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Summary

XX-XXI century is called the era of crises. A global connection has shaped the modern world into a
complex interdependent system, marked not only by substantial interdependence among its elements
but also by fragility in the face of external or spontaneous shocks. Against this background, every
incident may take on massive proportions and have far-reaching consequences. Small and medium-
sized enterprises, which are the backbone of the economy, are especially vulnerable to the effects of
the crisis.

In the context of COVID-19 disruption, the organizational resilience strategies of enterprises are
gained of particular importance and relevance. The study of the success factors of organizational
resilience of enterprises is of crucial importance for the survival, adaptation, and growth of enterprises
in times of a crisis. Many retail businesses in Lithuania have faced unprecedented challenges under
the lockdown. Therefore, there is a growing need to analyse the impact of several factors such as
leadership, adjustment of strategy, networking, and environmental factors on the organizational
resilience of enterprises.

The aim of the final degree project is to identify success factors of organizational resilience strategies
of enterprises during the COVID-19 crisis. In order to reach the aim following objectives were
defined:

1. On the basis of problem analysis, to explore the main challenges that enterprises face during
COVID-19 pandemic;

2. To analyse organizational resilience strategies of enterprise for the survival, recovery and
sustainable growth during COVID-19 crisis;

3. To develop the research methodology for identification success factors of organizational
resilience strategies during the COVID-19 crisis for retail enterprises;

4. To conduct an empirical study of retail industry enterprises in Lithuania to examine the
success factors of organizational resilience strategies during the COVID-19 crisis and provide
recommendations for developing an organizational resilience strategy for enterprises in retail.

Systematic literature reviews and comparative analysis were conducted to define the main
frameworks and explore relationships between key factors. A qualitative research methodology was
chosen, and a semi-structured interview was conducted. Five Lithuanian retail enterprises were
interviewed. Four out of five enterprises belong to small and medium-sized enterprises. One could be
described as a micro-enterprise, another as a large enterprise. The research results have revealed a
strong connection between leadership factors, team orientation, digitalization of enterprises,



government support, and organizational resilience. Successfully overcoming the coronavirus crisis
for retail enterprises in Lithuania depended on the ability to refocus on online sales, retain the entire
team, start partnerships and use compensation from the state. In addition, several recommendations
are provided for Lithuanian retail enterprises to survive, adapt, and grow in times of crisis of COVID-
19. These empirical research findings have important implications for organizational resilience
cultivation and building.
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Santrauka

XX-XXI a. vadinamas kriziy epocha. D¢l globaliy rysSiy Siuolaikinis pasaulis tapo sudétinga
tarpusavyje priklausoma sistema, pasizymincia ne tik didele jos elementy tarpusavio priklausomybe,
bet ir trapumu iSoriniy ar savaiminiy sukrétimy akivaizdoje. Tokiomis aplinkybémis kiekvienas
incidentas gali jgauti didZiulj mastg ir turéti toli siekian¢iy pasekmiy. Mazosios ir vidutinés jmongs,
kurios yra ekonomikos pagrindas, yra ypa¢ pazeidziamos krizés padariniy.

COVID-19 sutrikimo kontekste ypa¢ svarbios ir aktualios tampa jmoniy organizacinio atsparumo
strategijos. Imoniy organizacinio atsparumo sékmés veiksniy tyrimas yra itin svarbus siekiant jmoniy
i8likimo, prisitaikymo ir augimo krizés metu. Daugelis mazmeninés prekybos jmoniy Lietuvoje
susidiiré su precedento neturinCiais i$Siikiais blokavimo sglygomis. Todél didéja poreikis analizuoti
keliy veiksniy, tokiy kaip vadovavimas, strategijos pritaikymas, tinklaveika ir aplinkos veiksniai,
poveikj jmoniy organizaciniam atsparumui.

Baigiamojo magistro darbo tikslas - nustatyti jmoniy organizacinio atsparumo strategijy sékmés
veiksnius COVID-19 krizés metu. Siekiant tikslo buvo nustatyti Sie uzdaviniai:

VW —

pandemijos metu;

2. I8analizuoti jmoniy organizacinio atsparumo strategijas, siekiant i§gyventi, atsigauti ir tvariai augti
COVID-19 krizés metu;

3. Sukurti tyrimo metodika, skirta mazmeninés prekybos jmoniy organizacinio atsparumo strategijy
sekmeés veiksniams nustatyti COVID-19 krizés metu;

4. Atlikti Lietuvos mazmeninés prekybos pramonés jmoniy empirinj tyrima, siekiant iStirti
organizacinio atsparumo strategijy sékmés veiksnius COVID-19 krizés metu, ir pateikti
rekomendacijas dél organizacinio atsparumo strategijos kiirimo maZzmeninés prekybos jmonéms.

Siekiant apibrézti pagrindines sistemas ir iStirti pagrindiniy veiksniy sasajas, atlikta sisteminé
literatiiros apzvalga ir lyginamoji analizé. Pasirinkta kokybinio tyrimo metodika, atliktas pusiau
struktiiruotas interviu. Buvo apklaustos penkios Lietuvos mazmeninés prekybos jmonés. Keturios 1§
penkiy imoniy priklauso mazosioms ir vidutinéms jmonéms. Vieng i§ jy biity galima apibudinti kaip
mikrojmong, kita - kaip didele jmone. Tyrimo rezultatai atskleide stipry rysj tarp lyderystés veiksniy,
orientacijos | komandg, imoniy skaitmeninimo, valstybés paramos ir organizacijos atsparumo.
Sékmingas koronaviruso krizés jveikimas maZzmeninés prekybos jmonéms Lietuvoje priklausé¢ nuo
gebéjimo persiorientuoti | interneting prekyba, iSlaikyti visa komanda, uzmegzti partneryste ir
pasinaudoti valstybés kompensacijomis. Be to, pateikiamos kelios rekomendacijos Lietuvos
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mazmeninés prekybos jmonéms, kaip idgyventi, prisitaikyti ir augti COVID-19 krizés metu. Sios
empirinio tyrimo iSvados turi svarbig reikSme organizacijy atsparumo ugdymui ir stiprinimui.
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Introduction

In 2020, the globe was severely disturbed by the SARS-CoV-2 pandemic. None of the previous crises
is similar to the 2020 pandemic decline. This is especially significant in the field of retail. After a
brief rush of demand for necessities - food, household chemicals, and hygiene items - retail faced
declining sales and profitability. Cross-border restrictions have led to supply disruptions. Companies
have faced the need to implement enhanced measures to protect employees and customers in case of
force majeure to rethink forecasts and approaches to management. The consequences of the covid
crisis are unprecedented. Bankruptcy was declared by the world's oldest brands, such as one of the
most famous lingerie manufacturers, Victoria's Secret, and widespread retail chains: clothing stores
J. Crew, department stores JCPenney, department stores luxury brands Neiman Marcus and more.
Disruptions and crises are known to substantially influence the behavior of enterprises, especially
small and medium-sized enterprises. More than any other type of business, it has been ravaged by the
COVID-19 (Suneson, 2020). They have seen a precipitous decline in revenue; as a result, they have
implemented significant furloughs, layoffs, and pay cutbacks. Many retail organizations have
modified their routines, implemented remote working, or dramatically reduced their expenditures to
cope with the crisis. Other businesses have expanded their presence on internet platforms in order to
maintain interactions with their customers. Others have shifted business plans to include new
distribution channels, new products & services, or new collaborations. These modifications and
solutions aim to strengthen firms' resilience both during and after a pandemic.

The critical role of organizational resilience in managing the COVID-19 problem cannot be
overestimated. In this situation, organizational resilience strategy seems to be critical for an
enterprise’s survival, growth, and sustainability. However, relevant research on the changes that
service organizations need to make to survive, recover, and flourish under COVID-19 is lacking.
There is also a lack of understanding of what organizational resilience factors contribute to SMEs'
success in the face of crises and uncertainties.

Thus, the research question will be, “What are the success factors of organizational resilience
strategies of enterprises during the COVID-19 disruption and crises?” Several aspects of the
‘resilience strategies’ concept will be analyzed to find out the success factors of resilience strategies
of Lithuanian service SMEs during the COVID-19 crisis.

Aim of the final degree project. To identify success factors of organizational resilience strategies
of enterprises during the COVID-19 crisis. In order to reach the aim following objectives were
defined:

1. to explore the main challenges that enterprises face during the COVID-19 pandemic;

2. to analyze organizational resilience strategies of enterprises for the survival, recovery, and
sustainable growth during the COVID-19 crisis;

3. to develop the research methodology for the identification of success factors of organizational
resilience strategies during the COVID-19 crisis for retail enterprises;

4. to conduct an empirical study of retail industry enterprises in Lithuania to examine the success
factors of organizational resilience strategies during the COVID-19 crisis and provide
recommendations for developing an organizational resilience strategy for enterprises in retail.
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Methods of the research. The scientific literature review was used for problem analysis and
theoretical solutions. Qualitative research was conducted on the basis of the semi-structured interview
method. The primary data was collected by semi-structured interviews with top managers/owners of
enterprises. The data collection method was used to collect and analyze empirical data from
interviews with five retailers.

Structure of the research. Firstly, this master's final degree project, with reference to the findings
of the research, reveals the problem that enterprises faced during the COVID-19 crisis. Primarily
focus of the research on small and medium-sized enterprises. Secondly, the master thesis, after
theoretical analysis, reveals solutions for identifying success factors of organizational resilience
which allow enterprises to survive, recover, and sustainably grow during the COVID-19 crisis.
Thirdly, research questions, research design, and methods are suggested to determine the process of
data collection and analysis. Finally, the main results of the empirical research are proposed and
followed by discussion and recommendations for the organizational resilience of Lithuanian retail
enterprises. The final project consists of four parts, 67 pages, 11 figures, and 17 tables. It is used 116
sources of scientific literature and 6 appendixes.
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1. Problem Analysis of the main challenges that enterprises face during the COVID-19
pandemic

A global connection has shaped the modern world into a complex interdependent system, marked not
only by substantial interdependence among its elements but also by fragility in the face of external or
spontaneous shocks. Against this background, every incident may take on massive proportions and
have far-reaching consequences.

This situation became clear as we began to encounter a new virus, the SARS-CoV-2 (called
coronavirus), which has caused millions of diseases globally. As a result of the epidemic's frightening
rate of spread, severity, and inactivity, the coronavirus outbreak has been labeled a worldwide
pandemic (World Health Organization, 2020). Unfortunately, the illness has become a significant
health issue of the twenty-first century, but its destruction has extended beyond global healthcare
systems and human loss. The COVID-19 pandemic has had a profound effect on all aspects of
everyday life, both individual and communal, resulting in a social emergency. Additionally, it has
brought the greatest economies of the world to a halt in their efforts to stop the spreading, laying the
groundwork for an economic crisis and the potential of a worldwide recession. Many socioeconomic
players have experienced an external shock as a result of the lockdown of broad segments of society
and economic activity (Ciasullo et al., 2020).

The SARS-CoV-2 (called COVID-19) pandemic caused the most profound global economic crisis in
modern history. According to the International Monetary Fund, the fall of the world economy in 2020
is estimated at -3.5 percent, which is equal in scale to the disappearance of the French economy from
the world economy (World Economic Outlook Update, 2021). The consequences were particularly
severe for low-income countries. The European Area lost 7.2% in 2020 compared to 2019. According
to the World Bank, the real GDP of Lithuania in 2020 decreased by 0.1%, which occurred after the
growth over the past ten years (Bank, 2022)

The length of this disruption, as well as its long-term impact on enterprises and organizations, remain
unknown. The consequences are considerably more severe and complex for SMEs and start-ups. This
crisis emphasizes the need to identify alternative solutions for mitigating harm, preparing for,
intervening in, recovering from, and rebuilding society (Brown &Rocha, 2020; Alexander, 2019;
Pheng et al., 2006).

The COVID-19 pandemic caused a natural snowball effect on the economy: quarantine, closure of
small and medium-sized businesses, and thus a reduction in effective demand, leading to further
bankruptcy of small businesses. One can only guess how big this lump will be and what consequences
it will have; one thing is clear financially difficult times await SMEs, so small and medium-sized
businesses should reconsider their strategies to continue their existence.

1.1. Definition of small and medium-sized enterprises (SMEs)

According to the European Commission Recommendation of May 6 2003, small and medium-sized
enterprises (SMEs) defines as “firms with less than 250 employees, companies which have an annual
turnover of up to 50 million Euros and, or a balance sheet of no more than 43 million Euros”
(European Commission, 2019).
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Table 1. Small and medium-sized enterprises definition

Category Employees Turnover Balance sheet total
Micro SME 0-10 0 — 2 million EUR Up to 2 million EUR
Small SME 10 - 50 2 — 10 million EUR Up to 10 million EUR
Medium-sized SME 50 - 250 10 — 50 million EUR Up to 43 million EUR

Source: Commission Recommendation of May 6 2003

It is essential to mention that the definition of small and medium-sized enterprises is very conditional.
Quite often, businesses can only meet one criterion. For example, this study will present two
enterprises in the retail sector that meet only the criterion of small and medium-sized enterprises -
"turnover up to 50 million euros™. According to 2 out of 3 criteria, enterprises meet the category of
SMEs: in terms of annual turnover up to 50 million and in terms of a balance sheet of no more than
43 million Euros. Firm A has 420 employees, which does not meet the criterion of "up to 250
employees”, but still has a turnover of 44 million euros. Firm C also has 330 employees but a turnover
of 37 million euros. This situation is quite common when enterprises, according to the level of
turnover and balance sheet, are classified as small and medium-sized enterprises and, according to
the number of employees, as large enterprises.

1.2. Importance of SMEs to economy

The importance of SMEs to the global economy is hard to overestimate. Small and medium-sized
enterprises (SMEs) and self-employed individuals account for 90% of global businesses and create
more than 70% of employment. For example, small and medium-sized enterprises account for 99.8%
of all businesses and 2/3 of employment in the European Union (European Commission, 2019).
Obviously, SMEs represent a cornerstone of the European economy. Around 100 million people work
for small and medium-sized enterprises, and they make up more than half of Europe’s gross domestic
product. Also, they play a vital role in value creation in every part of the economy. SMEs come up
with new ways to solve problems like resource efficiency, climate change, and social cohesion, and
they spread this new technology across different regions of Europe. They play a significant role in
the European Union's transitions to a more sustainable and digital economy. They are very crucial to
European competitiveness and prosperity, economic and technological sovereignty, industrial
ecosystems, and the ability to withstand external shocks, so they are essential.

1.3. Impact the pandemic COVID-19 on SMEs

This pandemic caused an extraordinary external shock affecting SMEs of Europe on both demand
and supply sides. SMEs are especially vulnerable to the COVID-19 pandemic because they often
have fewer resources than bigger corporations. As a result, millions of jobs are at risk. For example,
a study conducted in 2020 found that more than 40% of United Kingdom SMESs ceased operations,
and 35% felt they would be unable to return (FSB 2020). In the Federal Republic of Germany, half
of SMEs (1/2) anticipated a negatory impact from the pandemic, with 1/3 forecasting revenue
reduction by more than 10 percent. Three out of four Italian SMEs responded that the crisis has
personally impacted them. While in other European countries, SMEs have expressed similar worries
(OECD 2020), these enterprises are significantly diverse on various parameters. For instance,
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Cowling discovered that more significant, established SMEs in the United Kingwaswere more
impacted by the 2008 global financial crisis than smaller, younger SMEs (Cowling et al., 2018). The
latter was more responsive and adaptable through the disruption, while older enterprises were not.
Therefore, although shocks from the outside influence all SMEs to some level, it is critical to
understand how a crisis affects various “categories” of SMEs (CNA 2020; DIHK 2020).

SMEs are critical for Lithuania's non-financial business sector. They contributed 69.4 % of added
value and 75.9 % of employees in 2018, which is above the EU averages of 56.4 percent and 66.6
percent. Between 2014-2018, the total value added of Lithuanian SMEs climbed by 39.1 percent,
comparable to the 38.0 percent growth of big enterprises.

SMEs make for a huge proportion of all businesses in Lithuania. According to Statistics Lithuania,
Lithuania has 84510 SMEs at the start of 2019, accounting for 99.6 percent of all businesses in the
country. This number has increased by over a third over the last decade, but its percentage of total
firms has remained relatively stable. The majority of SMEs are micro-enterprises (82 %). Between
2008 and 2018, the number of microbusinesses climbed by 42.2%, while their proportion of all SMEs
increased by 7.3 %.

1.4. Problematic of Lithuanian retail enterprises

The Lithuanian retail market had undergone structural changes in retail after leaving the Soviet Union,
when Lithuania went through a transitional economy and then when the market economy was
launched. The Lithuanian retail market is characterized by high concentration, market regulation, and
strong national retail players. Recently, however, the Lithuanian retail sector has faced increasing
competition, not only due to intense competition between local players but also due to the entry of
foreign companies into the market. The presence of foreign companies in the Lithuanian retail sector
is a relatively new phenomenon.

SMEs contribute significantly to the domestic economy, accounting for about 70% of gross value
added and 59% of domestic product exports. In early 2019, SMEs employed over 694 000 people or
73.3 percent of all employees in Lithuania. SMEs are defined by a high concentration of businesses
and workers in the commercial sector. Slightly more than a quarter of all SMEs engage in the retail
trade sector, accounting for over a fifth of all SME employment. The transportation industry is
likewise significant, with SMEs accounting for around 8% of overall employment. Other economic
sectors have a significantly lesser percentage. SMEs are also playing a growing role in investment.
In 2017, SMEs invested 71.1 percent of all tangible investments made by firms, a five percentage
point increase over the previous five years.

The coronavirus pandemic hit the retail sector since there were three lockdowns in Lithuania, which
closed almost all physical stores, except for some particular industries. In Lithuania, stores were
closed from 3 months to 6 months, depending on the year. In the first year of the pandemic (2020),
stores were closed for half a year. In the second year - 3-4 months, then - a month. According to
Statistics Lithuania, in April 2020, retail sales were down 15% year over year, although May and
June 2020 saw annual growth of 3.6% and 5.9%. April was the most challenging month of quarantine
for the retail sector, after which restrictions were gradually lifted. Then, in late 2020 and early 2021
retail sector lost almost 7 percent during the second lockdown.
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Despite such drops, Lithuanian statistics show that in the first quarter of 2020, the total number of
bankruptcies decreased by 25.6 percent compared to the same period in 2019. However, this
downward trend has been observed in Lithuania for several years. During the quarantine period, from
March 1 to July 1, 2020, 205 businesses went bankrupt in Lithuania, only about half that number for
the same period in 2019. In addition, the new Lithuanian Insolvency Law, which went into effect on
January 1, 2020, fundamentally changed the regulation of insolvency. Thus, the decrease in the
number of bankruptcies in Lithuania may also result from state support. Economists claim that about
81% of companies operating in the retail sector were considered medium or low risks of going
bankrupt.

After three lockdowns, however, up to 51% of them, or every second company, are now at risk of
bankruptcy. The risk group includes companies that could not cope with changes in consumer
behavior and the growth of online commerce. Many note that this trend may be temporary, and there
may soon be an increase in bankruptcy filings and reorganizations.

Legislative restrictions. Lithuania adopted the Law on the Effect of the New Coronavirus (COVID-
19) at the beginning of the pandemic. Provided the pandemic caused a debtor's financial difficulties,
the Law limited the right of creditors to initiate proceedings against the debtor until the end of the
quarantine.

The purchase of masks and disinfectants increased costs for businesses. Restrictions affected the fact
that businesses had to keep track of the number of customers allowed in the hall, which documents
had to be filled out, how many years they had to keep them, which respirators and gloves to buy, and
necessarily put disinfection machines near the entrance. The state also required that all measures of
distance and the wearing of masks be observed.

All this time, since the beginning of the pandemic, the restrictions remained, and only in February
2022 began to gradually remove restrictions on the number of people in the square and the mandatory
wearing of masks.

