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Abstract
Digital transformation is characterized by gathering individu-
als, data, and processes to generate value for online customers 
and stay competitive in the new consumer marketplace. This 
has increasingly become common in retail. Digital consumer 
retailers are experimenting with numerous ways to adapt to 
new shoppers’ needs, attempting to combine the digital mar-
ket with the conventional market, and finding various ways to 
revolutionize the digital transition of modern times. During the 
ongoing COVID-19 crisis, traditional supply chains for food are 
challenged in an unprecedented manner. This paper recom-
mends the rapid implementation of digital transformation to 
identify both immediate and mid-level goals which hold the key 
to sustainable growth and profit. In this paper, I’ve proposed 
three main solutions to the challenges mentioned above, which 
would help satisfy all demands and fulfill the customers’ needs 
during this Covid-19. Still, it is also required to think that these 
solutions should give good results for technologically sound 
people like old generations. Hence, making those solutions us-
er-friendly is the important way to be leveraged by all types of 
customers to improve their experiences effectively, which would 
also help grow business.
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1. Introduction
Digital transformation systematically implements 

new technologies to build or change existing market 
procedures to satisfy rising organizational demands 
and consumer preferences. It is one of the most crit-
ical ongoing transformations in modern society and 
includes many business and everyday elements. It is 
made by combining IT environments and capsulizing 
the changing effect of new digital techniques, includ-
ing social, cloud, IoT, and analytical things. Digital 
Transformation redefines the traditional boundar-
ies of retailing and the market. They help to run in-
novative changes, hypothetical business nature and 
conducted by advance and flexible customer-centric 
strategies. Retail showcases how retailers are thinking 
about improving revenue schemes and models by le-
veraging new technologies. This transition is essential 
for the retail sector, which influences its growth and 
is affected by it. It improves processes and productiv-
ity, delivers better customer and employee experienc-
es, manages business risk, and controls costs. Digital 
transformation requires several techniques, methods, 
and procedures. An effective strategy is tailored to suit 
most organizations. The concept of digital transfor-
mation represents it is miscellaneous nature has ex-
ceeded the degree of old and new transformations [6]. 

In today’s world, shoppers seek more things from 
retailers through transactions and want to create an 
individualized voyage that reflects how they shop 
products through channels and their services. How-
ever, the current pandemic of COVID-19 has changed 
the market landscape and consumer behavior beyond 
recognition. Coronavirus highlights the need to rein-
vent conventional market strategies in the retail sector. 
Retailers must reconsider the use of technology to find 
new ways to earn income and build creative business 
models in the sense of the pandemic. COVID-19 forc-
es the retail sector to rethink and transform its mod-
els digitally. Businesses have already begun a digital 
transformation, and the improvements that have been 
made already offer some advantages to some business-
es. Completion and last-mile implementation, trans-
parency, staff, and pricing are the four main areas that 
COVID-19 has most hit. Retail CIOs must focus on 
this and bring their digital capability to the full. The 
pandemic at Covid-19 has changed the way we work, 
-shop, and communicate with people. Since the coro-
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navirus pandemic, the Indian retail industry has seen 
a significant setback. The situation and its implications 
are beyond the control of the retailers; they need to be 
pragmatic about running their business and keeping 
their customers safe. In these circumstances, retailers 
don’t have many choices but to tailor their business to 
the needs of their customer’s expectations. Yet going to 
a brick-and-motor shop may not be a choice in diffi-
cult times like these. 

The biggest challenge is to change the customer 
experiences digitally as, during this lockdown, the 
customer can’t get gout to buy groceries in malls and 
stores, so the online business has seen a 74 % rise in the 
sales and to provide best services to the customers we 
need to optimize the customer’s journey to keep cus-
tomers for a longer time. Another challenge is to satis-
fy such enormous demands. It is essential to maintain 
our supply chain and inventory to integrate it digital-
ly, and retailers need to develop innovative solutions 
that may cause an increase in implementation costs. 
According to Economic Times news, Rakesh Biyani, 
MD of Future Group Limited, observed the increase 
in operational costs for small stores by 30-35%, and 
for malls, it is up to 10-15% [1]. Moreover, along with 
online preferences, people keep corner stores (locally 
known as Kirana Store’s) open where the crowd will be 
less, and they are open for a certain amount of time.

