment towards customer service. Moreover, providing various service options can minimise the cost return problems along with providing maximum customer satisfaction that will boost the sales. 
[bookmark: _heading=h.xr827fettnol]5.2 Limitation of the Study
The primary qualitative and qualitative research could not be conducted for the elaborative study on the subject matter due to shortage of timespan. The interview and survey session would require more time for gathering information on the influence of ecommerce platforms on traditional modes of retailing in the post Covid-19 period. Moreover, the study has focused on deriving information from the secondary sources only that has provided limited information on the topic. On the other hand, due to scarcity of time, the employees of the retail sector of India could not be considered for gathering information. The study has only concentrated on the retail sector of India because of time limitations that has been considered as a major constraint towards the evaluation of the study. The attention was only paid on the ecommerce platform conditions of the retail sector of India in the post pandemic period. Thus, the specific attention has hindered in gaining vast information from the pre pandemic period to the post era of the retail industry of India. Furthermore, the cost constraint has also been a major reason that stopped from gathering information from the consumers of India through conducting the survey session. 
[bookmark: _heading=h.4b8yrvou66on]5.3 Recommendations 
It has been found that there are multiple constraints and limitations that have been found during this study, which can be effectively addressed through following the below discussed recommendations. 
· It has been found that the study has strongly used secondary qualitative data in order to meet the research objectives through creation of flexible themes based on research requirements. However, the utilisation of secondary qualitative data has also generated difficulties for the study in acquisition of country specific data due to inadequacy of information. Therefore, the study is significantly recommended to implement and utilise primary qualitative data in the form of interviews. It is because the acknowledgement of interviews specifically helps the study in gathering flexible information based on the research requirement. In addition, the availability of real time subjective data can significantly help the study in building new theories and insights regarding impact of e-commerce on traditional retailing within the Indian retail industry in the current post COVID-19 period. Therefore, it can be considered that primary qualitative data in the form of interviews can enhance the overall quality of the research outcome. 
· It is observed that utilisation of secondary qualitative data has only availability of subjective data and there is an absence of statistical information. That is the reason the study is recommended to acknowledge primary quantitative data in the form of surveys. It is because the acknowledgement of surveys strongly helps the studies in gaining a wider volume of objective or statistical data through choosing appropriate participants as samples based on the research requirements. In addition, the wider volume of gathered data can effectively help the study in building new theories and insights based on the research objectives and requirements. Furthermore, all these practices would effectively help the study in identifying innovation within the overall research outcomes. Therefore, based on the consideration of the discussed points, surveys can be stated as an appropriate method for the study. 
[bookmark: _heading=h.ry7e0mvtqgqq]5.4 Future Scope of the Study 
Based on the above discussion of the entire research, it is observed that the study has significantly focused on evaluating the influence and impact of e-commerce on traditional retailers in this current post pandemic scenario. In addition, it has also discussed numerous areas based on strategies that are required to be implemented by the traditional retailers in the post pandemic situation. Moreover, the implementation and utilisation of such strategies can significantly help the retailers in getting enhancement of their operations and customer engagement. Therefore, on the basis of considering these areas, it can be said that this research would be beneficial for the traditional retailers in terms of improving their operations in this post COVID-19 scenario. Apart from that, the outcome of this particular research would also help the future scholars or researchers willing to conduct investigations on a similar topic. It is because this particular study would help them with detailed insights regarding the significance and impact of ecommerce in the post COVID-19 period along with its influence on the traditional retailers. In addition, this particular research can also help the future researchers in terms of identifying the constraints, or limitations associated with the study and encourage them to utilise appropriate strategies in order to address them and acquire a high-quality outcome along with objectives addressed. Moreover, the evaluation of constraints at the initial stage can also help the future researchers in making effective plans for avoiding the chances of constraints in between the research operations. Therefore, based on the consideration of all these discussed points, this particular research can be stated as appropriate and effective for the future researchers as well as traditional retailers. 
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