In early February 2022, the Cabinet of Ministers of Lithuania decided to suspend the requirement for
people to show COVID certificates for access to stores, cafes, or events from February 5. However,
closed stores and markets will have to serve only one customer at a time or provide at least 15 sq.
meters of space per visitor. Visitors should have to wear masks, maintain a distance of at least two
meters and disinfect their hands.

Since the retail sector encompasses a wide range of activities, it is difficult to forecast the full impact
and long-term consequences of the COVID-19 crisis on the retail sector. Nevertheless, we can say
that there are signs that the retail sector is coping with the crisis and recovering.
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2. Theoretical solutions for identifying success factors of organizational resilience strategies of
SMEs during the crisis

The role of resilience strategies in the survival, growth, and sustainability of SMEs is widely
examined in the literature. Different approaches were used to explain the connection between
different factors of a resilience strategy and efficiency and successful performance of the enterprise
during disruptions and crises.

“Resilience is an ability of firms to adapt and become stronger in the face of difficulties” (Salisu et
al., 2020). That is why resilience strategy has appeared as an important entrepreneurial skill. It
becomes relevant and necessary to resolve due to worldwide COVID-19 contingency, which has
grown widespread (Sawalha et al., 2020). According to Liu et al. (2020), resilience is required for
social organizations and people in order to solve issues and fight the new social and economic
consequences that arise. The exact method through which business resilience is recognized, as well
as the elements that assist the growth and improvement of this talent, are not yet known (Salisu et al.,
2020). Therefore, a literature analysis was conducted with an eye to determine the success factors
that contribute to organizational resilience strategies in order to improve SMEs' performance during
COVID-19 disruption.

2.1. Concept of resilience

The term “resilience” originated with Holling's 1973 article, in which he defined it as the capacity of
an ecosystem to adjust to unforeseen environmental changes and swiftly revert to its previous state
(Holling, 1973). It has expanded into a multidimensional and diverse notion (Kantur & Say, 2015),
with applications in a diversity of spheres. Management and business studies, in particular, indicate
a significant increase in resilience research originating from the SME sector.

According to a systematic literature review by Saad et al. (2021), the number of publications
published between 2003 and 2008/09 about the concept of SME business resilience was small.
However, 2008 and 2009 were times of the financial crisis, which seemed to be the driver for
resilience articles from the perspective of SMEs (Annarelli & Nonino, 2016). Following the 2008—
09 recession, there has been a noticeable rise in the number of publications about SME resiliency (see
Figure 1).
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A trend of resilience publications
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Fig. 1. SME resilience publications distributed by years (Source: Saad et al., 2021).

There are several definitions of resilience provided by researchers from an SME's perspective. See
below in Table 2.

Table 2. Set the definition of resilience

Author Definitions

(Hamel & Valikangas, 2003) “a capacity for continuous reconstruction. Strategic response and
fitness to shocks from the outside environment.”

(Acquaah et al., 2011) “the capability of firms to persist in the face of substantial changes in
the business and economic environment and the ability to withstand
disruptions and catastrophic events using various strategies”

(Demmer et al., 2011) “the capability of SMEs to survive and thrive in the face of the global
economic crisis and hostile competitive situations.”

(Ates & Bititci, 2011) “the capacity of SMEs to survive, adapt and grow in the face of
turbulent change and crisis.”

(Pal et al., 2012). “the capability to overcome crisis and constraints that setback success.
It is the ability to survive, adapt, and grow.”

(Castellacci, 2015) “The ability of an organization to adapt to changes in its economic and
institutional environment”

(Conz et al., 2017) “The power of small enterprises to renew itself through innovative
strategies when it faces unpredictable events.”

To sum up all definitions, we could highlight that researchers define resilience as the ability or
capacity of an enterprise for specific action or behaviour in the face of crisis. Almost all emphasize
that resilient organizations should not just overcome disruption and difficulties but grow, renew and
succeed after the crisis. So, to conclude, the resilient organization is ready to withstand disruptions
and even went out of crisis stronger and improved.
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2.2. Analysis of SMEs’ business resilience

During the analysis of the literature, few systematic literature reviews (SLRs) that were connected
with entrepreneurship and resilience were discovered. In one of these studies, Doern (2017) made a
literature review to examine the ideas of entrepreneurship and crisis. These writers note that
entrepreneurs' reactions to crises are contingent on a variety of elements, including their experience,
developmental stage, and the stage of the crisis. Another research conducted in 2018 used a model to
investigate the correlation between entrepreneurship and resilience (Korber & McNaigthon, 2018).
The newest systematic literature reviews by Portuguez Castrol & Goémez Zermefio (2020) will be
analyzed in detail below.

Following the SLR conducted by Portuguez Castrol and Gomez Zermefio (2020), resilience can be
summarized into key factors, namely:

- Attitudes toward the crisis: adaptability, alternatives for improvement, crisis management
strategies, diversification, patterns, and best practices, ability to foresee a disruption,
innovational learning, strategies after (post)crisis, and customer attitudes (Pallars-Blanch,
2015, Dahles & Susilowati, 2015, Doern, 2016, Davidsson & Gordon, 2016, Sabatino, 2016,
Lintner, 2019).

- Leaders’ qualities: include duration of time in the industry, prior crisis experiences, sex,
habits, lifestyle, philosophical identification, and perseverance (Biggs, 2011, Williams et al.,
2013, Doern, 2016; Branicki et al., 2018; Micu et al. 2018, Rani et al. 2019).

- Enterprise characteristics: include the company's age, the size of the company, the number
of workers, turnover, revenue, costs, the technology available, and flexibility (Gebhardt,
2012; Larsson et al., 2016;).

- Social & human capital: include things like employee support, connection, strategic
suppliers, and partners (Biggs, 2011; Pallars-Blanch, 2015; Cabras & Mount, 2016).

- Institutional relationships: impact of different policies such as support on innovation, the
interaction between social organizations and governmental institutions, and other players in
the business ecosystem are all discussed (Martinelli et al. 2018).

- Strategic management: The process of making a decision, speed of action, and the capacity
of managers to detect possible issues are all characteristics of effective strategic management
(Gebhardt, 2012; Masik and Rzyski, 2014).

In terms of attitudes toward the crisis or mindsets, we discovered that the more resilient organizations
can adjust to external shocks while still innovating, creating value, and being open to learning
(Lintner, 2019). It is also critical to diversify goods, embrace new business strategies, and provide
quality items that sustain client satisfaction (Andres and Round, 2015). Entrepreneurs also embraced
proactivity in order to return to normality, innovation, and optimism quickly. They believed that
having a good attitude was vital since rehabilitation from mental harm may be more difficult than
recovering from physical loss (Doern, 2016). As a result, they appreciated independence and found
the positive side of difficulties.

The authors also focus attention on the personal qualities of leaders that have an impact on the
resilience of SMEs, both in direct and indirect ways. One of them is a way of life that promotes the
leader's emotional commitment to his organization and enhances the personal effect of enterprise
failure (Biggs, 2011). Williams (2013) also highlights the individual qualities of entrepreneurs that
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contribute to their success, such as adaptability, perseverance, ambition, and optimism. Others include
optimistic attitudes toward learning, authenticity, and integrity that inspire trust and loyalty (Larsson
et al., 2016), as well as intellect, frugality, and flexibility (Duarte Alonso and Bressan, 2015). Leaders
who could see into the future were able to connect the difficulties with opportunities in the future.
They were able to find advantages in catastrophe circumstances due to their creativity (Davidsson
and Gordon, 2016).

The qualities of the entrepreneurial enterprise have a significant impact on resilience. Small firms are
more adaptable and can react more quickly to extreme events than large enterprises. They are very
adaptive and can innovate in changing environments (Anthopoulou et al., 2017). Companies that
reduced their company plans and concentrated on their core competencies, adopting new tactics and
policies to engage clients, were the most resilient (Goats and Mount, 2016; Sabatino, 2016).

Another variable to examine in resilient SMEs are human and social capital. According to the study,
the organizations that have highly specialized, qualified, and flexible/adaptable employees, as well
as an organizational climate that encourages adaptability and creativity, were the most resilient
(Alonso & Bressan, 2015; Pallars-Blanch, 2015). Also, researchers emphasized the significance of
social connections and the creation of non-formal support networks. These rely on the strong network
of relations which were developed through decades of expertise as well as the social support supplied
by their employees (Asgary, 2020 as usual social capital might include local as well as international
connections.

From the strategic management perspective, the authors said that in times of disruptions, quick action
is necessary to make both regular and long-term decisions. Better planning was discovered to refine
negatory outcomes, preserve the quality of goods and services, and manage resources effectively.
Strategies in marketing and management were changed, and strategic renovations were completed.
This refers to the enterprises' capacity to see the future and be innovative in terms of activity and new
ideas (Sabatino, 2016; Mzid et al., 2019; Rani et al., 2019; Williams & Vorley, 2015; Dahles &
Susilowati, 2015).

In terms of other institutions, resilience is determined by how SMEs communicate with the many
players in the environment, civil society, and government. Comprehension of business resilience
allows enterprises and politicians to respond to crises caused by instability and global changes (Biggs,
2011). There were some good examples concerning government, such as the state intervening with
creative initiatives to aid regional recovery in Germany. The program resulted in the formation of
new businesses via a collaboration of universities, SMEs, and institutions. Additionally, there have
been instances when the government had a significant role in initiating, stimulating, and organizing
knowledge-based economic growth (Gebhardt, 2012). An additional critical component of innovation
is a collaboration between academic institutions and small enterprises to enhance research and
development processes (Masik & Rzyski, 2014).

On the other side, areas that lacked supports and strategies to support entrepreneurship did not
experience economic recovery. Thus, the authors advocated for long-term public-private initiatives
that capitalize on entrepreneurialism for development of region. They advocate for colleges to
stimulate students and society to take advantage of entrepreneurial potential (Williams, and Vorley,
2015). Community well-being may be improved if entrepreneurship is seen as a goal that benefits not
just individuals but also communities and families (Anthopoulouetal. 2017).
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2.3. Organizational resilience strategy frameworks

Frameworks for organizational resilience widely presented in literature. Hillmann and Guenther
(2021) present a conceptual model of organizational resilience. The researchers highlight that
capacity of an organization to be resilient is dependent on its management's ability to implement steps
that allow it to return from a challenging circumstance. According to researchers, “organizational
resilience is the ability of an organization to maintain functions and recover fast from adversity by
mobilizing and accessing the resources needed. An organization’s resilient behavior, resilience
resources, and resilience capabilities enable and determine organizational resilience. The result of an
organization’s response to adversity is growth and learning” (see Figure 2 below).
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Fig. 2. Conceptual model by Hillmann and Guenther (2021)

Organizational resilience strategies, according to Hillmann and Guenther (2021), may enhance how
a company incorporates all domains required to respond to a collapse. A conceptual model is shown
illustrating some significant conceptual variables buried in how an organization acts to recover from
disruptions. The figure depicts six dimensions of key relevance in organizational resilience, with the
stability element being the most crucial. Organizational recovery, restoration, and adaptation are
separated from the conceptual analysis that was performed in order to accomplish evolution in an
organization. According to the paradigm, organizational resilience should be focused at achieving
organizational development. Three first-order components were identified as critical in attaining
organizational creativity: cognitive, structural, and emotional resources. Finally, cause indicators
such as resilience behaviours, resilience capabilities and resilience resources have been identified as
critical in determining organizational resilience response which determines organizational resilience.
To summarize, this will lead to organizational growth and learning (Hillmann and Guenther, 2021).

Another framework of organizational resilience proposed by Stephanie Duchek (2019). She based
her efforts on research oriented on process that highlight resilience as dynamic organization-
environment interplay. According to his viewpoint resilience entails skilfully responding to crisis
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situations not just when they occur, but also before, during, and then after they take place (Alliger
2015; Linnenluecke et al. 2012; Williams et al. 2017). In the result researcher propose three phases
of the resilience (see Fig. 3), arguing that resilient organizations react not just to the past (reactive
action) or to present challenges (concurrent action), but also to the future (anticipatory action). It is
important to mention that this temporal framework of the resilience process is possible compara to
those seen in the literature about crisis management (James & Wooten 2005; Boin et al. 2005; Pearson
and Clair 1998).
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Fig. 3. A conceptual model of organizational resilience by Stephanie Duchek (2019)

The first aspect of organizational resilience is anticipation, which explains its preventative
characteristics in the face of a disruption. It refers to the capacity to recognize key changes inside the
organization or surroundings and proactively to adjust (Somers 2009; Teixeira 2013). It does not
emphasize that the most resilient organizations are resistant to crises or failure. The emergence of a
crisis is not always signalled. However, some businesses are better than others in detecting the
unexpected and reacting to it quickly, whilst other organization "wait and see.”" According to Madni
& Jackson (2009), anticipatory skills are required for systems to avoid dangerous circumstances or,
at the very least, reduce possible negative outcomes.

Additionally to anticipating or preparing for disruptions resilience entails dealing with “unanticipated
hazards once they have manifested” (Wildavsky 1991, p. 77). Coping with unforeseen circumstances
is recognized by many different names in the literature, such as dealing with unknown dangers,
reacting constructively to significant change or creating and performing positive behaviour suited to
actual circumstance (Horne and Orr 1998; Mallak 1998; Wildavsky 1991). Clearly, all of these
concepts pertain an appropriate response to unforeseen circumstances in order to avoid devastation.
The capacity to handle with the unpredictable situation is strongly connected with crisis management
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and may be divided into 2 subcategories such as the ability to accept a problem and design plus
perform necessary solutions (Reilly 1993; Smart & Vertinsky 1977; Jaques 2007). These talents
suggest prompt response during unforeseen circumstances (Madni & Jackson 2009).

In addition to previous 2 stages resilience encompasses a capacity to adapt to difficult conditions.
Also it means use risk and chaos to your advantage, see opportunities where others see losses. These
skills pertains to post crisis changes and oriented toward organizational progress. This form of long-
term learning expands a firm's knowledge basement, which used as primary antecedent for the
anticipation dimension (Madni & Jackson 2009). As a result, adaptability is one of the essential talents
that may assist the company in avoiding or mitigating the negative impacts of unforeseen situations.
Adaptation encompasses 2 categories of capacities: organizational change capabilities and reflection
& learning capabilities (Carley 1991; Carley & Harrald 1997).

Deloitte also presented approach of resilient organization which founded on financial, operational
and reputational resilience. “A more resilient organization will achieve resilience by design,
safeguard it through change, and demonstrate it in adversity. It has the right mindset, strong
leadership, and a transformative approach to risk. We help organizations focus on what-if and the
what-next scenarios to anticipate shifts and identify unexpected risks” (Deloitte, 2022).

Three pillars of a resilient organization:

e Financial resilience - improve your ability to tolerate shocks that influence your assets,
liquidity, and income.

e Operational resilience - make certain that your employees, technology, data, facilities,
demand and supply can withstand unforeseen situations.

e Reputation resilience - be more sensitive to outside impressions about your company, laying
the groundwork for trust and reliability.

According to 2021 Deloitte Global Resilience Report (Deloitte, 2021) resilient organization have 5
attributes. It could be defined as prepared, adaptable, collaborative, trustworthy and responsible.
Prepared means that the most effective chief executive officers prepare for every eventuality, both
short and long term. Over 85% of CEOs whose firms properly balance short- and long-term goals
believed their organizations had pivoted extremely well to adjust to the events of 2020, compared to
less than 50% of organizations that did not achieve that balance. Adaptable means that leaders
understand the value of having adaptable staff, even more so after a year like 2020. To that end,
flexibility & adaptability was by far the most significant workforce characteristic identified by CEOs
as vital to their firms' future success. Collaborative means that CEOs emphasized the value of
cooperation inside their firms, stating that it facilitated decision-making, reduced risk, and increased
creativity. Indeed, breaking down divisions and improving cooperation was one of the top strategic
initiatives undertaken by management before to and throughout 2020. Trustworthy — leaders are
aware of the difficulty of establishing confidence. Over 1/3 of responding CEOs expressed doubt
about their firms' ability to foster trust between workers and management. Those that succeed
prioritize communication and openness with important stakeholders, as well as empathic leadership.
Responsible - the majority of chief executives recognize that business has a duty beyond the bottom
line. 87% of executives said that their firms have done a really good job of balancing the requirements
of all stakeholders also stated that their organizations can swiftly adjust and pivot in response to
disruptive circumstances.
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Consulting and research group “Resilient organisations” specialising in organisational risk and
resilience propose own framework. According to this model organizational resilience include 3
interdependent attributes such as leadership & culture, networks & relationships and change ready.
These attributes consist 13 indicators of resilience (see Figure 4):

Leadership

Staff Situation
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Decision Leadership Innovation &
making creativity
& Culture
Effective Proactive
partnership Resilience posture
Internal Stress
resources Networks & testing plans

Relationships

Leveraging Breaking silos Unity of Planning
knowledge purpose strategies

Fig. 4. Conceptual model by Resilient Organisations (2019)

e Leadership means extraordinary decision-making capabilities and crisis management to ensure
effective decision making in times of disruption and crises, as well as regular review of
strategies and work-programs regarding organizational objectives.

e Employee engagement indicate that employees™ understanding the relationship between their
individual performance, the resilience of the organization and its long-term effectiveness are
more engaged and involved. Employees are empowered and encouraged to address issues.

e Innovation and creativity of employees should be encouraged using expertise in unexpected
ways to solve new and ongoing difficulties, and for using innovative and creative methods for
solving problems.

e Effective Partnerships means awareness of the relationships/resources the organization may
need from other organizations in times of disruption and the training and management
necessary to provide that access.

e Situational Awareness show that employees are encouraged to stay on the lookout for signs of
problems in the organization, its performance and possible difficulties. Early warning signals
are quickly identified and relayed to organizational leadership when employees share positive
and negative news about the organization. Employees are awarded for sharing news about the
organization both good and bad.

e Decision Making means that staff have necessary authority to make decisions connected with
their responsibilities and authority has been explicitly deputed so that crisis response actions
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can be taken when necessary. The involvement or decision-making ability of qualified
individuals occurs when their unique expertise provides significant value to the decision or
when their involvement will benefit the implementation of the decision.

Leveraging knowledge means that when necessary vital information is maintained in a variety
of forms and places, and employees has access to advice of experts. Roles are shared and
employees are taught that someone is always ready to replace essential positions.

Breaking silos. Breaking down of social and cultural barriers which are often presented as
barriers and challenges in communication, leading to fragmented, disconnected and harmful
methods of acting.

Internal resources. The mobilization of the organization's resources and management guarantee
its ability to operate normally and providing the additional capacity necessary in times of
disruption.

Unity of goals signify an entity understanding of what the goals of organization will be in the
midst of disruption and clear understanding and knowledge of the organization's minimal
operational needs.

Proactive posture means a capacity of organization to recognize and reply to changes in its
internal and external settings before they become crises, both in terms of strategy and behavior.
Planning strategies indicate creation and analysis of plans to manage threats in corporate
environment.

Stress testing plans means participation of staff in rehearsal of different situations and
scenarios in order to practice employees’ response, plans and speed of reaction.

Another framework presented by Arthur Huang & Melissa Farboudi Jahromi (2021). An article
presents five resilience-building strategies of enterprises during and post COVID-19. Based on
Fromhold-Eisebith's (2015) research on resilience strategies in the manufacturing industry during a
crisis, the authors formulated a different strategy with sub-strategies for the service sector. Such as
changes in market orientation, supply chain optimization, strategic corporate reorganization, focus on
innovation, and business model transformation. Let us discover these resilience strategies in detail.

o Market orientation

e Market intellegence
Collection

e Market intellegence
Dissemination

e Market responsiveness

Market

orientation

Fig. 5. Market orientation resilience strategy.

According to the definition, market orientation includes market intelligence collection, market
intelligence dissemination, and market responsiveness. Previous studies demonstrate that market
orientation competence improves service organizations' performance during a crisis (Lettice et al.,
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2014). To enhance market intelligence collection capabilities, service firms should establish a formal
and structured intelligence collection process that integrates data from various sources, including the
Internet, media, business networks, external stakeholders, government, and financial transactions,
and use a variety of data analysis techniques and technologies.