2. Objective and Research Problem 
Statement

As a global pandemic, COVID-19 places unforeseen 
challenges on human health, and its impact marked the 
highest in the century. Everyone has to face coronavi-
rus irruptions, and companies, in particular, should 
be aware of how it can affect their customers and em-
ployees. Retailers worldwide are dealing with how their 
businesses, staff, and customers respond to these un-
precedented situations. During this time, retail strate-
gies are entirely different from the traditional schemes 
they use for an extended period. While recessions and 
other economic events have slowed down, this is the 
first event that significantly affects our own business, 
emphasizing the need to be prepared for any adverse 
situation. Due to this situation, the decision to close the 
physical stores is unusual. It highlights the need for a 
strong online presence to keep customers engaged with 
the brand and products during this period.

Moreover, it will be critically important to reen-
gage people when back up and running at physical lo-

cations. Brick and mortar retailers who may face store 
openings, fewer footfalls, or shortened hours may 
find remaining in direct contact with their client base 
through interactive ways when engagement is chal-
lenging or diminished in person can do in many forms, 
such as social media marketing or direct-to-customer 
email marketing. While the physical outlets are closed, 
consumers also continue to experience their love and 
a deep connection to the company. Omnichannel or 
online retailers could be uniquely equipped to com-
pete with store closing but do not lose sight by provid-
ing the best consumer experience. Ensuring the web-
site’s user interface is simple, and fun is also essential 
to shop and communicate in a friction-free, seamless 
manner.

The retailers will not lose sight of their network by 
continuing to engage with their suppliers and partners. 
During times of uncertainty, they will be encouraged 
to collaborate through their network and have the op-
timal service for their clients in a manner that will be 
mutually beneficial to both stakeholders. It may range 
from delivering exclusive deals through their financial 
partner to free delivery or partnering with retailers. 
At the point of reengagement, this will be especially 
relevant as retailers restore their existing customer 
base and, hopefully, attract some new consumers who 
discovered them through their digital presence. Some 
of the significant challenges which could face during 
digital transformation are listed below [12]. 

2.1 Challenges in the Retail Sector 
2.1.1 Mass merchandise stores: Supermarkets 

might have considerably less impact on selling essen-
tial items than hypermarkets. However, hypermarkets 
may suffer the brunt of this stoppage, as most are in 
malls. As hypermarkets appear to have much higher 
levels of inventory, this will be a severe issue. In par-
ticular, customer expectations and purchase patterns 
have radically changed since the Covid-19 crisis, mak-
ing it more important for a company to innovate its 
sustainability marketing strategies. The COVID-19 
pandemic challenged multiple companies to close, 
leading to severe trade disruption in most industry 
sectors. Several retailers with mass goods – such as 
Walmart, Amazon, Target, and Costco – saw the pan-
demic’s revenues start to grow. Meanwhile, many other 
retailers have suffered – especially in the department 
store, fashion, and luxury sectors. Consumption pat-
terns are changing for people there. Around the same 
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time, there’s exponential growth in online network-
ing, online entertainment, and online shopping. They 
also have profits since premium ranges such as cloth-
ing will not sell in the lock-up and may have reduced 
sales even after lockdowns. Large discounts must be 
liquidated in a hypermarket to stock numerous other 
items, such as shoes, etc. [3]. 

2.1.2 Kirana or the small standalone grocery 
stores: For groceries, during lockdowns, we have seen 
a substantial peak in digital orders. However, we have 
never come across such situations in the past. Once 
these unprecedented situations reduce their impact, 
the grocery business will be back on the original path 
with improved and advanced techniques, increasing 
revenue. They can have a modest influence and per-
haps even somewhat beneficial impact. They have a 
strict business plan for OPEX and are a key foundation 
for frequent buyers. These shops may even experience 
a patronage increase if the supply side remains. Even 
supply chain restrictions cannot be too severe because 
manufacturers still concentrate on sales in this area, 
as most retail industries are involved. The only disad-
vantage they may encounter is a lack of financial flow. 
Kirana shops are famous for offering rotary lending. 
Although they decrease this, their cash flow may be 
impacted as many of them may need to take stock in 
cash.

2.1.3 Apparel and other lifestyle stores: The 
COVID 19 has moved shoppers away from high-touch 
to low-touch. Since this lockdown situation, people 
have restricted access to shop in physical stores, even 
most of them have closed to avoid spreading this virus. 
So people can’t visit stores to feel the real-time experi-
ence of apparel shopping, but stores have come home 
through online and virtual platforms. The retailers 
should now think about giving outstanding online 
shopping experiences to the shoppers by applying a 
vast number of virtual techniques. Apparel e-retailing 
is rapidly expanding worldwide, and mobile technolo-
gy is a key factor in improving customer attachments 
towards online shopping. Consumers also should feel 
the quality and its outfit to compare looks while buy-
ing on online platforms. In traditional approaches, the 
human model presents apparel in e-retailing. At the 
same time, in contemporary methods, a new technol-
ogy called Virtual try-on(VTO) has been developed to 
help customers evaluate garments by providing infor-
mation comparable to direct experience with products 
[10]. There are many occasions when people need to 

add new clothing to their wish list, so retailers need to 
think about providing rich online experiences to their 
customers during this lockdown.

2.1.4 Shutting of physical stores & reduced foot-
fall: Stores are closed on government orders or closed 
by the retailer to protect employees and the public. 
The open shops are affected by the dramatically de-
creased footfall as the most public seeks to avoid un-
wanted social interaction. The impact of this on reve-
nue can be fatal. Missing sales are harmful enough, but 
it becomes risky when you add ongoing overheads for 
stores like rent, salaries, and inventory.

2.1.5 Interruptions in Healthcare and Medica-
tions services: The COVID -19 pandemic has im-
posed a massive strain and challenges on the regular 
functioning of healthcare systems worldwide. The 
people suffering from chronic diseases are heavily af-
fected due to lockdown and social distancing to avoid 
the spread of disease. For them, it has become difficult 
to access healthcare facilities for routine health checks 
and medications. To meet their medication require-
ments, community pharmacies will be responsible as a 
Primary care system. The notion of community phar-
macy covers both retail pharmacies and outpatient 
pharmacies at primary care clinics in various coun-
tries such as the United States, England, and Cana-
da. These pharmacies administer prescription drugs. 
They also have on-sale medicines, vitamins, and other 
medicinal items and gadgets. Furthermore, the avail-
ability of treatment and preventative goods for people, 
such as sanitizer, hand rubs based on alcohol, should 
be enough to fulfill the needs of individuals in such 
primary care systems. In addition to medical services, 
the scientific preventative knowledge and the funda-
mental facts concerning COVID-19, such as mask 
selection, should also be made clear by personnel or 
pharmacists to provide accurate data to individuals 
within the community.

3. Literature Review
COVID -19, as a planetary disaster, has a markedly 

negative impact on the evolution of the global econ-
omy. The climate has changed drastically with intro-
ducing a novel coronavirus in just a few months [14]. 
The long-term impact of COVID -19 is yet to be deter-
mined, but its immediate implications for retailing are 
significant. Retailers of essential goods such as grocer-
ies, food, and health care are increasing consumer de-
mand to serve at home while facing supply chain and 
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inventory management challenges, keeping their em-
ployees in a safe environment. In the case of non-es-
sential goods retailers such as clothing and footwear 
facing a significant drop in sales, they need to acquire 
new ways of reaching and attracting customers who 
shop from home to keep their business moving.

Radical changes in the market require companies 
to re-look their business models, add creative capa-
bilities, and strategize while considering new impera-
tives. Customers now enjoy a wide variety of shopping 
experiences considering new popular strategies. Om-
ni-channel retailing is a common strategy in a modern 
retail age where digitization, social media, big data, 
and other digital technologies (e.g., Artificial Intelli-
gence (AI), Virtual Reality (VR), Augmented Reality 
(AR), blockchain, etc.) change retail business models. 
Consumers prefer e-shopping online. The multichan-
nel definition suggests a distinction between channels 
(though combined). In contrast, the previous paper 
definition focuses more on consumers and provides 
them with the opportunity to switch seamlessly be-
tween ‘channels’ during one integrated buying phase. 
Exchanges can be categorized into three dimensions to 
examine the relationships between channels: contact, 
transaction, and delivery. The transaction includes 
ownership transfers, including cash transfers and ac-
tual purchases. The importance of various factors af-
fecting customer preference in the retail store, gaining 
insight into the different in-store digitization tech-
niques being implemented by retailers, and research-
ing the possible effect of these in-store digitization 
techniques on Indian shoppers [7]. 