Service companies may use some methods to foster market knowledge and improve the transmission
of market intelligence: by distributing reports and presentations to internal stakeholders, as well as
sharing a performance dashboard with them, and by centralizing market intelligence and appointing
its management to the intelligence team, the organization will be able to understand better its
customers and other stakeholder groups, as well as better, serve them (Gebhardt et al., 2019).

According to Lettice et al. (2014), there is a strong correlation between market responsiveness and
law firm subjective performance during a recession. Other studies have shown that a firm's
performance during a crisis may be improved by having a responsive market orientation (e.g., Bodlaj
et al., 2012; Petzold et al., 2019). During a crisis, service companies must thus develop systems that
enable them to respond quickly to market demands; for example, they might strengthen client
networks and broaden their service offerings and means of delivery depending on current and
upcoming consumer requirements (Alves et al., 2020). Proactiveness in anticipating consumer
demands during a crisis, in addition to reactivity, boosts the performance of organizations.
Proactiveness enables organizations to take risks to target consumers' latent requirements, while
responsiveness helps firms use existing market knowledge to meet customers' present demands
(Petzold et al., 2019).

o Supply chain optimization

Supply chain
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Fig. 6. Supply chain optimization resilience strategy.

According to Jittner & Maklan (2011), through the optimization of supply chains, service companies
may lessen their exposure to crises and deal with and recover from crises. Service organizations
should improve the agility and resilience of their supply chains (Altay et al., 2018). An agile supply
chain can react to changes quickly and economically, while a resilient supply chain can deal with
disturbances and recover from them. Flexible sourcing and distribution are two critical factors that
may boost resilience and agility (Gligor et al., 2019). Flexible procurement refers to having a wide
variety of alternatives for purchasing and receiving high-quality goods and services and the capacity
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to efficiently make use of these options to meet changing market needs (Swafford et al., 2006). The
capacity to adapt to changing market circumstances by using a variety of storage and delivery
alternatives for goods and services is meant by the term "distribution flexibility" (Swafford et al.,
2006).

By enhancing the visibility of their supply networks, companies can make their supply chains more
flexible and resilient. An essential aspect of supply chain transparency is the ability to follow a
product from its source to its ultimate destination. More than six hundred professionals from across
the globe participated in Geodis' 2017 global supply chain survey. According to the report, only 6%
of the questioned companies had complete supply chain visibility, 17% had extended visibility, and
77% had either limited or no visibility. According to these findings, most companies lack a supply
chain that is both agile and resilient. Businesses may use an Enterprise Resource Planning (ERP)
system to create real-time data on many aspects of supply chains, such as inventory, production, and
shipping, to improve supply chain visibility. A modern ERP system uses Al and machine learning to
optimize everyday corporate operations, foresee issues using advanced forecasting, and create
customized user experiences. (Biezepol, 2020). In addition, by integrating and analyzing unstructured
data created across supply chains, big data analytics may assist companies in making better choices
(ModusLink, 2020).
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Fig. 7. Strategic corporate reorganization resilience strategy

During a financial crisis, SMEs may look for ways to cut expenses and increase their position in the
market. On the other hand, firms with significant financial resources may purchase other companies
to expand and boost their income streams. The term "corporate reorganization™ encompasses various
activities, from mergers and acquisitions to joint ventures and strategic partnerships (Fromhold-
Eisebith, 2015; Nafday, 2011). In a merger, two existing companies join together to form a new
company, while in an acquisition, one business acquires another and becomes its new owner (Hayes,
2020). A strategic alliance is a formal partnership in which two companies exchange resources such
as intellectual capital, technology, and trademarks to establish a new third entity (Kenton, 2019).
However, mergers and acquisitions are the most typical strategies service organizations use based on
their requirements and resources. Anecdotal evidence suggests that mergers and acquisitions
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accounted for about half of all worldwide corporate restructuring agreements during previous periods
of economic downturn. Still, from 2007 to 2010, this figure rose to over five times that amount (Allen
& Overy, 2011).

o Focus on innovation
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Fig. 8. Focus on innovation resilience strategy.

When SMEs face a crisis, most businesses instantly go into crisis mode and begin cutting expenses
across the board, from day-to-day operations to research and development (Nafday, 2011). It is
possible to survive the crisis by focusing only on cost-cutting, but this might lead to a drop in product
quality, customer dissatisfaction, and a lack of post-crisis development in the company. For this
reason, maintaining a balance between cross-cutting and investment is essential to assist businesses
in surviving and thriving during a crisis (Gulati et al., 2010). According to the Schumpeterian model,
economic crises evict more minor creative enterprises but allow more inventive ones to thrive and
prosper (Jung et al., 2018). Other research has also backed this up. During the economic crisis of
2007-2009, for example, research by Soininen et al. (2012) examined the performance of 194 Finish
SMEs. They discovered that creative and proactive companies were less affected by the recession in
terms of operating revenue and total assets. Additionally, Madrid-Guijarro et al. (2013) found that
innovation positively impacted the subjective performance of Spanish businesses throughout the
Great Recession.

There are four fundamental types of innovation in the service industry: product/service, process,
marketing, and organizational/management (Landry, 2020; OECD, 2005, 2010). Product innovation
refers to designing a brand-new product or service or significantly improving an existing one's
components or specifications (OECD, 2010). Because firms focus on cutting costs during a recession,
this kind of innovation is less prevalent (George, 2020).

Changes in product design, location, promotion, and price are all examples of marketing innovation
(OECD, 2005). In recent years, many service companies have turned to internet platforms to keep in
touch with their consumers. Some of these businesses have even enlisted the help of social media
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influencers to help publicize their goods and solutions. Creative commercials have also been used to
promote the social conscience of firms in addition to internet marketing.

Another potential for companies to generate growth amid a crisis is via organizational innovation.
Dissatisfaction with an organization's current practices and/or procedures often catalyzes
organizational innovation, leading leaders and managers to seek inspiration and information from
sources outside the company. New business practices, knowledge management systems, techniques
of workplace organization (i.e., decision-making systems), and management of external interactions
are all included in this notion (Polder et al., 2010, p. 10).

o Business model transformation

RN
oBusiness model

transformation
N S

VRN 7 N\
Personalized

services
\/ \/

Asset sharing

RN 7N
Usage-based Collaborative

pricing ecosystems
N S N S

Fig. 9. Business model transformation resilience strategy

Adopting new technologies and emphasizing innovation may help shift business models. However,
it is important to emphasize that business model transformation does not equate to just adopting new
technology or innovation (Kavadias et al., 2016). Transformation is the process through which new
technology is linked to market demands. As part of the ideal business model transformation, the first
sub-strategy, personalized products, and services, satisfy consumers' demands while delivering higher
value to the client (Schreier, 2006). Personalized goods and services, asset sharing, usage-based
pricing, and a collaborative ecosystem are all part of the ideal model transformation. (Kavadias et al.,
2016).

A business model transformation also includes asset sharing, in which valuable material and non-
material assets are distributed across many stakeholders. There is a benefit in any sort of asset sharing.
Asset sharing in business networks provides monetary and social value and potential for development
and innovation for the parties engaged in B2C access-based services (Schaefers et al., 2018) and peer-
to-peer sharing (Zhang et al., 2019; Faridian & Neubaum, 2021). The following three types of services
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are B2C access-based services, peer-to-peer sharing, and business network asset sharing (Faridian &
Neubaum, 2021).

Another method of transforming your business model is implementing usage-based pricing, which
charges clients according to how much of a product or service they use. Using this pricing strategy
provides clients with more flexibility, affordability, and a minimal commitment, while also boosting
the profitability of businesses (Solomonik, 2019). Customers may pay just for what they use rather
than paying the total costs of service they may or may not utilize (i.e., affordability). Customers do
not have to sign long-term contracts when using usage-based pricing, which may encourage them to
try the service (Solomonik, 2019). During an economic downturn, customers become more price-
sensitive, and they may find themselves on a tighter budget due to the crises' aftermath. As a result,
service providers may better respond to changing market conditions by using a pricing model that is
both flexible and adaptable (Deloitte, 2020).

Another sub-strategies that assist service SMEs in their business model transformation is establishing
a collaborative ecosystem. Networking among workers, customers, suppliers, and partners creates a
collaborative environment where organizations may better use intangible and tangible resources,
handle difficult circumstances, and promote innovation (Smith, 2015). Enterprises and their
stakeholders' co-creation of multiple values is also possible in a collaborative ecosystem. Alibaba's
data-sharing ecosystem is a successful example of a collaborative environment formed during the
COVID-19 epidemic. A data-sharing approach was built by the Chinese technology business via
horizontal collaborations. This model has allowed hundreds of Chinese SMEs to quickly improve the
production of medical supplies and groceries (Prashantham & Woetzel, 2020).

2.4. Key factors of the resilience strategy

In most cases, authors try to investigate key enablers of resilience strategies. According to the
framework developed by Pal et al. (2014), the resilience of a company is largely determined by the
three key enablers - resourcefulness, learning & culture, and competitiveness - which are in turn
shaped by top-level decision-making collectiveness and sense-making. Resilience can be measured
by assessing whether a company has the following three dimensions such as resourcefulness (material
& financial resources, social resources, intangible resources), learning & culture (speed of decision-
making process, wellbeing of employees), and competitiveness (redundancy of resources, flexibility,
networking, robustness).

Likewise, one more framework was constructed and experimentally investigated by gathering data
from SMEs, revealing important factors that impact not just SMESs' resilience but also competitiveness
(Gunasekaran et al., 2011). An essential variable were divided into three categories: internal
(organizational behavior, management qualities), external (such as globalization), and enabling
(technology, capital, supply chain integration, marketing).

Other researchers created a model for strategic planning and crisis management to assist organizations
in understanding their natural inclinations and how they impact the sort of resilience the organization
may attain; model was developed according to SMEs in New Zealand (Vargo & Seville, 2011). There
are 4 major enablers: leadership, culture, decision-making process and situational awareness. It is
critical for management to transmit a positive attitude, that decisions be made swiftly, that the
organizational structure is not authoritarian and centralized, and that creativity and innovation are
encouraged.
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Ismail et al. (2011) established a seven-step approach for improving organizational resilience:
recognize industry differentiating factors, study market implications, compare positioning with
competitors' strengths and weaknesses, define objectives, select growth choices, assess and prioritize
growth possibilities, design strategies for growth, execute and learn. The idea of an organization's
proactive approach to identifying danger and responding to it is a major part of the dynamics given
by the conceptual framework.

Sullivan-Taylor and Branicki (2011) used a four-category framework to assess the perspectives of
SMEs with necessary capabilities such as resourcefulness, organizational, technical, and speed in
order to deal with extraordinary situations.

The resilience of the supply chain in the area of risk management has been investigated by research
by Thun et al. (2011). More than 60 German manufacturing SMEs was studied in order to find that
using reactive tools to build a resilient supply chain increases both flexibility and redundancy. It
means to ensure inventory, dual or multiple sources, excess production capacity, and storage space.

According to Alberti, F.G., Ferrario, S., and Pizzurno, E. (2018) framework, the most relevant key
enablers for small and medium-sized businesses' resilience appear to be:

From the perspective of strategy:

- Improve and invest in the core business
- constantly improve the service offered quality;
- expansion of additional channels of distribution;

In terms of resources, the following are available:
- abig amount of available capital;
- an efficient process of product development;
- an effective labour force;
- great after-sales service and support;
- and all of the company's organizational resources.

For De Oliveira et al. (2013), the cornerstone of a resilient organization is the innovation process and
the management of that process. Their study found that there are three main types of organizational
innovation processes: reactive innovators, proactive innovators, and anticipatory innovators.
Ultimately, it is this last group that builds resilient organizations. In order to achieve serial innovation
and build resilience, forward-thinking firms must create an atmosphere inside the organization in
which four key factors/dimensions are important such as leadership, a trustworthy environment, a
strategic planning process, and finally, the implementation of innovation in everyday operation.

According to Seville et al. (2015) research, there are seven core principles for building and cultivating
resilience and managing changes:

- invest in social capital;

- make adaptivity a core competency;

- transform into an organization that is constantly learning;
- focus on resilience as a corporate sport;

- seek opportunities despite risks;
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- integrate flexibility into operational excellence;
- choose pliability as a priority.

The results of the analysis of resilience key factors research were summarized in the table below (see
Table 2).

Table 2. Resilience key factors

Author Resilience key factors
Pal et al., 2014 Resourcefulness, competitiveness,
learning and culture
Gunasekaran et al., 2011 Internal (organizational behavior, management qualities,
and quality)

External (globalization)
Enabling (generation of capital, technology, integration of
supply chain, marketing).

Vargo and Seville, 2011 Culture, situational awareness, decision making, and
leadership
Ismail et al., 2011 Recognize industry differentiating factors, study market

implications and trends, compare positioning with
competitors' weaknesses and strengths,

define objectives & select growth choices,

assess & prioritize growth possibilities,

design strategies of growth, execute & review

Sullivan-Taylor and Branicki, 2011 Resourcefulness, technical skills, organizational skills,
speed of making decisions in extraordinary situations

Thun et al., 2011. Flexibility and redundancy of supply chain

Alberti, F.G et al., 2018 Strategy and resourcefulness

De Oliveira et al., 2013 Leadership, trustworthy environment, strategic planning
process, the implementation of innovation

Seville et al., 2015 Investment in social capital, adaptivity as a core competency,

organization learning, resistance, seeking opportunities
despite risks, integration flexibility into operational
excellence

To sum up, the most frequently mentioned factors are leadership and social capital, strategic
management and planning, flexibility, and adaptability. Based on the list presented, a conceptual
model will be created.

2.5. Theoretical framework (conceptual model)

We will try to propose a new framework in order to recombine key factors listed by previous authors
and others recommended in the management literature as important to enterprise success, with the
purpose of constructing an all-inclusive model that might represent resilience for small and middle-
sized enterprises.

Based on an analysis of literature and different theories, the own combined theoretical framework
(conceptual model) was developed. Due to the COVID-19 pandemic crisis, some elements of
resilience strategies became especially important and relevant.
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- Leadership characteristic
o Adaptivity
o Trustworthy
- Strategy adjustment
o Digital transformation
o Shift from global to local
o Customer centricity
- Networking
o Collaboration and partnership
o Communication with many players
- Business environment
o Relationship with institutes
o Government support

e Connection with institutes

E nVI ronme nt e Government support

* Collaboration

NEtWO rkl ng ¢ Communication

e Digital transformation

St rategy e From local to global

e Customer centricity

‘ Leadership iy

Fig. 10. Conceptual model

Based on the investigations, the relationship between leadership, strategy adjustment, networking,
environment, and organizational resilience will be assumed, and the hypotheses will be empirically
tested.
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3. Methodological solutions

3.1. Philosophy of Research

The aim of the empirical research is to investigate the success factors of organizational resilience
strategies of enterprises during and after the disruption and crises caused by COVID-19.

The objectives of empirical research are:

1. To carry out empirical research in order to examine the success factors of organizational
resilience strategies of Lithuanian retail industry enterprises during the COVID-19 crisis.

2. To provide recommendations on which retail industry enterprises could use during disruption
and crises.

Based on the theoretical analysis and research aim, the conceptual model was developed. The process
of empirical research can be presented in the figure below (see Figure 11).

Formation of emperical researchs aim and objectives

Selection of explanatory research design and research methods

Conceptual model development

Semi-structured questionnaire preparation

Sending interview invitations

Scheduling semi-structured interview

Interview data collection

Description coding

Analysis of qualitative data

Formulation the findings of emperical research

Providing recommendations

Fig. 11. Graphically presented the process of empirical research
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3.2. Research Design

This study is designed to understand the new phenomenon better, and reveal and explain the
relationship between the studied variables (Saunders et al., 2007), so we used explanatory research
design and qualitative research methods to identify research constructs, analyze, compare and
interpret (Hair et al., 2007). We have adopted the case study method, as case analysis is one of the
most relevant methods to answer the research questions posed at the beginning of the study and
identify the dynamics of the phenomenon, unique facts, and group information. Case analysis is one
of the most effective ways to achieve a deeper understanding. Case analysis provides a comprehensive
analysis of the object of research, which allows a complete understanding of the phenomenon (Baxter
& Jack, 2008). In the scientific literature, you can find different points of view on the same analyzed
object (Eisenhardt, 1989).

Primary data were collected using semi-structured in-depth interviews. A research tool with
preliminary questions was developed for this method; the sequence of questions could vary depending
on the interview process, interviewees' answers, and other contextual circumstances.

Sampling. The firms selected for this study had to meet the following criteria:
1. the firm operates in Lithuania;

2. the firm overcame the COVID-19 crisis (it means survived and still operates on
the market);

3. the firm belongs to the retail industry.

Five cases were selected. The founders of the company or the heads of each company (only five
informants) were interviewed. The interviewed managers had deep knowledge about the activities
and processes of their companies. We conducted several interviews; the issues were related to success
factors of organizational resilience. Semi-structured open interviews were conducted during the
interview. This allows you to ask the main questions and then ask additional, more detailed questions
(Yin, 1994).

Sample of blocks of questions (see Appendix 1.):

General questions: age, size, number of employees, level of turnover.

Resilience questions: self-assessment of organizational resilience, plan for disruption.
Leadership questions: trustworthiness of leader, adaptivity of leader.

Strategy adjustment questions: digitalization, presence on social media, the shift in the focus
of enterprises.

Networking questions: collaboration and partnership, communication with the many players.
Environment questions: customer behaviour, legislation, government support.

Howbdhe

o o

3.3. Data collection and Analysis

Interviews were conducted from March-April 2022. The duration of each interview is from 30 to 60
minutes; the interviews were recorded. The recorded interviews were coded. The interview transcripts
and notes were analyzed using categories based on the theoretical research outlined above.
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The interviewees were informed of the duration of the semi-structured interview. The list of questions
was provided in advance. With the help of the discussion, the timing of the interview was planned.
The video communication platform Zoom was mainly used.

Research limitations. Several limitations are present in the study:

1. The limitation concerns the number of respondents. A small sample does not allow
generalizing the results obtained for the entire retail sector.

2. Although most surveyed retail enterprises belong to small and medium-sized enterprises,
which reflects the structure of the retail sector in Lithuania, the results do not allow to
generalize of the obtained results for all SMEs.

3. The presented theoretical model, based on which the questionnaire for empirical research was
compiled, is not comprehensive.

The conceptual model requires refinement and expansion of the number of factors. The presented
limitations emphasize the need for a deeper study of this issue. Above all, quantitative methods would
seriously enhance this research in the future.

Research ethics. The Code of Academic Ethics of KTU was used for research ethics. Ethical
principles such as not harming research participants, maintaining confidentiality, informing
participants about who will have access to the data, how the data will be used, and a mandatory
emphasis on voluntary participation in the study. There is no conflict of interest in the study.
Regarding confidentiality, the survey did not ask for company names or any confidential information.
In addition, plagiarism has been avoided, and all citations have been provided appropriately.

36



4. Results

Five semi-structured interviews with top managers / CEO / owners were conducted through the zoom
platform. Semi-structured interview questionnaire includes 22 questions in 6 blocks (see Annex 1).
The first part is devoted to general questions about the enterprise. The second block provides
resilience questions. The third, fourth, and fifth parts are connected with the theoretical model
developed based on previous academic research. These parts include questions about leadership,
strategy adjustment, and networking factors of organizational resilience of enterprises. The last part
of the questionnaire was devoted to environmental factors. For reference, the informants were coded
as Firm A, Firm B, Firm C, Firm D, and Firm E.

4.1. General research findings

The case represents 5 Lithuanian enterprises that operate in the retail sector. The case firms are
represented different sizes of business in Lithuania — from micro enterprise to a large enterprise. Table
3 is the summary or general characteristics of case firms. Based on the gathered information all firms
orientated for retailing but focused on different sub-sectors such as sport goods, children goods,
healthy food (meat and vegetables), optics and consumer goods. Firm B and Firm D are providing
mainly B2B services (as HoReCa). Firm A, Firm C and Firm E orientated mainly to B2C customers.