Digital transformation for retailers is about moving 
beyond incremental changes and rethinking process-
es, creating a connected environment created by the 
practical application of technology. It’s about customer 
centricity, agility, creativity, data intelligence, and new 
value propositions and about streamlining processes, 
reducing costs, and increasing transactional cycle ef-
ficiencies via transformation. It will increase custom-
er loyalty and retention by delivering the goods and 
services that consumers need, wherever and wherev-
er they need them. Through this study, we will learn 
about the challenges and solutions in the retail sector. 
It will establish three framing categories: 1) investing 
in digital strategy and management, 2) evolving or-
ganizational skills and mentality, and 3) transferring 
power to the retail consumer. The significant benefits 
of a digital transformation come from the customer’s 

improved accessibility that enables real-time interac-
tion across the entire shopping trip [8]. Using mod-
ern technical approaches, such as beacon technology, 
advertisers may detect a customer when they reach 
a shop. Another great advantage is the increased on- 
and offline convergence, primarily through interactive 
shopping tools such as augmented reality.

Innovations have had conventional business mod-
els challenged. Although organizations are embracing 
new technology to meet the needs of their consum-
ers, it is difficult for the internal company to cope with 
this. Challenges can be Commitment, Change Man-
agement, Technology, Complexity, and Training. De-
spite such Challenges, retailers will soon embark on 
their journey. Going offline is the only way the digital 
era can be a success [13]. Technology can provide a 
head start and help drive value for the company. The 
challenges relate to the development of the business 
model while at the same time providing the manage-
rial viewpoint on the various issues surrounding this 
transition in an organization.

4. Solutions for Challenges
Regardless of the situation, some realities in a post-

COVID-19 environment are becoming apparent to re-
tailers as they look ahead to overcome challenges. Fur-
ther, businesses should be better prepared to cope with 
this disruption on the road to digital business change. 
In this paper, we come up with some use cases, which 
were discussed in the following sections:

4.1 Use Case 1: Door Step Delivery
In the COVID- 19 pandemic state, grocers are con-

cerned, whether customers can buy items they wish 
for, and they have accessibility to receive them quickly 
and efficiently. The customers who order online ex-
pect to receive appropriate tracking notifications for 
their orders. During peak time, it is really difficult 
to provide such services, since there is a shortage of 
delivery slots and staff which limit delivery abilities. 
So here, we are providing a use case model in which 
customers can visit weblink or mobile applications 
to provide more information about their preferenc-
es. Customers can make their profile based on which 
retailer predicts their shopping behaviors. Once they 
complete signup/sign in, they will be able to access or 
search items and select the product they wish to buy 
then they are good to go with adding into shopping 
carts. Our model can also provide recommendations 
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for similar articles based on their Wish list items to 
boost our customer buying experiences. People have 
expectations from the retailers. During this situation, 
they want their items to be delivered in a contactless 
manner, so we are providing three different shipping 
methods: drone delivery, no-contact doorstep deliv-
ery, and automated vehicle. The idea is to keep peo-
ple untouched and safe in such situations. In the later 
stage, after choosing delivery methods, they can make 
payment, and this request will go further to the ad-
ministrator of an online grocery store. They will check 
if inventory/stock is available. If it is available, then the 
store will complete the customer order. If not, then 

out-of-stock items have to order online by creating 
new items order towards suppliers. And whenever the 
supplier makes the new things, then inventory gets 
loaded, and stock will be updated to meet the custom-
er demands. An integrated store product management 
system allowed by the new cloud-based technologies 
will offer insight across the fulfillment network, en-
suring customers can order what they need and pro-
vide consistency on delivery options, allowing grocers 
to properly fulfill customer needs and communicate 
effectively in the event of supply constraints. Figure 1 
shows the doorstep delivery.

Figure 1. Door Step Delivery.
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4.2 Use Case 2: Grocery and Small Stores
With unending lockdown across all of India’s cities, 

customers approach neighborhood stores that are small 
corner stores (Kirana stores) and grocery stores to meet 
their daily needs. These stores sell essential items by 
strictly adhering to government regulations. Though 
they satisfy the customers’ needs, there are also chal-
lenges to deal with, like maintaining social distancing, 
ordering online, and cash flows. So, to solve these chal-
lenges, I come up with the following model.

In this model, customers will have a chance to sign 
up into the application/ website for local stores where 
they can provide their information and search and 
enquire about the availability of the items checking 
through an app or by texting seller using WhatsApp 
or on a phone call. Then they can add those items to 
the cart and make digital wallet payments using Mo-
bile Payment through applications such as Google Pay, 

UPI, Paytm, etc. [11]. Also, we can use a new concept 
as credential-on-file payment. For online repeat pay-
ments, credential-on-file prices allow you to store 
customer credit card information in the system. This 
technology saves valid cardholder details in a secure 
vault. It will enable you to schedule payments automat-
ically to reduce your manual workload and improve 
the payment experience for your customers. It offers 
the security and functionality you need to protect your 
company and enhance the customer experience while 
opting for a credential-on-file payment solution. Re-
tailers should look for solutions that provide strong 
fraud prevention, card monitoring, and tokenization 
capabilities. So, these mobile apps are also capable of 
detecting your locations by using maps. Then a person 
can deliver your items to your doorstep without any 
contact and without needing your acknowledgment. 
Figure 2 shows the Grocery and Small Stores.

Figure 2. Grocery and Small Stores.
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4.3 Use Case 3: Digital Apparel Store
This pandemic has had widespread replications 

over the global economy. However, non-essential ar-
eas such as apparel businesses have to face tremendous 
difficulties. So, the Apparel industry is one of them [2]. 
Many Apparel retailers have had to close their stores to 
protect customers and their staff from spreading the 
Coronavirus. Before COVID 19, the customers visit 
the store to try the Apparel outfits and buy when they 
like the products. But now, this is not possible. It must 
provide the same shopping experiences through the 
virtual environment as customers were getting while 
buying from physical stores.

Retailers are thinking about providing a virtual 
representation of Physical stores online and how it 
can benefit the customers. This study researches the 
level that the shopping experience of apparel shops 
can be brought to the customers via visual material, 
without their presence in the shop. Consequently, it 
provides the online viewing of a photo, a 360-degree 
photo, and a virtual reality photo of a physical shop. 
It is also true that shoppers don’t follow only one 
channel, sometimes they search online then shop into 
stores or vice-versa. Additionally, other technologies 
are being developed for e-tailers to translate the bene-
fits of physical shops to the online world. As an exam-
ple, shoppers will chat with other social shoppers to 
extract social aspects (zebo.com). In some methods, 
customers can experience fabric quality online before 
they buy it. Videos can show how the fabric falls when 
someone wears it, and tests are underway to allow 
consumers to experience how a fabric feels based on 
vibrations of the table screen [9]. 

To create solid relationships between consumers 
and brands, retail companies adopt Augmented Real-
ity (AR) methods to provide real-time shopping ex-
periences to their consumers. Research proved that 
how virtual information about products increases the 
certainty of a potential purchase. Augmented reality 
shopping apps offer us detailed information about the 
product and give a real-time feel to be their own. So 
Augmented Reality (AR) is a technology where cus-
tomers experience an interactive real-world environ-
ment, so the computer-created images are enhanced 
here in this environment. At first, the webcam will 
capture customers’ images. They would be able to try 
different types of apparel to look for perfect outfits. 
These images are touchable or sometimes controlled 
with customers’ Gesture movements, and then cus-

tomers would be able to see the virtual views in a com-
puter-generated format.

In the Digital Apparel store, as shown in Figure 3, 
when customers wish to buy apparel, they can visit the 
web link or the mobile application. Once they are here 
at our online platform system, they will ask to provide 
their details to learn their behavior and preferences. 
As a next stage, customers will have accessibility to 
choose stores from where they want to shop. Once 
they choose their store, they can see a 360-degree view 
of the store to provide a real-time environment for 
their shopping. After that, they will be able to explore 
the categories, and they will be able to search for the 
items they wish to buy if they like any apparel. They 
can check the fabric quality of the apparel with our 
virtual methodology if they find the quality is good. 
They can proceed with a trial to capture an image with 
a webcam. Else, they don’t like the quality, they can 
re-search for other items. Once the system captures 
images, the Augmented Reality (AR) model comes 
into the picture, which helps customers to make trials 
of different products using virtual try-on (VTO) and 
recommends some additional items based on their 
profile. Here again, if they like the product, then they 
can move forward to provide a shipping address and 
can place orders by making their preferred mode of 
payments to get the order delivered at home, or if they 
don’t like then, they can go to search option to view 
other items.