Table 3. Characteristics of Case Firms

Firm Main activity Age
Firm A Sporting goods retailer 20
Firm B Consumer goods. Wholesale 30

network "Cash&Carry"
(HoReCa)
Firm C Children goods retailer 30
Firm D Healthy food and high quality 14
meet retailer (HoReCa)
FirmE Optics and lenses retailer 26

All represented firms operate more than 14 years on Lithuanian market. Firm B and Firm C are
working for 30 years. Age of company is vital for organizational resilience. Suppose a company has
existed on the market for a long time. In that case, this allows it to become more hardened and stable.
4 out of 5 represented firms faced the global financial and economic crisis of 2007/8 and successfully
overcame it. At least they managed to survive and adapt. The longer the company operates, the more
troubles it has to overcome. This experience certainly helped to overcome the crisis associated with
the pandemic. The CEO of firm A mentioned that the experience and knowledge gained during the
2008 crisis helped him calmly respond to the challenges of the pandemic. He believe that this is one
of the main success factors “I would say that basically, experience. Because everybody has already
went through 2008 financial crisis. In 2008 | was working in different company, and | remember very
well myself and what we needed to do. Then people as well in the management, they are also very
experienced, they have worked during that crisis. It was very important. All those experiences have
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left in your mind somewhere and you know what to do. You know that everything is temporary, so
you don’t panic and then you try to think about the better future.”

Table 4. Number of employees of Case Firms

Firm Number of employees Number of Number of employees
before pandemic in 2019 | employees during after pandemic in 2022
pandemic
Firm A 400 300 420
Firm B 1200 1150 (20) 1170
FirmC 350 330 330
FirmD 18 19 20
Firm E 191 190 194

Table 4 is showing changing numbers of employees during pandemic crisis. The companies
represented have a very different numbers of employees. Since the pandemic’s beginning, the first
reaction has been a desire to reduce the number of employees due to uncertainty and financial risks.

Firm A stated: “We have changed (the number of employees) only through first wave. On the first
wave we had to fire them. We fired about 100 out of 400. It was under uncertainty, when we did not
know when to open.” But after first lockdown the firm rehired everybody. Everyone from these 100
employees were taken back and even extra.

Firm B, the biggest one out of 5 firms, have to fired assistants who has not so much experience. Also
20 people temporary were sent for downtime: “The number of employees was slightly reduced. We
reduced the HoReCa department - because they were under restrictions, and we were forced to reduce
the number of our people slightly, but we did it in two ways. First, we transferred many to
downtime... And several people had to be fired from those who worked for no more than a year as
an assistant, having previously paid them compensation, because everything was incomprehensible
and unpredictable. Initially, about 20 people were sent for downtime, but then our sales in
Cash&Carry grew significantly... so we temporarily transferred some people from this number to
Cash&Carry”

Firm C mentioned that the goal was to keep the entire team intact, so they tried not to fire anyone
because of the pandemic. However, planned cuts were made due to the unprofitability of some stores.
It was planned to reduce about 20 people. “We did not have such that we laid off people because one
of the tasks we set ourselves was not to part with any of our employees, but we closed several stores
that we planned to close due to their unprofitability. Of course, they were closed, but it was not a
reduction due to the pandemic.”

Firm D stated that they try to be more effective in team of 20 people that is why “during the pandemic,
even when we had bigger sales, we had to get only one-two people into our company... Even if we
have more work, we are more effective with the same amount of people. Before pandemic it was
around the same: 18-19 employees.”
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Firm E has 191-194 employees. The numbers of employees during pandemic did not change much
because firm “did not reduce the number of employees, but sent them to idle. We paid for it, but not
so much, it was 50% of the payment in the first wave of covid ... This idle time was covered by the
state, we received subsidies from both the state and the shopping centre, so we did not lay off people.”

Moreover, the firm's representatives highlighted that they believe it was one of the main success
factors. “We didn't cut employees, which was very good, and then we met with competitors. For
them, it is challenging to recruit employees now. And also the reputation of our company before
employees remained. Of course, there were plans for the layoff, especially from the general director,
but the department defended against cutting off, that it was necessary to keep people because they
have been working for many years and we have a very small turnover of people, so we tried to keep
them working.”

To sum up, firms are characterized by a slight reduction in workforce or even an increase in the post-
lockdown period. Presumably, a significant focus on the team allowed companies to overcome the
crisis period. This once again emphasizes the crucial role of human resources in the sustainability and
resilience of the enterprise. Entrepreneurs pointed out the importance of state support and subsidies.
This made it possible not to fire employees but to send them to downtime. The financial support of
the state of Lithuania made it possible not to lose key people and quickly recover in the post-lockdown
period.

Table 5. Level of turnover of Case Firms

Firm | Turn- | Turnover | Turnover Quotes
over in during after
2019 | pandemic | pandemic
in 2022
Firm 36M 28M 44M “I would say that before pandemic we were 36-35 million, so
A (100%) | (77,7%) | (122,2%) | right now it’s 43-44 million. So, it’s 20% additional turnover.”
Firm | 560M 566M 580M “The turnover itself remained approximately the same... But in
B (100%) (101%) | (103,5%) | the company, we always look at the total turnover, and the
most important thing for us is operating profit. Because on the
contrary, you can make a lot of money but earn zero from it.
Our turnover may not have grown so much, but operating
profit has improved.”
Firm 41M 27,7M 36,9M “In the first year of the pandemic, we had a decline in sales
C (100%) (70%) (90%) and profits, almost to zero. ...of course, we lost 10% in sales
compared to 2019, but our profitability has tripled.”
Firm 750k 1,2M 1,55M “So, during this covid situation, these two years, we doubled
D (100%) (160%) | (206,6%) | turnover. From the 750 000 to 1 550 000”
Firm 7,6M 6,08M 6,84M “And even if we look at this year, we predicted that we would
E (100%) (80%) (90%) reach turnover on the 2019. But so far, if you look at the
month-month, it is still seasons, in January-February we did
not have good results. That is, they have not yet reached the
pre-Covid level.”
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Surprisingly, despite the decline in company turnover, 4 out of 5 enterprises improved their
profitability. Company B, despite the previous turnover, significantly increased its operating profit.
Firm C mentioned that they tripled their profitability despite falling sales and turnover. Firm D more
than doubled its turnover. Only Firm E has lost turnover and profitability, so they haven't reached
pre-COVID levels yet.

If you check Table 6 below you could find that entrepreneurs drew attention to the positive aspects
despite the unpredictability and confusion. However, firms adapted quickly after the first lockdown.
In connection with the pandemic, 3 out of 5 firms saw a massive increase in sales because they sold
essential goods: food and hygiene. Also, sports goods have become more popular. People began to
strive for a healthy lifestyle. So for 3 out of 5 firms, it was a time of opportunity despite the challenges.

It necessary to mention about several waves of lockdown in Lithuania. It was 3 waves. First wave
was in the middle of March — 15th of March was the first closing for businesses (closed for 1.5 month,
before the opening in May). Then the second wave was the longest and the hardest, enterprises were
closed 15th of December 2020 (closed for almost 4 months). And the third wave which was quite
long in case but already there was seen etc.

Table 6. Self-assessment of impact of pandemic on Case Firms performance

Firm Quotes
Firm A “In general...for second wave we were already prepared, if you consider that the
first wave we operated by general management skills, by most of your experience.

Basically, we were preparing for the worst. | was quite happy what happened,
because the worst didn’t happen.”
FirmB “Psychological pressure: according to surveys before and after 30-40% of people
felt bad because of this situation (tension, depression). But the company itself has
seen only positive changes.”
FirmC "When they began to close retail trade, introducing quarantine, it was not that
scary, but it seemed impossible to survive in these conditions. It was a big
challenge for us. It was important not to get lost, not to panic, to quickly gather the
management itself and help all the company's employees quickly gather so that
they do not get confused and give them particular tasks, what, how to do it
differently and adjust to work in other conditions."
FirmD “When covid came into Lithuania everyone was totally confused. Nobody
understood what the virus is, how to react, how to deal with it, what to do and so
on. Nobody knew what to do. On the other hand, our company was happy,
because everyone wanted to buy fresh meat and to store it into the fridges. We had
shortages of meat, everyone was buying, there was huge sales.”

FirmE “In general, everything went well because the opticians were still working,
because we, like pharmacies, were allowed to work, unlike clothing or shoe stores.
We worked, but not all the shops and employees because there was no such flow
of customers. People were not allowed to enter malls, and most of our stores were
in malls. People need optics, so we functioned.”

After providing representatives of firms with definition of organizational resilience “the capability
to overcome crisis and constraints that setback success. It is the ability to survive, adapt, and grow”
(Pal et al., 2012). It was question in semi-structured interview “do you think your organization is
resilient?” All firms said “yes”. Confirmation of the resilience of enterprises is at least the fact that
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they all survived the crisis. Moreover, some firms mentioned the strengthening of their position in
the market. For example, Firm D bought out two companies of competitors: “during this covid
situation we also bought another meat shop, which was our competitors. We bought not just one
company, we bought 2 competitors. So, basically, we became the biggest player of quality meat sales
in terms of food stores, quantities, revenue and so on.”

Table 7. Self-assessment of organizational resilience on Case Firms

Firm Quotes
) “I would say that yes. We have already right now very experienced managers, but we had at
FIrM A | that time as well. We were not at panics we quickly used our skills. For closing business it
was also very challenging and we managed to do this very well. So, during second wave there
was no stress at all. | would say that yes, we are resilient.”
FiIrmB | “Yes”
FirmC | “Yes”

Firm D | “I believe yes. Also, the numbers show that. Because our company is small, so we can change
everything very fast. Because our business is very old, food business is very old in general.
You cannot change very much, you can’'t make another cow - meat is the meat. It is the method.
Is it fresh, is it frozen or is it dry? It's 3 different things. Because still, the difference is how
you reach your customers, how many problems do you make to reach them. People nowadays
don't want any problems, they want everything to be easy.”

“Yes, she is stable. When it all started and there was no money, we were not prepared. But the
second time everything was better and with finances, we saved up money in order to pay the
employees 100%. But the first time it was a shock. Probably, this covid gave us that now we
are ready for different situations.”

FirmE

In the research, a significant role is given to analyzing the self-assessment of enterprises of their
activities during a pandemic. This allows collecting information about what firms consider success
factors for overcoming the covid crisis. Indeed, self-esteem is always limited. That is why an external
assessment is carried out, which is more objective. However, information obtained directly from
inside the enterprise helps to formulate a complete picture in understanding what allowed the
represented enterprises to survive, adapt, and sometimes even grow in turbulent conditions.

Based on the companies' self-assessment, we can identify certain success factors that the
representatives of the enterprises mentioned (see Table 8 below). Firm A mentioned such factors that
allowed them to successfully survive the crisis as previous experience of crisis, personal characteristic
of the leader, positive orientation to the future and government subsidies.

Firm B was focused on reorganization of all processes in order to improve efficiency. The system of
discounts has been tightened or completely removed, which has improved the company's financial
resilience. It allowed reducing costs. The company also revised its lending policy to business clients.
This led to an increase in operating profit, which positively affected the company's activities.

Firm C pointed out the importance of relationship and communication with the team. Team
orientation gives opportunity to discuss situation with the team and provide appropriate support. For
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firm C was vital to involve staff in strategic and tactical planning. Team orientation helps to create a
sense of safety and security in people. It creates a positive atmosphere in the team and motivates
employees to adapt quickly and learn new competencies. Each team member knows that he is
valuable, and the firm does not plan to cut him because of the crisis. Adaptation and agility are
extremely important in the unpredictable situation.

Firm D express point of view about significance of high quality service. Especially firms engaged in
the retail of essential goods should emphasize service. The task of the enterprise is to make life easier
for the consumer by discovering the client's needs. It is important to monitor consumer behavior and
detect trends in time. The firm improves the quality of marketing and attracts new customers. With
the advent of the pandemic, people tried to lead a healthier lifestyle in order to protect themselves
from the virus. This trend has led to an increase in demand for healthy food products. Also, people
have become more likely to cook at home because of the pandemic. The discovery of this trend
allowed firm D to increase sales and double in size significantly.

Firm E confirms that without government support and subsidies, it would be challenging to survive.
Team orientation has also paid off. The firm held on to every employee and laid off no one during
the crisis. The launch of the e-commerce store has dramatically strengthened the company's
sustainability. Although the opticians continued to work, the shopping centres did not function at full
scale, which significantly reduced the flow of people. E-shop is allowed to keep sales at
approximately pre-Covid levels. This was facilitated by the expansion of the range in the online store.
Also, cooperation in advertising with other companies with an e-shop made it possible to attract a
new audience of buyers. The principle of synergy allows increasing sales through the e-Shop without
significant investments in advertising.

Table 8. Success factors of enterprise to be resilience during COVID-19 crisis

Firm Success factors Quotes
Firm A | Experience of | “I would say that basically, experience of management. Because
management everybody has already went through 2008 financial crisis.”

“You know that everything is temporary, so you don’t panic and then

Stress resistance you try to think about the better future.”

Positive orientation | “1 really operate, maybe the best in those very tense situations.”

“This calmness and knowing that it won’t last forever and that in

Government general | know everything will be good.”

support o ) )
“Government support started to kicking as well, so this was also kind

of very good insensitive not to fire more people or not to panic more.”

Firm B Reorganisation “We revised all our processes in terms of efficiency.”
processes
“we looked after the loans of our clients, did not give loans, strictly
Financial looked at the length of the loan (if earlier the loan was given up to 21
rearrangement days, now it has been reduced to 10-14 days), looked after our cash
flow...”
Adaptation and “And the second point: we made fewer discounts. This allowed us to
agility protect ourselves from losses and, in general, even improved operating
profit.”
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FirmC Communication “The most important thing is relationships and communication with the
people you work with.”

Strategic planning
“It is important not to get confused, thinking over plans and steps,
Adaptation and inviting everyone for this, so that everyone has their new roles and
agility quickly adapts. This situation has changed every day, every month over
the past 2.5 years, and well-established communication and distribution
Team orientation of new jobs and competencies that people were trained in was the biggest
strength.”

“Furthermore, we could not refuse a single person because the company
is a giant organism with all the organs, and when everything is fine, it
will quickly recover. However, when someone leaves, then it takes time
to gain competence. We understood that and did everything possible so
that people would not leave.”

Firm D Customer “Slight change to reach the customers meanly.”
orientation “It depends how you reach the customer. | believe this is the main
) aspect.”
Problem solving
business “Also, people, | believe they tried to be healthier, because of the virus.”
“People nowadays don’t want any problems, they want everything to
be easy”
Firm E Government “That we received support, subsidies from the state, that's for sure.”

support
“This is that we did not lay off employees and it was very good, and
Team orientation then we saw from our competitors that it is very difficult to bring back

employees.”
E-commerce “It also helped us that we had an e-Shop and could still trade and even
decided that we ordered glasses on the Internet, which is of course very
Cooperation difficult, but with a prescription it is possible. We used to sell contact

lenses, drops, but during the covid period we also supplied frames.”

“We ... did advertising with other companies that also have an e-
shop.”

4.2. Leadership factors

According to the conceptual model, the resilience of an enterprise largely depends on the leader's
characteristics. Since it is the leader who influences the organization the most, his behavior during
the crisis determines the ability of the enterprise to overcome difficulties. One of the critical elements
of leadership is trust. The more a leader is trusted, the more people are ready to follow him. In a crisis,
each employee faces a choice of how to act. If the leader is trustworthy, the team unites and is ready
to overcome obstacles for the firm's success. Firm B highlighted “this is the basic thing, without trust
there is no leadership. Because the only way you become a leader is when people trust you, if you did
not let them down, didn’t deceive them and helped your person or people”. Entrepreneurs were asked
how much the resilience of the enterprise depends on the leader (see below Table 9). Absolutely all
respondents agreed that the organization's resilience depends entirely on the leader. Adaptability and
flexibility are also key to resilient performance. Since employees have to act according to the situation
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in unforeseen circumstances, employees must be sure that the boss is ready to make a quality decision
quickly.

The most important element is taking care of the team. Theodore RooseveltJohn Maxwell likes to say
— “People do not care how much you know until you show how much you care about them”. That is
why the critical task is to take care of his team in an environment of uncertainty and instability. This
idea is supported by the experience of Firm B, which has strengthened the employee's sickness
protocol, also paying full insurance for every employee, from the janitor to the CEO. Management
claims that “people began to listen, and there was no single case when we could not cope. This
initiative came from our owner because he wanted to protect people from covid”. Firm E also stressed
that it is the leader's job to ask how employees feel every day. Firm A noticed that the leader's task is
also to convey optimism and confidence in a positive outcome. CEO of firm D absolutely sure that
“if employees in your company don’t trust you, the company will just collapse. If employees don’t
trust you, they don’t trust also the company. If they don’t believe what you are doing, what you are
speaking, they will do whatever they want”.

The study results fully confirm the theoretical models, which singled out leadership as one of the key
factors. Namely, organizational resilience strategy frameworks from the consulting and research
group “Resilient organizations”. Leadership and organizational culture are at the top of the pyramid
(see Figure 4). Also, De Oliveira et al. (2013) see leadership and a trustworthy environment as two
key areas in enterprise resilience.

Table 9. Correlation between leadership and resilience

Firm Quotes

Firm A “I would say that very much depends. How you react. During bad times, first of all to
whom people look at leader — how he behaves, what he does. They look at his
actions, because they try to see if he is calm; then everything will be okay. And | try
to develop that and to translate that to people that all will be good, we are safe, and
we will be okay.”

Firm B “T will 100% say yes, because when they find themselves in crisis new situations,
people look to the leader, people who have a big impact in their work and personal
lives.”

Firm C “I have my team, all in their parts, competencies, and departments. Previously, we did

not have time for this, but now, after the pandemic, we bring it out and show people
that it was not the CEO who did it, but all the store managers are leaders.”

Firm D “I believe it’s very important to make it fast, to be a leader, just to understand the
whole situation, all the background, not just be in your situation and focus on your
thing. You have to think about how people are reacting, how they see everything,
how they deal with everything and basically just speak with the employees.”

FirmE “100% it is. The leader is the main person, and if he does believe that everything will
be fine and that the plan is good, he must motivate people with his employees who
were at home and did questionnaires every day, how do you feel and what can be
done.”
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4.3. Strategy adjustment factors

According to the conceptual model, the next group of factors is strategy adjustment factors. This
block corresponds to the theoretical frameworks Hillmann and Guenther (2021), Stephanie Duchek
(2019) and Deloitte (2021). In this block of the questionnaire, questions were presented that relate to
digital transformation, customer focus, and changing the scale of the enterprise. Entrepreneurs'
answer to this set of questions is significant because it shows how ready the company is to adapt and
edit its strategy under a crisis. Any crisis hides both threats and opportunities. Therefore, the
adjustment of the strategy in a crisis is necessary. It is the right strategy at the right time that brings
results. The ability to objectively assess the external environment and quickly change the enterprise's
strategy significantly affects the enterprise's resilience.

One the most successful cases firm D emphasized that “the whole company was changed, I believe
in one year ”. Firm D used time of pandemic to bought competitors and to “became the biggest player
of quality meat sales in terms of food stores, quantities, revenue and so on”. It shows how whole
strategy of enterprise was changed. Owner mentioned that the company used the opportunities that
came with the advent of the pandemic to buy out the companies and assets of competitors at a low
price. The firm introduced a lot of new products, changed also the whole sales system, started to sell
more to the HoReCa. Also company entered to the supermarkets with another cheaper brand.

Answering the question about adjustment of strategy Firm E mentioned that the shareholders have
just started this process, and firm have followed in changing strategies, and this process still
continues. “We now have a completely different mission and vision - this is to expand and open new
sale points. It is all planned out in time for the coming years”. So firm E even have changed totally
mission and vision. Top manager said “the pandemic gave a nudge to the revision of the strategy”.

4.3.1. Digital transformation

The importance of digital transformation during COVID-19 pandemic cannot be overstated. The
creation and development of e-commerce and the expansion of the company's online presence made
it possible to replenish sales during the lockdown. The company's full-fledged online trading
depended on the presence of an electronic platform. Although not all of the cases presented were
closed during the three lockdowns in Lithuania, people's flow decreased significantly in general. The
decrease in offline shopping is due to government restrictions on the number of people indoors and
consumer fear of the virus.