4.4 Use Case 4: MediHealth Home
In this pandemic condition, many sufferers delib-

erately dropped their symptoms as they were fright-
ened to go to the hospital since they struggled to access 
hospitals and doctors. This outbreak also profoundly 
influences long-term diseases, notably disabled indi-
viduals, and many patients have agreed to cease, for 
example, for their autoimmune disorders, a long-term 
steroid medication. Even more dangerously, aspirin 
has been shown as part of these anti-inflammatory 
agents. The majority of heart patients quit their an-
ti-platelet medicines. Therefore, it is vital to have ad-
equate medication and healthcare advice at the right 
moment [5]. 

To limit the spread of the virus and to keep peo-
ple quarantine at home, medical care organizations 
and governments, including CDC, encouraged the 
health system to provide virtual medical assistance 
whenever possible. Here, Telehealth comes into the 
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picture, and it is nothing but using electronic infor-
mation and telecommunications technologies to sup-
port long-distance health care. Technology includes 
video conferencing, internet, and media transfer and 
provides health tips and preventions [15] [4]. Though 
Telehealth supports greatly during COVID -19, it has 
some challenges, including potential overuse of med-
ications, maintaining work-life balance, technical dif-

ficulties, etc. So, To mitigate this problem, we have 
developed the MediHealth Home model, which is ca-
pable of addressing the above issues [16]. 

With the help of MediHealth Home design, as 
shown in Figure 4, use case, people will have accessibil-
ity to interact with the online system through the web 
user interface or mobile application where they can 
make their portfolio in which they can enter the details 

Figure 3. Digital Apparel Store.
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about the age, allergies, symptoms. Also, they will have 
to answer some basic questions, including their diet and 
exercise habits, and daily routines. Our model is also 
helpful for those who are not techno-savvy. By effec-
tive use of voice recognition, patients can put their de-
tails into the system. Further, this system is connected 
with a backend database which has a list of physicians 
available in their areas, or as per the description of their 
symptoms, it will recommend best physicians where 
patients would have a chance to choose the doctors 
or physicians based on the services they want and in 
a cost-effective manner. Once they choose their physi-
cian, they will fix an appointment with doctors through 

the video or audio-conferencing system available in our 
model. After consulting with them, physicians would 
be able to provide appropriate prescriptions to the pa-
tients. Then in the later stage, patients will be able to 
locate the nearest pharmacies as per their zip codes to 
order the prescribed medications, and they can also 
check the availability of the same. Once they locate the 
pharmacy, they will be able to order the medicines and 
validate their order. They will have to upload prescrip-
tions provided by their physicians on a portal or mobile 
application. After validation, they can add it to the cart, 
and they will be good to go to make payments using on-
line banking or wallets for faster deliveries to the home.

Figure 4. MediHealth Home.
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5. Future Scope and Conclusion
Though digitization contributes to improving cus-

tomer experiences in this pandemic situation, there 
are still many gaps where improvement is needed. 
Through the solutions given here, customers might 
become technology savvy so that consumers won’t be 
the same again. They demand essentials online, and 
in the future, they need other luxury items to be de-
livered home and shopping in digital ways. It is also 
required to keep in mind that the consumer wants to 
buy a good hygiene and health product, so it is also 
essential to convey your brand effectively to your cus-
tomers. After the Covid-19 situation, the companies 
and the bigger client need to tie up to come up with 
advanced solutions to satisfy customer demands fully. 

In this paper, I’ve proposed three main solutions to 
the challenges mentioned above, which would help satisfy 
all demands and fulfill the customers’ needs during this 
Covid-19. Still, it is also required to think that these solu-
tions should give good results for those who are techno-
logically sound like old generations. Hence, making those 
solutions user-friendly is the essential way to be leveraged 
by all types of customers to improve their experiences ef-
fectively, which would also help grow business.
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