Table 10. Digital transformation of case firms

Firm Firm A FirmB FirmC Firm D FirmE
Launched
ecommerce *
platform

Improved

ecommerce * * *
platform
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Firm Firm A Firm B Firm C FirmD Firm E

Created
website *

Expanded
presence on
social media

* *

* % %

Digitalization
of processes *

The digitalization of business has helped mitigate the effects of lockdowns. The digitalization has
ranged from the rise of online sales and e-commerce to the broader use of technology to increase the
productivity of your business, provide your products/services or create new products and services
based on technology, including those that support further digitalization of the economy. In addition
to reducing costs and increasing efficiency and productivity, it can make business and the economy
more inclusive. The launch and development of e-commerce platforms partially made it possible to
partially compensate for lost sales. As shown in Table 10, all of the firms represented have undergone
a digital transformation to some extent.

Firm A did not have even website and web sales before pandemic of COVID-19. So again, covid
nudged to creating a website, launching web sales, and expanding its presence on social media. From
a complete lack of online sales to covid, the firm was able to regained a quarter of sales online in a
short time (see Figure 6).

Firm B implemented electronic document management and launched a new e-commerce platform.
Electronic document management increased the efficiency of processes in the enterprise and
accelerated decision-making and implementation. The company had a website even before covid, but
it required significant improvements with the onset of the pandemic.

Even before the pandemic, Firm C began preparing e-commerce platforms in 4 countries where the
company operates. A development team has been assembled. They even managed to launch the
platform in Lithuania before covid, but it needed to be filled. The pandemic has significantly
accelerated the process of digitalization of the enterprise. With the help of enormous efforts and
investments, the share of online sales has increased to 50%.

Firm D used the e-commerce platforms of other companies such as Wolt and Lastmile. However, it
also launched its own website on which the assortment was wider, which motivated customers to use
it. Despite the cumbersome design, consumers still ordered the product this way. The company
diversified its distribution channels, which resulted in a significant increase in sales (see Figure 6).

Firm E has significantly expanded its range for sale on the Internet. With the help of the e-commerce
platform, which has been updated and improved, it is now possible to buy not only lenses but also
glasses and frames. Significant investments in web sales have brought results - the share of online
sales has reached 70% (see Figure 6).
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Table 11. Digitalization of firms during COVID-19

Firm

Quotes

Firm A

“E-commerce, the web sales of course was the main change that helped our company to
have additional possibilities. It changed the way that we always think of what happens
if we are closed, then we need another kind of resources of income”.

“it was only 2 years ago, but we did not have web sales at that time. Meaning that we
had no normal web page. So, you can imagine that we put huge money and huge efforts
in order to create e-commerce platform and we are trying to develop it. During second
wave we weren’t happy with the page itself, but in general we had already regained about
20-25% of turnover through web page...This was one of the main goals actually or main
outcomes of pandemics, that we created ways to have turnover in other ways as we used
to have”.

Firm B

“But as for digital, we switched to electronic documents and opened an electronic store.
Previously, the site also existed, but it was not developed - only 15% of our clients used
it, the other part made orders from an employee who physically visited them, and the
third part - in the call center. But after covid, the number of orders through the site
increased by 2-3 times, up to 50%”".

Firm C

“We began to invest a lot in online sales; before the pandemic, we prepared a platform
that would work for us since we have many warehouses for goods. ... And before the
pandemic, we had just started from this platform in Lithuania. In all countries [where
Firm C is working], we had prepared but not launched online platforms. For half a year,
we launched country after country, retail brand after retail brand, every month we had
new online stores, and of course, they had zero turnovers. We have invested a lot in
marketing to raise them.”

Firm D

“We moved to delivery which is also with a web shop. But we also started to sell
products in other platforms such as Wolt, Bolt and there is one local player in Lithuania
is Lastmile which is also fast food delivery. They have some kind of web shop, where
you can buy from different shops, and you get delivery in 2 hours. Instead of creating
our own digital web shop we decided to become part of the other companies.

What we differentiate that in our own website we have more products that in Lastmile
and Wolt, just to make sure that people are coming to our own web shop, where we have
bigger assortment of the products. We started (web portal) in the pandemic.”

FirmE

“It also helped us that we had an e-shop and could still trade and even decided to sell
glasses on the Internet, which is very difficult, but it is possible with a prescription. We
used to sell contact lenses and drops, but during the covid period, we also supplied
frames. We took many photos, put them on the Internet, and did advertising with other
companies that also have an e-shop. We always had an e-shop, but turnover increased,
and we put more photos during the pandemic. We wanted to develop an e-shop for a
long time, but the covid gave us a nudge that we did it anyway”.

“The e-shop was improved, a new platform was made, and a lot of work was done”.
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Fig. 12. Increasing online sales in firm cases before and during pandemic (in %)

An important factor in the success of enterprises in the context of covid was the expansion of their
presence in social networks. In addition to brand promotion and customer awareness, some businesses
have used social media as a sales platform. For example, Firm A recruited local celebrities,
influencers, and sportsmen to promote on social media. The company paid much attention to
marketing. At the beginning of the lockdown, when no one knew how long it would last and the
company did not have a website or platform for e-commerce, it was social networks that became a
temporary sales channel. Even Firm B, which has a non-public policy, has created a page on LinkedIn.

Firm C started working on Facebook. The company imitated the competition by creating early pages
aimed at audiences with different purchasing power. Firm D also used social media to trade.
Customers of the company's web portal could place an order through Facebook and Instagram. Firm
E placed particular emphasis on the development of social networks. The company actively
cooperated with other enterprises to create a synergy effect in the media space. The company held
draws, contests, and promotions on social networks.

To sum up, all respondents highlighted that their firms tried to be active in social media from the
beginning of pandemic. Some of them even successfully used social networks as channel of sales.
Even if company before pandemic was non-public, the covid nudged to create at least pages on social
media which showed that every company understood the importance of connection and
communication with customers in the crisis situation.

Table 12. Expansion of social media presence

Firm Quotes

Firm A “We also strengthen another internet channels (Instagram, Facebook). We are very active
in social media. | believe in marketing very much, so we looked at it a lot. Working with
local people. Even though we work with global brands, but we really strategized in order
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to bring closer those brands. It can be done only by local influencers, local people, local
celebrities, of course local sportsman, because we are a sport company. We always
support local sports. Being active social media helped us even when we didn’t have our
web page. It is very funny, but we tried to make sales even through messengers. It was
very crazy, first month of pandemics was very crazy time. And we managed to make some
sales actually. We did not know when this closing will finish, so we had to sale all the
stock that we have, because it would become very old stock, and nobody needs old stock.”
Firm B “We have an internal policy coming from the owner that he does not like to communicate a
lot about the company. If we talk about publicity, then we opened profiles in Linkedin. Such
communication as other companies, for example, buy articles on serious business portals,
we did not do this.”

Firm C “We did not start developing a separate sales channel. We have online, and we started on
Facebook, not on Instagram. What we did: all traffic from all resources was sent to our
online store. We have several networks that sell similar goods. We imitated competition.
That is, for a contingent that has one salary, we are invited to one page and others to
another.”

Firm D “We started (web portal) in the pandemics. At first it wasn’t web shop as you understand.
We just needed a manual or a list of products that we had in our shop, list and the prices.
We were changing that list every week. You just can choose by the list and order straight
by phone or sending the word on the email and sending the order by Facebook or
Instagram. It was very old and wasn’t very easy for customers to order it. But still because
people wanted to have high quality, fresh products, they ordered even when the system
wasn’t very easy”’.

FirmE “Yes, we have expanded our social media presence. We also launched ads, and we even
had partners who sold something, and they gave us gifts so that we put ads from them for
our clients and they from us. And they changed every month or two; we worked in such
way with sellers of cosmetics, home fragrances”

4.3.2. Customer centricity

Another group of factors that were highlighted in the conceptual model was customer centricity.
Attention to the client's behaviour, support of connections, and communication are critical in a crisis
for enterprise resilience. Since the enterprise's existence depends on consumers, it is vital for the firm
not to lose contact with customers, especially regular ones. That is why crisis conditions are an
opportunity to strengthen communication with the client. Some of the presented firms offered a
system of discounts and promotions.

As the largest of the companies represented, Firm B tried to use the time of the pandemic to build
mutually beneficial relationships with customers. For example, deliveries to business customers were
made less frequently but in large quantities. This allowed the company to reduce costs, thereby
improving operating profit. On the other hand, the company was very attentive to new customer
requests. When the country did not have enough medical masks and disinfectants, the company
ordered from China, brought on planes, and delivered them to hospitals and regular customers. So the
HoReCa segment, which switched to takeaway food and quickly needed beautiful disposable
packaging, has greatly developed this area (disposable packaging).

Firm C became more active with marketing and promo marketing. This is due to the rapidly changing
environment. Therefore, in order to remain competitive and attract the attention of customers, the
company held promotions that were updated almost every week. The Human Resources Department
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has developed a unique customer service program for those who work in stores. The company
conducted 3-week training, which continues to this day. The purpose of the training is to understand
the client and learn quality service methods in a crisis. The company taught employees how to calm
themselves down because there are different situations with clients: misunderstandings, people have
become even more anxious because of increased unrest.

Company E also revised the standard of customer service with the advent of covid. Consumers
became more demanding and had a request for instant service. A new customer service standard has
also been adopted to bring customers back to physical stores. Therefore, a significant emphasis was
placed on working with service, service, and the provision of more services. Services have been
added, and the quality of service has been improved. For example, the firm now provides services to
an ophthalmologist who checks clients' eyesight. Since this service cannot be carried out online, this
should motivate customers to come to stores.

Table 13. Importance of customer focus for firms

Firm Quotes
Firm A -
Firm B “We have accustomed the client to us, but it is also beneficial for the client (he pays

less). From the good for customers - we have expanded the range. We have many clients
from HoReCa switched to takeaway food and they quickly needed beautiful disposable
tableware and we have greatly developed this area (disposable packaging). When there
was a shortage of medical masks and disinfectants in Lithuania, we ordered from China,
brought them on planes and delivered them to hospitals. Later, we found a cosmetics
manufacturer that refocused on the production of disinfectant solutions for surfaces and
hands.”

FirmC “We have become more active with marketing and promotional marketing. It was more
active than in retail stores, because everything is fast online: you can show it and in two
or three days it is all outdated...Let's say you did monthly promotions, and then you need
to quickly throw them away and if they don't work, then change them. You cannot stop
this monthly promotion, it needs to be quickly redone, changed. According to the laws
of the European Union, it remains for as long as you promised, whoever wants can use
it, but in order to attract attention, it was necessary to work very quickly. ...if we
discussed our sales once a week, so in the first month we discussed twice a day, then we
switched to once a day, and until we corrected the situation, then this time a day
remained. Hence, flexibility, communication and competence increase.”

Firm D “During the covid we let in into our company one sales manager just to reach the
restaurants and the other companies, but basically we didn’t changed anything with the
end customers, those which we are using the food for themselves.”

FirmE “After covid [lockdowns], we revised the customer service standard, adopted a hew one,
because covid told us how difficult it is to return customers to stores and we need to
work with maintenance, service, provide more services. For example, now we are trying
to make sure that every day when a client comes we have a doctor who checks him, since
this service cannot be done online, and that people come to stores for this. That is, we
increased not the quantity, but the quality, they began to look at microscopy. This service
is paid, but we have added a service and improved the quality of service. Sometimes it
takes 20 minutes for one client, but we do a full check. Right on the ground we have
specialists ophthalmologists.”
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4.3.3. From local to global or vice versa

Along with high risks, the pandemic has also expanded opportunities for companies. First of all, this
is due to the digitalization of business, which has created favourable conditions for entering new
markets. Many companies have launched their e-commerce platforms, which has made it possible for
people from different countries to place orders. This trend has pushed some businesses to launch in
new markets. For example, Firm E decided to expand its activities to the Polish market with an e-
shop. We plan to expand to other countries: “We also decided that in Lithuania and Latvia we will
open five new stores every year - this is a strategy to expand in our market and go to other countries
with the e-shop.”

On the other hand, the pandemic has created several problems for some companies, including with
supply chains. For example, Firm B, a significant importer operating in the Baltic market, ordered
some goods from Italy. Since Italy was hit hard by the epidemic, the company had to look for other
suppliers or intermediaries or even wholly replace products.

For C firms, the pandemic prompted a rethink of their foreign market strategy. Right before the
pandemic, the company entered the Finnish market. Before the pandemic, the focus was on working
in offline stores, and a large store was rented. But with the beginning of the pandemic, the CEO
emphasized, “We see that if there was 30% of online sales and the rest was in retail, now it has
changed dramatically, that 50% can be sold online. This is how the pandemic affected the Finn.”
Micro companies such as firm D did not enter another market, but rather increased their work on the
local one, which brought significant dividends and doubled the company.

Table 14. Shift from local to global
Firm Quotes

Firm A “l would say e-commerce and web page it was the shift. We didn’t put our attention to
that before but right now we put a lot of attention to this”.

Firm B “I wouldn't say nothing has changed in this regard. We have never entered the global
market, we are just importers and we work in the Baltic market. But some other suppliers
of goods have appeared. Because, if earlier we ordered some goods in Italy, and it
suffered greatly as a result of the epidemic, then we had to look for other suppliers or
intermediaries, or else completely replace the products”.

FirmC “Just a year before the pandemic, we entered Finland. ... We went there and immediately
the pandemic began. Of course, we did not have time to leave much effort there, because
a new business needs to earn a name, a channel, an assortment and a service standard to
work out. Therefore, we put a lot of effort into getting our positions back. Now we are
already reworking the strategy, because the client in Finland has changed, they have
gone online more. ... we began to develop a new strategy, new working methods, how to
gain a foothold there”.

Firm D “We are working only in Lithuania.What we did, we also bought one company in Poland,
but not this totally different. It also working with meat, but not in this business”.
FirmE “Yes, now with the e-shop we are going to Poland and other countries from this year ...

This is a new service for customers and we need new specialists, new equipment. We
have already made this decision and signed agreements... We also decided that we will
open 5 new objects in Lithuania and Latvia every year - such a strategy to expand in our
market, and go to other countries with the e-shop”.
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To sum up, the pandemic of COVID-19 nudged many enterprises to launch e-shops and websites.
The electronic platforms give opportunity for many companies to sell products not only on the local
market but also global without any special preparation or additional costs. So after observing and
estimating this opportunity, some firms made a decision to expand an activity the company to the
international market. According to organizational resilience strategies (Seville et al., 2015),
successful assessment and use of opportunities to expand sales markets, including the international
market, contributes to the financial resilience of the enterprise and compensates for lost sales due to
lockdowns. Seville et al. (2015) highlights that one out of seven core principles of cultivating and
building resilience is to seek opportunities despite risks.

4.4. Networking factors

According to almost all the mentioned theoretical models of organizational resilience of enterprises,
networking and social factors significantly affect the ability of an enterprise to survive, adapt and
grow during a crisis. According to Asgary (2020) researchers emphasized the significance of social
connections and the creation of non-formal support networks for organizational resilience. Social
capital could include local as well as international connections. According to conceptual model of
organizational resilience by Stephanie Duchek (2019) social resources is one of the main source to
cope during the unexpected event. According to Consulting and research group ‘Resilient
organisations” (2019) model organizational resilience consist of 3 interdependent attributes and one
of them is networks & relationships. So almost all researchers agrees that networking factors is
extremely important for organizational resilience of enterprise.

According to the conducted semi-structured interviews, 4 out of 5 enterprises placed a strong
emphasis on building new partnerships and connections. It is noteworthy that the development of new
collaborations and the acquisition of new partnerships was extremely important for medium and small
enterprises, while firm B, which belongs to large enterprises, was not interested in partnerships. This
is certainly related to the specifics of big business, which, firstly, has more resources to ensure its
own survival in a crisis than SMEs, and secondly, it has a tougher and more competitive environment.
Firm B mentioned that they “do not belong to any associations” and that they “don’t need”
cooperation because “in the market, besides us, there are a couple of large distributors, but inside
they don’t develop”. Top manager explained “we know that we are leaders and do not want to be
unfocused”.

Table 15. New collaborations and partners

Firm Quotes

Firm A “We started to work actively in retail association, together with other retailors which we
have never done before. We were working at those questions: How to deal with
government institutions, because there we needed to speak all as one in order to get
attention to some things that we really did not like and some that was not logic. So at least
we got partners at some questions together with other retailors which | was not in need to
contact before. It was useful.”

Firm B “We do not belong to any associations, in this respect we are quite closed. We know that
we are leaders and do not want to be scattered. In the market, besides us, there are a couple
of large distributors, but inside they don’t develop like that, so we don’t need it. Covid didn't
affect this setup of ours, so it stayed that way”
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Firm Quotes

Firm C “There were a lot of offers from market places, but we don’t need such competition, we
already work with them as distributors, we sell goods. In general, we have abandoned this
direction in our local countries, but we are looking for an opportunity to work in foreign
market places. And we are also looking for partners in other countries to whom we can offer
our assortment and who work according to our architecture and trade in our category.”

FirmD “the main partners was Lastmile, Wolt, Bolt. They were the partners and collaboration also.
So no any other cooperation that we have made”
Firm E “I wrote letters to schools so that if they needed, they would also buy in other stores that

have e-shops. Everyone was looking for partners so that this little e-shop for us would
expand and more people would know about us. With e-shop, this partnership continues.”
“We joined the retailers because it was easier to communicate with the state.”

Firms A, C and E, on the contrary, joined the retail association, which helped a lot in coordinating
and communicating with the state. It was the associations that helped retailers in Lithuania to get to
know each other. As the CEO of firm A said “lI was not in need to contact before”. The covid
pandemic has pushed for cooperation and new partnerships. Firm E was interested in expanding the
small e-shop, so it collaborated with other businesses to strengthen the e-shops. Company D, as a
representative of micro-business, has joined the cooperation with large electronic delivery platforms
such as Wolt, Bolt and Lastmile.

It is worth noting that, based on the answers of firm B, big business is not interested in partnership
and cooperation with small business, because it considers it to be “dispersal” (a waste of time), while
micro business firm D, on the contrary, tend to partner with big business.

Table 16. Communication with the many players

Firm Quotes
Firm A “We still communicate a lot with our consumer through social media, so this hasn’t
changed much.”
Firm B -
Firm C “I, too, like Firm A began to interact [with retail association], but | was not as active as he

was, because he had a problem with one company, and | had in several countries and could
not devote so much time. But of course, if | had not been in the association of politics, |
would not have known all this.”

Firm D No, because we are small. Of course, that’s not the reason just to be small and not to be a
part of civil society. We don’t do these things; I believe it’s useless. Why? Because I
cannot change anything. I don’t understand that. We always support some companies.
Even now we are supporting Ukraine with the war. We are supporting Ukrainian people
here in Lithuania, we are giving them food. Last week we went to Olimpus just to feed
almost 200 people on one day. So, we are supporting, we are working in the civil society,
but it wasn’t with the government.”

FirmE “Yes, we just joined retail during the pandemic, because it was not clear whether we
belonged to retail or to medical [association], so we joined retail. In optics, a lot depends
on the state, on medicine and its rules, how you can work during covid. We are strongly
connected with the Ministry of Health.”
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45. Environmental factors

According to theoretical models of organizational resilience, environmental factors play an essential
role in the resilience of an enterprise. So following the systematic literature review conducted by
Portuguez Castrol and Gémez Zermefio (2020), resilience can be summarized into critical factors,
one of which is the relationship with institutions. This includes the impact of different policies and
the interaction between social organizations and governmental institutions. Of course, environmental
factors are not in the field of influence of enterprises, but nevertheless this group of factors has a
significant impact on the activities of enterprises. A supportive environment greatly increases the
chances of surviving a crisis for businesses.

The Lithuanian government tried to provide comprehensive support to enterprises, especially small
and medium-sized businesses. The government has placed particular emphasis on compensation for
employees who have been sent on layoffs. The state motivated enterprises not to fire employees. It
was a highly successful initiative that kept the companies' human capital intact. The team played a
crucial role in the successful recovery of enterprises after lockdowns. Firms that took advantage of
compensation and did not lay off employees could return to pre-Covid levels exceptionally quickly.
Since the state introduced restrictions on the operation of shopping centers, shops on the premises,
and the permissible number of customers, it also provided partial compensation for rent. Also, a
program of interest-free lending was launched in Lithuania. An initiative to defer the payment of
taxes for businesses has also been launched. In addition, the state provided information support for
businesses regarding restrictions and the rules for the operation of enterprises during covid.

Except for firm D, all firms benefited from state support in one form or another. All respondents
confirmed that it was helpful and even life-saving for their enterprises. Company D could not use it
because the covid period was highly successful for this company, which not only did not lose turnover
but, on the contrary, increased and doubled it. CEO of firm D admitted “usually companies get this
[government support] because their revenue, turnover is gone down. And our turnover just went up,
so we couldn’t even reach those support from the government. We couldn’t show the numbers and
prove it.” Although Firm D has been highly successful even during the lockdowns, the owner noted
that they received rental compensation from the landlords: “we received it from the companies which
are renting their place. So it was just from their own perspective, not from the government [individual
support from the owners]”.

Firm A used to get 2 million euro for the last two years of pandemic: “One was government support
for a rent, because we had very hard times negotiating with landlords. This was one of the most
stressful frustration. And we had employee compensation, work places compensation”. Before the
pandemic in 2019, firm A had a turnover of 36 million euros. Consequently, about 5.5% of the
company's annual turnover was compensated by the state. Of course, this significantly affected the
ability of Firm A to overcome the crisis. The company increased its turnover by more than 20 percent
within two years.

As representatives of big business, Firm B noted that they only used compensation from the state
compensations for workers who were sent to idle time during the first quarantine. About 20 people.
Finally, a company representative noted that this was not significant for such a large company
“because we lost more from the HoReCa restriction than we received compensation from the state”.
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Although this is not commensurate with the losses, it was still good for workers who received
payments and did not lose their jobs.

Company C has taken advantage of almost all types of state assistance during covid. Although stores
were closed this year during the pandemic (in Lithuania for three months), the company lost sales by
10% compared to 2019, but profitability increased three times thanks to investments. The CEO notes
that they took advantage of “the right from the government to lend money on an interest-free loan,
and we properly invested this money.” the interest-free loan was a beneficial government program.
The head of firm C also mentioned that deferred tax payments helped a lot. The firm also received
rental compensation, although “the rent support was very short term.” Summing up government
support programs, the executive says, “what helped the most was job retention assistance and working
capital support, tax breaks.”

Moreover, the CEO of company C emphasized “we, as a responsible business, used this loan until
February, when our financial year ended and we saw that we got on our feet, then, although it was
beneficial for us, we said this: “The government needs this money more. Thanks to them, we took
advantage, our situation has normalized and we can repay this loan in full.” And we did it, although
we had the opportunity to return it before the end of 2023, but we did it earlier.”

Company E believes that the main success factor why they survived the crisis was “the fact that we
received support, subsidies from the state, that's for sure. This is that we did not lay off workers, and
it was very good, and then we saw from our competitors that very hard to get employees back.” This
is really a significant factor that allowed not to fire the team. Also, firm E received compensation for
rent from shopping centers “one shopping center paid off the rent by 20%, the other by 30%”. Support
from shopping centers was also a nice bonus, which was an indirect support from the state. Most
likely, the state provided assistance to shopping centers, which, in turn, did everything to ensure that
businesses continued to rent premises.

The conclusion is that government support is critical in crisis and uncertainty. It is equally vital for
the state to have healthy communication with entrepreneurs - to hear their needs and requirements.
The Lithuanian government has taken an extremely professional approach to support businesses
during the pandemic. This has kept many businesses afloat. Companies did not fire employees but
sent them on downtime thanks to compensation. The state program of interest-free lending had a
significant effect. In conclusion, we can say that environmental factors are extremely important.

Table 17. Government support

Firm Quotes

Firm A “We got about 2 million during all those two years that we operated. One was government
support for a rent, because we had very hard times negotiating with landlords. ... And we
had employee compensation, work places compensation.”

Firm B “As for state compensations, we used them only for people who were sent to idle time during
the first quarantine. But in fact, they did not save us much, because we lost more from the
HoReCa restriction than we received compensation from the state. These are not
commensurate amounts, but since we understand that it could not have been otherwise, then,
of course, this money is bread for workers.”
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Firm Quotes

Firm C “when we got out of the pandemic situation and the banks supported us and also received
the right from the government to lend money on an interest-free loan, and we invested this
money correctly.”

“As a responsible business, we used this loan until February, when our financial year ended
and we saw that we got back to normal position, although it was beneficial for us, we said
this: “The government needs this money more. Thanks to them, we took advantage, our
situation has normalized and we can repay this loan in full.” And we did it, although we had
the opportunity to return it before the end of 2023, but we did it earlier.”

“The rent support was very short term. What helped the most was job retention assistance,
as well as working capital support, tax breaks.”

Firm D “usually companies get this (government support) because their revenue, turnover is gone
down. And our turnover just went up, so we couldn’t even reach those support from the

government. We couldn’t show the numbers and prove it.”

“Yes, but for this companies which were impacted by covid. Because we were not
impacted (everyone was buying) we couldn’t do that. You had to show that you are not
working, you don’t have any turnover. Then you get the compensation. So, from the
government we didn’t receive it. But we received it from the companies which are renting
their place. So it was just from their own perspective, not from the government”

Firm E “We did not reduce the number of employees, but sent them to idle. We paid for it, but not
S0 much, there was also 50% of the payment in the first wave of covid ... This idle time
was covered by the state, we received subsidies from both the state and the shopping
center, so we did not lay off people.”

“There was support both in paying for downtime and in renting in the shopping center in
different ways, but mostly they were. One shopping center paid off the rent by 20%, the
other by 30%.”

4.6. Discussion and Recommendations

Discussion. As a result of the analysis, some interesting outcomes were identified. Organizational
resilience depends on many factors, which significantly increase the likelihood of an enterprise
overcoming a crisis. A significant part of these factors was discussed by researchers of organizational
resilience long before the coronavirus pandemic. However, some resilience factors have become more
relevant with the COVID-19 pandemic.

The most critical factors turned out to be leadership factors, team orientation, and government support
for business. Factors of digitalization of enterprises have become especially relevant during the
pandemic. The empirical analysis confirms the theoretical hypotheses about the key role of the leader
for enterprise resilience. Especially important is the leadership attitude to disruption, its
communication with the team, the ability to adapt, and broadcasting optimism and confidence in a
better future. Significant is the previous experience of going through crises and the crisis management
skills of the leader. Fundamental to organizational sustainability is the team's trust in the leader. The
leader factor significantly affects the survival of an enterprise during a crisis. The crisis has provided
an opportunity for leaders to take care of their employees. Those firms which communicated with
employees took out insurance, provided psychological support, and allowed them to work from home,
coping with the challenges of the pandemic at a high level. Another critical factor in the success of

56



organizational resilience was team orientation, those enterprises that tried to keep the team
successfully overcame the crisis. Enterprises sought not to dismiss employees but to send them to
idle times. Moreover, this only increased the team's trust and increased customer loyalty. Saving all
team members allowed the business not to lose turnover after the lockdown. In a crisis, an old
employee who does not require training is always better than two new employees.

State support has proved to be extremely important, especially in providing compensation for
employees. The Lithuanian government-provided rental payments, interest-free loans, and tax
holidays during the lockdown. Government support reduced the risk of bankruptcy for many small
and medium-sized enterprises. The pandemic has pushed businesses to join the retail association.
Communication with other players in the retail market made it possible to provide feedback to the
government regarding policies and restrictions quickly. It allowed many small and medium
enterprises to dialogue with the state and formulated requests and complaints. In addition,
participation in the association allowed enterprises to exchange experiences solving similar problems
faced by the retail segment. Active participation in the association's activities made it possible to
create new partnerships and collaborations, which was especially important during the crisis, as it
made it possible to attract new clients.

Another important factor is related to the digitalization of enterprises. Although not all interviewed
firms were closed during the three lockdowns in Lithuania, nonetheless, all enterprises started or
accelerated the process of business digitalization. The coronavirus pandemic has motivated
businesses to launch online trading through e-commerce platforms and websites. Companies have
also sought to increase their social media presence and even use it as a sales channel. The launch of
e-commerce platforms has also enabled businesses to enter new markets. The share of online sales
could reach 70%, so it was essential to have a high-quality platform that would allow you to fulfil
orders quickly.

Adjustment of strategy, flexibility, and rapid decision-making also occupy an important place in the
organizational resilience of enterprises. During the lockdown, the importance of focusing on the client
cannot be overestimated. Resilient enterprises observed changes in consumer behaviour, caught
trends, and quickly responded to market demands. There were improving the quality of service,
providing additional services, expanding the range, promotions, and contests helped not lose
customers. The revision and updating of the strategy have been vital to the resilience and
sustainability of the enterprises.

Recommendations. The findings of this empirical research have important implications for practice;
thus, several suggestions will be provided for Lithuanian retail enterprises according organizational
resilience cultivation and building.

Leadership. The research showed that leadership factors are critical to the organizational resilience
of an enterprise. That is why businesses should invest in the development of leaders. The leader sets
the atmosphere in the team. The leader creates a culture of solving problems and challenges by leading
by example. For the enterprise's survive in a crisis, the leader must have a high level of trust from the
team. A crisis is a chance to strengthen the team by showing concern for employees. The preservation
of employees' jobs largely determines the ability to quickly adapt to the post-crisis period. The higher
the quality of the leader, the greater the likelihood of successfully overcoming the crisis.
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Leaders need to do everything to develop communication with the team and build trust in the leader.
A leader needs to develop a positive mindset and attitude towards crisis situations. See every crisis
as an opportunity. It helps not lose vigour in moments of difficulties and encourages and motivates
the team. The development of communication and transparency in communication between the leader
and employees dramatically enhances the resilience of the enterprise. That is why leaders are
encouraged to develop a democratic management style and horizontal communication. Involving
employees in planning and preparing a crisis plan significantly increases the motivation of employees
in the implementation of the program. During a crisis, a particular focus on the team is recommended.
It increases the likelihood of overcoming the crisis by the enterprise.

Strategy adjustment. The adjustment of the strategy in times of crisis is necessary. Acting according
to the old strategy in a changing external environment is destructive. Only adaptability and flexibility
can allow businesses to stay on the market. In the context of the covid-19 pandemic, the digital
transformation of enterprises has been a critical strategic change. Under the lockdown, e-commerce
was almost the only way to keep from going bankrupt. An enterprise with e-shops, websites, and e-
commerce platforms quickly adapted during the lockdown. It helps not to lose sales. Expanding
presence and being active on social media have also helped businesses not lose customers. To increase
resilience, businesses are encouraged to invest in developing e-commerce platforms, websites, and
social networks. The presence of an e-shop also allows expanding sales markets up to entering new
markets. Increasing the enterprise's sustainability directly depends on the digitalization of the
business. Investing in marketing and promotional marketing is also essential.

Another important point on which the change in strategy depends is the consumer's behaviour. Those
firms that carefully study the consumer behaviour and its changes in connection with the crisis are
usually more successful.

Networking. As it turned out, cooperation and partnerships play a significant role in the enterprise's
sustainability. So the more connections an enterprise has, the more likely it is to survive the crisis
successfully. Participation in the association of retailers significantly strengthened the position of the
enterprise, as it allowed the exchange of experience and sending joint requests to the state.
Membership in the association is significant for small and medium-sized enterprises that have faced
similar challenges. Communication with colleagues is one of the success factors of organizational
resilience.

Enterprises are encouraged to look for new partnerships and develop old alliances in times of crisis.
The cooperation and synergy effect can attract additional resources for the enterprise, which is
extremely important during a crisis. In order to improve the resilience of an enterprise in terms of
distraction, it is recommended to enter into associations and communicate with similar enterprises. It
helps to use the experience of other companies in solving challenges. It is also recommended to
communicate with many market players, including civil society, which helps maintain and acquire
the enterprise's reputation. Reputational losses are among the most devastating during a crisis.
Therefore, it is recommended that enterprises invest in strengthening their own reputation.

Environment. The external environment is traditionally one of the most influential factors that
determine the survival of an enterprise. During the COVID-19 pandemic, government support
significantly strengthened the company's retail business. Those enterprises that reasonably took
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advantage of state business support programs not only survived but also grew. Thus, one of the most
important elements of the support of the Lithuanian state to small and medium-sized businesses is
compensation for the retention of employees and rent. This made it possible not to lay off employees.
Enterprises that additionally used interest-free lending programs survived the crisis. Retail enterprises
are recommended to communicate with the state in times of crisis and use benefits, compensations,
and loans to improve the enterprise’s organizational resilience and sustainability.

Future research. The research has several limitations that may be corrected in future studies. Firstly,
the present research focuses on one industry in one country - the Lithuanian retail sector. Future
research should focus on a deeper analysis of a number of different enterprises from different
countries. Secondly, the questionnaire was focused on studying the success factors of organizational
resilience, analyzed in the theoretical part. Therefore, the results of the study cannot be generalized.
This will require additional research. Thirdly, the analyzed 5 cases are very few to make generalized
statements. Future studies should have more respondents to have a representative sample and
generalize the data. Although the present study included an analysis of both micro and large
enterprises, the results of the case studies are more typical for Lithuanian small and medium-sized
enterprises. In the future, it would be advisable to use quantitative methods in order to obtain
additional data on the success factors of the organizational resilience of enterprises. Further research
is needed to generalize.
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Conclusions

1. The main challenges that enterprises faced during COVID-19 pandemic were explored. Previous
studies showed that relevant research on the changes that service organizations need make in
order to survive, recover, and flourish under COVID-19 is lacking. There are also lack of
understanding of what organizational resilience factors contribute to SMEs success in the face of
crises and uncertainties. Despite the vital role of small and medium-sized enterprises in the
economy, SMEs are also particularly vulnerable in times of crisis. A significant drop in sales leads
to a drop in income and turnover of enterprises. Due to the loss of sales, businesses are forced to
lay off workers, which dramatically reduces the likelihood of a quick return in the post-crisis
period. Many businesses’ lack of alternative distribution channels has become a significant
problem during the COVID-19 lockdowns.

2. The organizational resilience strategies of enterprise for the survival, recovery and sustainable
growth during COVID-19 crisis were analysed. Although several studies suggest different
frameworks and classifications of key factors of organisational resilience, core features as -
attitudes towards the crisis, leaders qualities, enterprise characteristics, social & human capital,
institutional relationships and strategic management commonly mentioned by researchers. The
analysis of different theoretical approaches to organizational resilience, which are commonly
pursued by companies, provided a strong indication to declare that a variety of options affect the
enterprise. The review of previous studies reveals that a very limited number of works are devoted
to key factors in organizational resilience of enterprises. Therefore, it was interesting to
investigate the relationships between organizational resilience and a group of factors such as
leadership, strategy adjustment, networking, and environmental factors.

3. The research methodology were constructed for identification success factors of organizational
resilience strategies during the COVID-19 crisis for retail enterprises. Based on theoretical
solutions, a framework for organizational resilience of enterprises was developed, which included
such groups of factors as leadership, strategy adjustment, networking and environmental factors.
The data was collected from five Lithuanian enterprises in the retail sector. The empirical
exploration of the conceptual model was performed by applying a qualitative research strategy.

4. The empirical research of retail industry enterprises in Lithuania was conducted. The success
factors of organizational resilience strategies during the COVID-19 crisis were examined. Some
recommendations were provided. The resilience of an enterprise depends on many factors. Some
of the elements are determined by the external conditions of the crisis and the challenges faced
by the enterprise. The other part of the factors is a more constant determinant of the firm's
resilience. In the context of the covid-19 pandemic crisis, digitalization played a crucial role in
the enterprise's survival — namely, the search for alternative distribution channels or the
strengthening of existing e-commerce platforms, team orientation, government support.
Additionally, leadership and client orientation determine the ability of enterprises to overcome
crisis.
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Appendix 1. Semi Structured Interview Questionnaire

Semi Structured Interview Questionnaire

General questions:

What is the age of your company?

How do you estimate the impact of COVID-19 pandemic on the performance of your company?
How many employees did you have before the pandemic and how many do you have now?
What was the turnover of the company in Lithuania in percentage comparison in 2019 and 2021?
So did you have turnover decrease or increase in %?

Resilience questions:

According to one of the definition “organizational resilience” is “the capability to overcome
crisis...It is the ability to survive, adapt, and grow in spite of the crisis”. Do you think your
organization is resilient?

Could you provide some examples how your company adapt during COVID-19 pandemic?

Did you have special plan how to withstand disruptions?

What do you think the main success factors of enterprise to be resilience during COVID-19 crisis?

Leadership factors:

What do you think to what extent the resilience of an organization depends on the leader?

10) How your leader perform in the face of pandemic? Could you share some examples, please?
11) Could you describe your leader as adaptive person?
12) Do you agree that leadership of your company is trustworthy? Do you trust your boss?

Strategy adjustment factors:

13) Has your company's strategy changed since the pandemic began? How?

e Digital transformation

14) Did your organization move to digital? To what degree?
15) Has your company increased its online presence since the start of the COVID-19?

e Customer centricity

16) How important is customer focus for your company? Has it intensified since the pandemic?

e From local to global

17) Did your company change the scope of work? Perhaps you have become more focused on the

global market or vice versa on the local one?

Networking factors:

18) Has your organization started new collaborations since the start of the COVID-19? Did you get

new partners?

19) Do you agree with the statement that your organization communicate with the many players in

environment such as government and civil society? Please provide some examples?
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Environmental factors:

20) How different legislation things impacted your company? How economic factors such as decrees
of customers number or changes purchasing power impacted your company?

21) Did you notice any changes in customer behaviour since the start of the COVID-19 ?

22)Did your company in Lithuania receive any type of government support? (i.e. rental
compensations based on profit base financial calculations of previous years and or idle time
compensations) What was the impact of it and main fields it helped?
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Appendix 2. Results from the Empirical Research of Case A
General questions:
1) Could you tell in general about your company? What is the age of your company?

Company A —is a sport and goods retailer, the main retailer in Lithuania. We are international company which
under the brand [...] operates in 3 countries: Lithuania, Latvia, Estonia. But our main shareholder is [...]
company which operates in many world countries. So, if we are speaking about Company A, it operates in
Lithuania already for 20 years and we have under our company about 29 stores, physical stores in the main
shopping malls, but not only our brand. | meant those 29 stores are (these brands): Adidas monobrand,
Timberland, outlet stores. Our turnover is not rich only in Lithuania 50 million, but it will be close — 40, 43,
44. Next year we plan already 50 million euro turnover.

2) How do you estimate the impact of COVID-19 pandemic on the performance of your company?

Of course, it hit without any preparation. In general, | can say that we had two big waves, so for second wave
we were already prepared, if you consider that the first wave we operated by general management skills, by
most of your experience. Basically, we were preparing for the worst. | was quite happy what happened, because
the worst didn’t happen.

We had even 3 waves. First wave was in the middle of March, | remember exactly two years ago — 15th of
March was the first closing. We were closed for one and a half month, before the opening in May. Then the
second wave was the longest and the hardest, because we were closed 15th of December 2020. We have been
closed for almost 4 months. And the third wave which was quite big in case but already there was seen etc.
We were not closed last November, December. Even our country prepared already for this.

3) How many employees did you have before the pandemic and how many do you have now?

We have changed [the number of employees] only through first wave. On the first wave we had to fire them.
We fired about 100 out of 400. It was under uncertainty, when we did not know when to open. And after one
and half month we reopened. Basically, in first month we rehired everybody. Everyone from these 100
employees were taken back and even extra. People didn’t spend money during those one and half month and
afterwards they really wanted to spend, especially for sports, because people got tired from sitting home and
they tried to get into nature. When | say sports, | mean active lifestyle. Because we are not only sport retailer,
but we are also active lifestyle retailer. Right now, we have even more employees than we had before
pandemic. Right now, we have 420 employees. It changes time to time.

4) What was the turnover of the company in Lithuania in percentage comparison in 2019 and 2021? So,
did you have turnover decrease or increase in %?

Turnover is bigger. | would say that before pandemic we were 36-35 million, so right now it’s 43-44 million.
So, it’s 20% additional turnover.

Just to understand, we dropped during pandemics to 28 million, but then we get 40, it was one year of drop.
We were 4 months closed. We are not like a regular company; our financial year ends on 30 of April and starts
on 1% of May, so I’m speaking literally about the year that will finish in the end of April and | know already
that is going to be about 43-44 million.

Resilience questions:

5) According to one of the definitions “organizational resilience” is “the capability to overcome crisis...It
is the ability to survive, adapt, and grow despite the crisis”. Do you think your organization is resilient?

I would say that yes. We have already right now very experienced managers, but we had at that time as well.
We were not at panics we quickly used our skills. For closing business it was also very challenging and we
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managed to do this very well. So, during second wave there was no stress at all. | would say that yes, we are
resilient.

6) Could you provide some examples how your company adapt during COVID-19 pandemic?

We were looking for other ways not to lose turnover. This is very funny thing, because it was only 2 years ago,
but we did not have web sales at the time. Meaning that we had no normal web page. So, you can imagine that
we put huge money and huge efforts in order to create e-commerce platform and we are trying to develop it.
During second wave we weren’t happy with the page itself, but in general we had already regained about 20-
25% of turnover through web page. So, you can imagine. It’s not total zero, but it already shows that you can
get ¥. | believe if we would have better web page at the time. Which we created very quickly, and it wasn’t
S0 easy process. This was one of the main goals actually or main outcomes of pandemics, that we created ways
to have turnover in other ways as we used to have.

[Why didn't you have a website before?]

I was trying to push it as much as we can. It was in plans already. Actually, we already have hired personnel
for that purpose before covid. It was in progress, just we wanted to launch as best as we can, you know.
Pandemics just pushed us to work hard to launch it as soon as possible. So, | would say it was in progress
already.

7) Did you have special plan how to withstand disruptions?

One of your questions was if there was plan for this kind of thing to happen and from what I know, even those
companies who had some plans they basically could throw it away, because everything was really new.

8) What do you think the main success factors of enterprise to be resilience during COVID-19 crisis?

I would say that basically, experience. Because everybody has already went through 2008 financial crisis. In
2008 | was working in different company, and | remember very well myself and what we needed to do. Then
people as well in the management, they are also very experienced, they have worked during that crisis. It was
very important. All those experiences have left in your mind somewhere and you know what to do. You know
that everything is temporary, so you don’t panic and then you try to think about the better future. During these
times you need to hold yourself. 1 would say yesbasically, experience of management. | would say that at least
my ability to do .. | really operate, maybe the best in those very tense situations (Crisis manager). My goal
always is a turnover increase. This is my goal whatever in my life, but during crisis | operate as well very good.
This calmness and knowing that it won’t last forever and that in general | know everything will be good. And
then somehow there was uncertainty during some kind of a time, then government support started to kicking
as well, so this was also kind of very good insensitive not to fire more people or not to panic more.

Leadership factors:

9) What do you think to what extent the resilience of an organization depends on the leader?
I would say that very much depends. How you react. During good times people tend tobehave and good leader
does not need to bother them with nonsense interruptions and help them to develop. But when it’s bad, first of
all to whom people look at leader — how he behaves, what he does. They look at his actions, because they try
to see if he is calm; then everything will be okay. And | try to develop that and to translate that to people that
all will be good, we are safe, and we will be okay.

10) How your leader performs in the face of pandemic? Could you share some examples, please?

11) Could you describe your leader as adaptive person?

Of course. | believe it’s one of the main abilities that you need to have. You need to adapt always, always,
always.
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12) Do you agree that it is important trustworthy leadership in company in order to be resilient?
Of course. | would say that 10/10 it’s important.
Strategy adjustment factors:
13) Has your company's strategy changed since the pandemic began? How?
Yes, we started e-commerce platform.
e Digital transformation
14) Did your organization move to digital? To what degree?

E-commerce, the web sales of course they changed. This is the main change that helped our company to have
additional possibilities. It changed the way that we always think of what happens if we are closed, then we
need another kind of resources of income.

15) Has your company increased its online presence since the start of the COVID-19?

We also strengthen another internet channels (Instagram, Facebook). We are very active in social media. |
believe in marketing very much, so we looked at it a lot. Working with local people. Even though we work
with global brands, but we really strategized in order to bring closer those brands. It can be done only by local
influencers, local people, local celebrities, of course local sportsman, because we are a sport company. We
always support local sports. Being active social media helped us even when we didn’t have our web page. It
is very funny, but we tried to make sales even through messengers. It was very crazy, first month of pandemics
was very crazy time. And we managed to make some sales actually. We did not know when this closing will
finish, so we had to sale all the stock that we have, because it would become very old stock, and nobody needs
old stock.

e  Customer centricity
16) How important is customer focus for your company? Has it intensified since the pandemic?
e From local to global

17) Did your company change the scope of work? Perhaps you have become more focused on the global
market or vice versa on the local one?

I would say e-commerce and web page it was the shift. We didn’t put our attention to that before but right now
we put a lot of attention to this.

Networking factors:

18) Has your organization started new collaborations since the start of the COVID-19? Did you get new
partners?

We started to work actively in retail association, together with other retailors which we have never done before.
We were working at those questions: How to deal with government institutions, because there we needed to
speak all as one in order to get attention to some things that we really did not like and some that was not logic.
So at least we got partners at some questions together with other retailors which | was not in need to contact
before. It was useful.

19) Do you agree with the statement that your organization communicate with the many players in
environment such as government and civil society? Please provide some examples.
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We still communicate a lot with our consumer through social media, so this hasn’t changed much.
Environmental factors:

20) How different legislation things impacted your company? How economic factors such as decrees of
customers number or changes purchasing power impacted your company?

People need to wear masks of course, but people got used to mask. Maybe first of all it was a change that
people didn’t like, but right now | believe that everybody is doing and government is already thinking even of
removing the last limitations of that. People got used to it.

21) Did you notice any changes in customer behaviour since the start of the COVID-19?

People tend to go less to shopping centres. We got a lot of sick people even when we were not closed and even
right now, we have 4-5 thousand cases per day, so you can imagine that 5*7=35 or even 50 thousand of people
needs to stay at home at very exact moment and these are your consumers, potential consumers. What | feel is
that people tend to go a bit less to shopping centres, but during that one visit they buy more. The basket of
them is bigger for 20%.

I would say that consumer behaviour did not change in a way that they buy more online, we weren’t online.
When the person goes to the shopping centre to visit, he maybe thinks ‘if | go less than the possibility to get
covid is fewer’ so then you need to use the chance that you are there, so you can buy as much as you need and
then basically you can stay at home. So, | would say that some kind of mentality changed.

22) Did your company in Lithuania receive any type of government support? (f.e. rental compensations
based on profit base financial calculations of previous years and or idle time compensations) What was
the impact of it and main fields it helped?

We got about 2 million during all those two years that we operated. One was government support for a rent,
because we had very hard times negotiating with landlords. This was one of the most stressful frustration. And
we had employee compensation, work places compensation. Those peoplewho were getting money they could
compensate it as well. So, it was also the compensationthat we were looking for.
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Appendix 3. Results from the Empirical Research of Case B
General questions:
1) Could you tell in general about your company? What is the age of your company?

Hama xomnanus paboraer B [Ipubantuke. beisia ocHOBaHa 4eOBEKOM, KOTOpPBIH mpuexan u3 [lonpmm B 1992
roay, korga B JluTBe OBLIM TONMTHUYECKHH W SKOHOMHYECKHH mepeBopoThl. CHayajna KOMIIaHHS cTaa
3aHUMATHCS AUCTPUOYIIMEH MMIOPTHBIX OpeHaoB. Havyamu ¢ «Mars» u eiie ogHOro MOpOKEHOro, U IOTOM
MPUCOCMHUIICS eIlie OJIMH KPYIHBIH npon3Boauteib «PG». Jlo cHX mop JBa 3THX MPOU3BOJHUTEIS C HAMH, HO
B TEUCHHH JIET X JOOABUIIOCH CTOJIBKO, YTO MBI CTAJIM CaMbIM KPYITHBIM JIUIEPOM Ha BanTuUilCKOM pBIHKE.
Celiuac Halla KOMIaHUs — JHIEp B cdepe TUcTpuOyluu OpeHoB. B TeueHuM 5 JieT OT co3maHus Halia
KOMITaHUs CTajla pa3BUBaTh BTOpOE HampamieHue — (ontoBble Marasudbl) 1 1998-2000 romy Takxke cranu
JHIepaMu 1o roctaBkam B JIutee. Ho HaImm HeZ0CTaTKOM OBUIO TO, YTO XOTS Y HAC ObUIM XOPOLINE IIEHBI 1
MbI MOTJIM JIeJIaTh OOJIbIIINE MIOCTABKH, Y HaC ObLI TOJIBKO OCHOBHOM aCCOPTHUMEHT, TO €CTh MyKa, caxap T.a. M
MBI PEIIMJIH, YTO XOTUM OBITh CIEIHAINCTaMH U TOWTH Ha 0OJiee BBICOKUII YPOBEHb, MOCKOJIBKY OTKPBLIH
ceon G(wmanel B JlaTBuuM, rae ye ObLIM KOHKYPEHTHI Ha PBIHKE, KOTOpbie ObUIM Oojiee pa3BHTHI 110
ACCOPTHMEHTY. DTO 3aCTaBHJIO HAC HEMHOTO BBIPACTH B 3TOH cdepe. Ha ceroqusimumii IeHb MbI paboTaeM B
JlutBe, JlaTBuM, DCTOHUU U SBISEMCS CAMbIM KPYITHBIM JAUCTPUOYTOpOM M JinjaepoM 1o nocraBke HoOReCa
(Tepmurn HoOReCa — abOpeBmarypa OT CJIOB, O0O3HAYarOIIMX MeECTa MPOAAXKUA C HEMOCPEICTBECHHBIM
norpebiienrem ToBapoB u yciyr: Hotel, Restaurant, Catering / Café). B nameii koMnanuu moj OIHHUM
30HTHKOM €CTh TpH Openma: marasun Cash&Carry, ..., .... U B 2014 r npucoeuuuin .... B memoM y Hac BO
BCeM MPOIaXKHOM YacTH KoMmanuu y Hac padoraer 1200 mrozeit (3to BMecte ¢ 10 marasunamu Cash&Carry B
Jlutee) u B ... or 700-800 denoBex B 3aBUCUMOCTH OT CE30HA: JIETOM OOJIbIlIE€, 3MMON MEHbINE JIIOACH
pab6otaer. B JlatBuu B ... pabdoraer 700 mozaeii u B biecce 550-600, B Dctonuu oxono 400 genosek. Uroro,
y Hac padoraer 3200 yenoBex.

2) How do you estimate the impact of COVID-19 pandemic on the performance of your company?

Uro usmenmn koBua? Ilcuxonornyeckoe mamjeHue: coryiacHo ompocam o0 u mociae 30-40% mroaeit
YyBCTBOBAJIH ce0s TUIOXO M3-3a ITOW CHTYaIly (HanpshKeHue, aenpeccus). Ho Ha caMy KOMIIaHHIO PUIILITHCH
TOJHKO MO3UTHUBHBIC U3MECHEHHS: 1. yIYYIIHIUCH PE3yNbTaThl; 2. MBI IEPECMOTPENH BCE CBOW MPOIECCH B
m1ane 3(pPEeKTUBHOCTH — TIOMEHSUTH CHCTEMY TOKyMEHTO0O0pOTa Ha 3JIEKTPOHHYIO (B3ATHE OTITYCKOB U T.1I.
Ha DOJEKTPOHHOM TMIaTopme), 3TO TOXe yiydmieHHe 3(PGEeKTHBHOCTH, MHOTHE BEIIM TIepeBeld B
ANIEKTPOHHBIA GopMaT. ITO HAM YJalOCh CIENATh 33 TON-IMOJNTOpa. 3. Y HAC MOsIBIIACh paboTa U3 JoMa, 4To
OICHUITH OYEHb MHOT'HIC COTPYTHUKH. MBI H celidac oCTaluCh Ha THOPUAHOM (hopMate: 4acTh BPEMEHH JIFOIH
pabotaroT B oduce, a 4acTh MOryT paborarh u3 goma. [IpomopIiuio pemarT caMOCTOATENbHO BHYTPH
KoMaH/Ipl, oT/ena. 4. Bo Bpemst koBHa yBenuuuics o0OpOT, YTO TIO3BOJHIIO HAM pa3BuBaThcs. Hampumep, B
accoprumente Cash&Carry Mbl MOMyYnind OYeHb XOPOIIMH KHK-ayT, MOMEHSUIH PACIOJIOKEHHE TOBApOB,
CUJILHO pa3BUJIM PHIOHBIN OTJen (MOCTABHIIN OONBIIHE XOMOAMIBHUKH, aKBAPUYMBI, CTAIA 3aBO3UTH HOBBIC
mpoaykthl). W mocne Toro, kak cHsumi pectpukiuu Ha HOReCa, Mbl BepHYNIHCh Ha PHIHOK M BOCCTAHOBHIIN
CBOU TIO3WIIWY, T.€. KOHKYPEHTHI HE YCIENN MEPEHTh OT HAC, KaK MBI TOro 0osumnchk. 5. Odenb 3 pekTnBHO
Tepenenany JIOTUCTUKY: TIEPECMOTPENId CBOW JIOCTABKU KIIMEHTAM, HAIlld KJIMEHTHI CTalu Ooliee ruOKue,
corfamasich ¢ HaMU Ha JIpyrou rpaduk U 00beM MOCTABOK (PaHbIIIe KIIMEHTHI XOTEIH YaCTO ¥ MO0 HEMHOTO, TO
ceifyac JOrOBOPWIIMCH HA PEXe M MOOOJbIIE, YTO HAM BBITOJIHEE U pelaeT npodiieMy ¢ pabouel cuioi). 6.
Bo Bpemsi koBUAa MbI TPOSIBHIM CTAOWJIBHOCTH W TEMEPb, MOCIE KOBUJA, 3TO MOMOTaeT MPHUTATHBATH
COTPYIHHUKOB — JIJIsl HOBBIX JIFOJISH U YMEHBIIIMIACKH poTalys Jitojied B komnanuu. B 2019 roay poranus Obuia
31% 3arox, a B 2021 — 22%. D10 0OYEeHb MPOTHBOPEYHUT OOLIMM TEHAEHIUAM, T.K. 10 ganHbM LinkedIn 40%
JIo/ielt TIOMEHSIJIO CBOKO JTOJDKHOCTh MITH KOMITAHHUIO 3a TOJI.

3) How many employees did you have before the pandemic and how many do you have now?
KoanuectBo COTPYAHUKOB HEMHOI'0 COKpalaJoChb, Mbl COKpallaJIn OTACI HoReCa — OTACI, KOTOpLIfI
3aHUMACTCA peCTOpaHaMu, TOCTUHUILAMU, Ka(be, Hy6J'II/I‘lHLIMI/I MECTaMHu, T.K. OHH ObLIN noa peCTpUKUUAMU,

KU MBI ObLIN BBIHYXX/JICHBI YyTh YMCHBIINTH KOJIUYCCTBO CBOUX HIOHeﬁ, HO CAClIaJii 3TO ABYMA criocodamu.
HepBBIﬁ — MHOI'MX MbI IIEPECBCIN Ha HpOCTOﬁ, UM IUIATWIA 4YaCTb M3 CBOCIO KapMaHa, a 4YaCTUYHO
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MOJIB30BAIMCH TOCYJAPCTBEHHBIMU CyOCHIMSIMU. M HECKOJIBKUX YENOBEK MPUIUIOCH YBOJIUTH U3 TEX, KTO
pabotan He OonblIe roa Ha JOJKHOCTH aCCUCTEHTA, PEABAPUTENBHO BHIIJIATUB UM KOMIICHCAITUIO, TOTOMY
YTO BCe OBLIO HEMOHATHO M HE MPOrHO3upyeMo. M3HauansHO Ha poCcToi ObLTO oTIpaBieHo okoino 20 moaei,
HO TOTOM y Hac CWJIbHO Bblpociu mpopaxu B Cash&Carry, B cBs3M ¢ TeM, YTO JIOAM TyAa moOexanu
3amacarbcsi MPOAYKIMEH U HEKOTOPBIX JIFOJel 13 3TOro KOJIMYECTBA IO UX COTIACUI0 MBI BpEMEHHO MepeBet
B Cash&Carry, moTOMy Kak TaM MBI OBICTPO Pa3BIIIM JIEKTPOHHYIO TUIATGOPMY s TIOKYITOK U HaM HYXKHO
ObLIO JenaTh OTOOPKY M3 3ajia Ha BBIBO3. DTUM 3aHMMajach KOMaHJIa U3 4-5 4eloBEK, HO B MOCIE/ICTBUH,
KOI'Jla BCE HaJlaJMJIOCh, OHH BEPHYCh (II€pEBENUCH 00OpPAaTHO) B CBOM OTAenbl. Ho moTOM HacTymui BTOpOi
KapaHTuH. K TOMy BpeMEHU MBI YK€ HayYHIINCh, YTO HUKOTO COKpAIIaTh He HY)KHO, TIOTOM HY>KHO OyZeT Bce
PaBHO BOCCTAaHABIMBAaTh. MBI IOHSUIM CBOIO — MOXKHO JIM CKa3aTh — OIIMOKY, HO BTOPOM pa3 Tak JenaTh He
cranu. JIfoau B3sUIM OTITyCKa, MONYJOMAIIHUE PEXHMBI, HO Ha BTOpylo BonHy KoBupa Mbl miozaeil He
YBOJIbHSUTH.

4) What was the turnover of the company in Lithuania in percentage comparison in 2019 and 2021? So did
you have turnover decrease or increase in %?

Ha oGopot y Hac BeIpoc. Cam 000pOT OCTaJCsI MPUMEPHO OJMHAKOBBIM, ITOTOMY YTO OH OKOJIO MUJLTHAp/A,
WMEHHO B JINTBE MOXKHO MOCMOTPETH MO OPHUIIMAIBLHON MyONWYHON ccbuike. Ho B KOMMaHuWM MBI Bcerna
CMOTpUM 001K 000pOT U [yl HAaC camoe TJIaBHOE — 3TO ecTh Operating profit. IToromy uTO HA06OPOTUTH
JICHeT MO’KHO OY€Hb MHOT'0, HO 3apaboTaTh U3 3TOr0 HOJb. Y HAC 000pOT MOXKET HE TaK BBIPOC, HO Operating
profit ymydimics, moTroMy 4To BO BpeMsi TaHEMHH MbI CHJIbHO CMOTPEIIH 32 KPEAUTAMHU CBOMX KITHEHTOB, HE
JIaBaJl KPEJMUTHI, CTPOrO CMOTPENIM Ha JUIMHY KpeauTa (eciid paHbllie KpeauT aaBaiu o 21 mHs, To Tenepsb
cokparwim 10 10-14 mreit), cmorpenu 3a ceoum cash flow... Y BTopoit MOMEHT: MBI Ji€Taan MEHBIIE CKHIOK.
DTO MO3BOJTUIIO HAM TIPEOXPAHATHCS OT MOTEPh U B IIEJIOM JaXke yiydrinio operating profit.

Resilience questions:

5) According to one of the definitions “organizational resilience” is “the capability to overcome crisis...It
is the ability to survive, adapt, and grow despite the crisis”. Do you think your organization is resilient?

6) Could you provide some examples how your company adapt during COVID-19 pandemic?
7) Did you have special plan how to withstand disruptions?

MpI GoIbIlIe OPUEHTHPOBAIUCH 110 CUTYAIMH. JTO HABEPHOE 3aBUCHUT OT JM3aiiHa KOMITaHUH. MbI — OoJbIas
KOMITaHUS U Y HAC PYKOBOJICTBO — 3TO U €CTh HAIIl COOCTBEHHUK, KOTOPHIN aKTHBHO yYaCTBYET B JICSITENbHOCTH
komnaHuu. OH He PyKOBOJIUTENH, COOCTBEHHHUK, HO Y HET'O €CTh COBET TUPEKTOPOB. DTO S5 TUPEKTOPOB, OAUH
n3 Hux ectb CEO, npyroii (uHAHCOBBIN AUPEKTOpP, TPETHH — MPOAAXHBIA U T.J. DTH JIOAW YIIPABISIOT
KOMITaHUEH, HO COOCTBEHHMK TPOSBUJI OYCHh MHOTO JIMJIEPCTBA M COOCTBEHHMYECTBA BO BpEMsi KOBUA, U
YCUJIMIT CBOKO TTO3HITUIO 110 BIMSHUIO HA JCSITEIBHOCTh KOMIIAaHUH. JlyMaro, UYTO 3TO MHOTO peniano, XOTs TyT
OKa3aly BIUSHUE W BTOPHYHBbIC (DAKTOPBI: OH CcaM HE MOr YyIeTeTh W3 CTPaHbl, PaHbIIC OH MHOTO
MyTEIIECTBOBA, & TOCKOIBKY OH OBLI 3/1eCh, HA MECTE, TO IPUXOIUIOCH YYaCTBOBATh B JACATEIBHOCTH.

8) What do you think the main success factors of enterprise to be resilience during COVID-19 crisis?
Leadership factors:
9) What do you think to what extent the resilience of an organization depends on the leader?

S ma 100 % CKaXxy, 4TO Ja, IOTOMY YTO OKa3aBIIMCHb B KPU3UCHBIX HOBBIX CHUTYyAllUAX JHOAHW CMOTPAT Ha
Jinacpa, Ha HIOﬂeﬁ, KOTOPBIC UMCIOT OOIIBIIIOE BIIUSHUE B UX pa60qeﬁ W JINYHOM KU3HU. B 3T0 BpEMA A ObLIa
T'JTaBHBIM 4YCJIOBCKOM IIO KOBH}IHOﬁ CUTyalluld U MHC HYXXHO OBLIO MHOTHE BCIIU pCIIaThb, YCTaHABJIMBATDL
IpaBujia, KaK MbI cebs BCAEM, OTCIC)KHMBAEM BCC KOBU/I-KOHTAKTHI. Cetiuac Y Hac €CTb IMPOTOKOII, KOTOpLIﬁ
MBI 3aIll0JIHACM, KOraa KTO-TO U3 COTPYAHHKOB 3abomeBaer. OH ,I[eﬁCTByeT A0 CHUX II0p. Hamm mpaBuiia
MMpOoMnruCaHbl U JaXKe ObLIN MOCTPOXKE, UEM YCTAHOBHJIIO IOCYAApCTBO. .HI-O,I[I/I CTaJIM MPUCTYIINBATHCA U HAC HC
OBLIIO HU OJHOI'o Keﬁca, Koraga ObI MBI HE CIIPaBUJIUCH. OTO MOILIO OT HAIIEro CO6CTB€HHI/IK3,, IMOTOMY 4YTO OH
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XOTe 3alUTUTh Jofell or koBuaa. CHavana JIOAW BOCIPHHMMAIM 3TO KaK HaBs3aHHBIC MpaBWiIa U
COMPOTUBIISUTUCH, Yepe3 TMONToa OHH YCTATH COONIOATh BCE MPaBHia, HO MbI IMOKA3bIBATM UM TpUMEp H
cedyac JIIOAM Jae He TMpeiaraloT BeCTH ce0sl MO-APYroMy, Terepb 3TO HOpMalibHasl PeasibHOCTh. Y Hac He
OBLTO HU OJHOIO CITydasi, KOrja Obl MHOTO KTO 3apasuiicsi. Bo3MOXHO, 3TO TOXKE TOBIHSIO, YTO 3TH BELIH
paboTaiu.

10) How your leader perform in the face of pandemic? Could you share some examples, please?
11) Could you describe your leader as adaptive person?

Ha, morna 0b1. OH YeJOBeK BU3WOHEp, OH JIaeT HaM BHJICHUE, JAaeT HaM HOBbIC Beld. MBI, pyKOBOJCTBO,
WHOTJIa HE TIOHUMaeM, TIOYeMy HaM MpeJyiaratoT JieflaTh Kakue-To Bemy. Hanpumep, oH ckasal, 4To B ppIOHOM
OT/IeNe JOJDKHBI YUCTUTH pbIOy. Kak 310 yctponTh? A BOT y HEro ObIJIO Takoe BUIECHHUE, NOTOMY YTO B
Hcnannu Ha peIHKE OH BUEN, KaK pa3ieiblBalii pplOy HA MECTE W JIOJIAM ObLIO MpHATHEE W MpOIIE ee
MOKYIaTh. JTa Ues oKa3aiach caMoM Jydiliel, koropas yBenuumia Ham npojaxu Ha 100-200 pas. U ¢ aroi
YCIIYTOi MBI CMOTJIM CTaTh JIWAEPaMH, IOTOMY 4TO B JINTBE 3TUM OOJblle HUKTO HE 3aHUMaercs. KoHeuHo,
YCTPOHTH 3TO OBLIO CIOXKHO: HYXHa ObllIa CBSI3b C BETEpUHAPAMU, HY)KHO OBbIJIO O0YYHTS JIFOJIEN STO JeNaTh,
HO 3TO OAMH W3 NMPUMEPOB, KOTJa OH MPHIYMBIBAET YTO-TO U JIIOOOH IEHOW MBITACTCS 3TO BOIUIOTUTH, W
MHOECTBO 3TUX HJIeH OKa3bIBAIUCH XOPOIIHUMH, TIPUHOCS OOJIBIIYIO IIPUOBLITH.

12) Do you agree that leadership of your company is trustworthy? Do you trust your boss?

DTO OCHOBHAs Bellb, 0e3 moBepws He Oyaer auaepcTBa. [10ToMy YTO TOJIBKO TaK M CTAHOBHUIIBCS JTUACPOM,
KOTJIa JIFoJIU TeOe JTOBEPSIOT, €ClIM Thl X HE IO/IBEN, He 0OMaHyIl ¥ IOMOT CBOEMY YEJIOBEKY WIIH HapOJy.

Strategy adjustment factors:
13) Has your company's strategy changed since the pandemic began? How?
o Digital transformation
14) Did your organization move to digital? To what degree?

Mano MbI 3T0 fenaeM. Y Hac BHYTPEHHSS MOJIUTHKA, NCXOASIIAs OT COOCTBEHHHKA, YTO OH HE JIIOOUT OYEHb
MHOT0 KOMMYHHIIUPOBATh PO KoMHaHuio. Ecian roBopuTh Mpo MyOIMYHOCTH, TO MBI OTKPBIIH Mpoduin B
JWHK-HM- JTUHK. Takoil KOMMyHHKAaIliH, KaK APyrue KOMIAHUH, HAIIPUMEp, ITOKYIAIOT CTaThH HA CEPhE3HBIX
0€3HEeCOBBIX MTOPTAJIOB, TO MBI Tak He aenanu. Ho 4Tto kacaercs JUKTI, TO MBI TIEPEIUTH Ha 3JIEKTPOHHEIC
JTOKYMEHTBI 1 OTKPBUIN JIEKTPOHHBIN Mara3uH. PaHpIre caliT Toxke ObUT, HO He OBUT Pa3BHT - M IOJIB30BAJINCH
Bcero 15% Hammx KIMEHTOB, Apyras 4acThb Aeialia 3aKa3bl y COTPYIHUKA, KOTOPBIH X 00Be3kKal PU3NIECKH,
a TPeThs YacTh — B KOJUI-LIeHTpe. Ho mociie koBuaa KOMMYECTBO 3aKa30B Yepe3 cailT BEIpOcio B 2-3 pasa, 10
50%.

15) Has your company increased its online presence since the start of the COVID-19?
e Customer centricity
16) How important is customer focus for your company? Has it intensified since the pandemic?
MEl MNPpUYYHJIN KJIIMCHTA K HaM, HO 3TO BbII'OJHO U KIIUCHTY (OH IJIaTuT MeHI:IHe). s XOpouero Ajs KIIMCHTOB
— MBI paclinpuiIn aCCOPTUMCHT. V nac mHorue kimedTsl u3 HoReCa Mepeuin Ha €4y Ha BBIHOC U UM 6HCTp0
HOHa,Z[O6I/IJ'IaCL KpacuBas OAHOpA30Bas MoCyJa U Mbl CUJIBHO PA3BUJIU 3TY cq)epy (O,Z[HOpa3OBBIX ynaKOBOK).
Korz[a B JIUTBe He XBaTalio MCEAUIINHCKUX MACOK U ,Z[€3I/IH(1)I/ILII/IPYIOH_II/IX CpCACTB, MbI 3aKa3bIBaJIM B KI/ITae,

MNPpUBO3WJIIM HA CAMOJICTaX W OOCTABJIAJINA B 6OJ'H:HI/ILU>I. Tlo3:xe MBI HanuM MMPpOU3BOAUTCIISA KOCMCTUKH,
KOTOpBIﬁ NepCOpHUECHTUPOBAJICA HA IPOU3BOJACTBO ,Z[€3I/IH(1)I/IL[I/IPYIOH_[I/IX pPacTBOPOB IJId HOBerHOCTeﬁ " PYK.
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e From local to global

17) Did your company change the scope of work? Perhaps you have become more focused on the global
market or vice versa on the local one?

41 OBl He cKa3alia, HUYero B 3TOM IIJIaHE He U3MEHMIIOCh. Ha ri00anbHbIi PHIHOK MBI HUKOTIA HE 1IN, MbI KaK
pa3 uMmInopTepsl U paboraeM Ha NMPUOANTUHCKOM phiHKEe. HO MOSBHIMCH HEKOTOPHIC IPYTHE MOCTABIIMKU
TOBapoB. [loTOMy 4TO, €ciu paHblile KAKUE-TO TOBAPhl Mbl 3aKa3blBAJIM B MTannu, a OHa CUJIbHO MOCTpajaina
B CJICJCTBHE DIHJACMHH, TO HAM HY)XHO ObLIO UCKaTh JIPYTUX IMOCTABIIUKOB HJIU MOCPEIHUKOB, JUOO XKe
COBCEM 3aMEHATh NMpoaykKiui. Ho, KoHeYHO, 3T0 ObLIO HE B TAKUX 00beMax, Kak ceilyac, KOoria Mbl OOJIbIIe
He MOKyIaeM OeJIOpPYCCKHE U PyCCKUE TOBAPHI.

Networking factors:

18) Has your organization started new collaborations since the start of the COVID-19? Did you get new
partners?

VY Hac mosiBHJach JIOTONHUTENbHAS MEAUIUHCKAs CTpaxoBKa. MHOIO KIMHUK OBIIM 3aKPBITHI W ITIOAH,
UMEIOIIE KaKhe-TO 3a00JIeBaHUSI MOTJIM IOMAcTh B OONBHHILY TONBKO B CaMOM KpalHEM cilydyae W MBI
OCYIIECTBWIIN JJIsl CBOMX JIFOZIEH BOT TaKO€ pelIeHHe, KOTOpoe ObIJI0 OYEHB BBICOKO OIIEHEHO. DTO MPUBATHAS
CTpaxoBKa, MO3BOIISIONIAS JIFOJISIM TTOJIb30BATHCS TUIATHBIMU YCIyTaMH. DTO YBEIWYHIIO HAIITK PACXOBI — 3TO
crout Ham okoio 200 000 B roj, HO 5T BUXKY B 9TOM IOJIB3Y, TAK KaK €CIi MbI TpeOyeM OT JIFojieH, 9TOOBI OHU
CIIEIMIIH 332 CBOMM 3JIOPOBBEM BO BpeMs IMAHJEMHH, TO HaM HY)XHO HAmpaBisiTh WX (OKYC Ha 3JI0OPOBBE.
Cravana 6puta TpobyeMa, KOria MBI BCE YIIIM Ha PEMOYI, YTOObI HAYYHTHCS KOMMYHHUIIMPOBATH OHJIAIH.
Ham monamobuinock 3-4 mecsiia, 4ToObI MOYYBCTBOBaTh ceOs KOMGOPTHO B TaKOM pekuMe. UTo Kacaercs
MOETO OTZeNIa, TO JUIA HAC TO ObUT OONBIION BBI30OB AENaTh OTOOPHI Yepe3 3yM, IMOTOMY YTO B PEabHOCTH
MIPUXOJHI COBCEM APYTON YeTOBEK.

MB&I He COCTOMM HH B KaKHX aCCOITUAIX, B 3TOM IIJIaHE MBI IOBOJIFHO 3aKPBIThIE. MBI 3HA€M, UTO MBI TUAEPHI
Y HE XOTUM pacHbUIAThCS. Ha phIHKE, KpoMe Hac ecTh elle mapa KpyImHbBIX TUCTPUOYTEpOB , HO BHYTPH OHHU
TaK He Pa3BUBAIOTCS, IOATOMY y HAC HET B 3TOM HYK/bI. KOBH/T HE MOBIHMST HA ATY HAIIY YCTAHOBKY, TIOATOMY
BCE TaK M OCTAJIOCh.

19) Do you agree with the statement that your organization communicate with the many players in
environment such as government and civil society? Please provide some examples?

[To moBoxy rocynapCTBEHHBIX KOMIEHCALUI, TO MBI WX HCIIOIB30BAIM TOJIBKO IUIS JIIOAEH, KOTOPBIX
OTIIPAaBHJIM HA IPOCTOH BO BpeMs IEepBOro KapanTrHa. Ho Ha caMoM jerie OHU He CHITBHO HAaC CIIACId, TIOTOMY
4yT0 OT pectpakunu HOReCa MbI moTepsuii OopIe, YeM MONYYUIN KOMITEHCAIIMHA OT TOCYAapCcTBa. JTO HE
COM3MEpPUMBIE CyMMBI, HO ITOCKOJIBKY MBI IOHHIMAeM, 4TO MO-APyroMy Hellb3s ObIIIO, TO KOHEYHO U 3TU AEHBIH
— xy1eb Ayt pabOTHUKOB.

Environmental factors:

20) How different legislation things impacted your company? How economic factors such as decrees of
customers number or changes purchasing power impacted your company?

Ha, 3T0 MBI cOOMIOAANM W B HEKOTOPBIX MeECTax, Ja)ke OOJblle, YeM TIOCyAapcTBO. 3aKylKa MacoK M
Je3UH(DUIUPYIOUIMX CPEACTB YBEIMYMIIA HAILIK PACcXO/ibl, OBIBAIN TPOOIIEMBI C JIIOABMH, KOTI/Ia KTO-TO YXOANI
Ha KapaHTUH, a HAaHATb Ha HEHENIO-BE JAPYroro 4ejoBeKa — HEKOPPEKTHO. Takue HampspKeHKH Obuy,
ocobenno mist Kem sun keppu. TaM KOMMYECTBO KIMEHTOB YBEIHYMIIOCH, & KOJIMYECTBO COTPYIHUKOB HE
OBbUTO CTAOMIIBHBIM M TEM, YTO ObUIM Ha paboTe MPUXOAMIIOCH BHIMOMHATE padory Oonetomux. 30% Hamero
obopora 6suta HoReCa, a HoReCa 3akppuin u mponaxk ObUIO OYeHb Majo, padoTalld TOJIBKO CAAWKH U
oonpHULBL. U 06opot ynan Ha 90 %. Ilpomo kemr sux keppu Bcero obopora HoReCa He oTpirpan m Hamm
pe3ynbTaThl CHayaja yMEHBIIMJIMCh, HO B TEUEHHHM TO/a PE3ylbTaThl PACIUIBLUIMCH, KOTJa MBI CTalH
MOCTABJISATH MOCYy, HAIPUMEP, TO M CUTYalHs IOHEMHOTY BBIPOBHSIIACH.

78



21) Did you notice any changes in customer behavior since the start of the COVID-19?

Jlromu ctanu MOKymHaTh B JBMOKHTENE, CTAlH IMOKYMATh OOJBIIE MPOAYKIMU (KaK C TyaJeTHOW Oymaroii).
Bripociia xop3uHa, ee pa3mep. Takue TOBaphbl JOITOro XpaHEHMs, KaK KOHCEPBBI, MyKa MM BOT celdac TOI
Nel — comb.

22) Did your company in Lithuania receive any type of government support? (i.e. rental compensations
based on profit base financial calculations of previous years and or idle time compensations) What was
the impact of it and main fields it helped?

Komnanus BblIIIIa U3 KOBHIA O0jiee 3aKaieHHas1, CTaOWIbHAS U JIIOAM MHOT'OMY HayUHIIMCh, TPHOOPENIN HOBBIC
HaBBIKH, MIOBBICUIM KBaJIM(DUKALINIO.
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Appendix 4. Results from the Empirical Research of Case C
General questions:
1) Could you tell in general about your company? What is the age of your company?

OcHoBana kommanus Obu1a 30 JeT Hazal, 3aHUMAeTCsl POSHUYHOM TOPTOBIICH JIETCKUX TOBAPOB: OT COCOK 110
KOJISICOK, UTPYIIEK, ofex bl Eme Mbl paboTaeM B MHTEpHETE M KaK TUCTPUOYTOPEI.

2) How do you estimate the impact of COVID-19 pandemic on the performance of your company?

B TOT MOMeEHT, KOrJla HayaJjid 3aKphIBaTh POSHUYHYIO TOPTOBJIIO, BBES KaPaHTHH, 3TO OBLIO YTO-TO, TOTOMY
YTO ThI BCEM JOJDKEH, HUKTO HE MPEKpaIlai TBOM JJOTOBOPEHHOCTH M IO apeH/Ie, U 110 3apIuiaTe, a IJIaTUTh He
¢ uero. Oto ObLIO HE TO, YTO CTPAIIHO, a Ka3aJI0Ch, YTO HEBO3MO)KHO BBDKUTH B ATHUX YCJIOBUSX, IIOTOMY YTO
HEKOTOpbIE CTpaHbl - Mbl paboTaeM B JIutse, JlaTBuu, DcroHnu, OUHISHIUN — BBOJAWIN KapaHTHH 3a r'ojl Ha
7 MecsteB. D10 ObLI JyIs HAC OOJIBINION BHI30B. BbIIO BaXKHO HE OTEPATHCS, HE TAHUKOBATh, OBICTPO COOPAThCS
caMOMYy PYKOBOJICTBY M IIOMOYb OBICTPO COOpaThCs BCEM COTPYIHMKAM KOMIIAHUM, 4YTOOBI OHU HE
pacTepsUIMCh U JIaTh UM O4Y€Hb KOHKPETHBIC 3a1auH, YTO, KaK MMO-JIPyroMy JAeaTh U IePECTPOUTHCS Ha paboTy
B JPYTUX YCJIOBHSX. M 3T0 MBI erie ObUIM FOTOBBI K 3TOMY: 51 KAaK BOCHHBIM W y MEHs BCErJa TPH IUIaHa, s
BCEria PyKOBOXYCh JIOJITOCPOYHBIM IJIAHOM, KPATKOCPOYHBIM U TAKTHUECKUM. B 0rocpouHOM IU1aHe y Hac
CTpaTEerusi He MEHSUIACh, MbI 1T 110 HEW, TOJILKO PO3HHWYHASI TOPrOBJIs B Mara3uHax OCTaHOBHJIach. MbI Bce
CBOU TPYJbl NEPEKUHYIN HA OHJAMH U JUCTPUOYIMIO, TIOTOMY YTO OOJBIIMM TOPTOBBIM LIEHTPaM OBLIO
MTO3BOJICHO paboTaTh. MBI CTaaM TepecTpamBaTh JIIOACH, 00ydaTh JIFOJIEH WX KOMIIETEHIIUSIM, YTOOBI OHU
MOTJIH TIOMOTaTh U paborars. Crira HaIeld KOMIAHWK B TOM, YTO MBI paboTaeM HE B OJJHOM PBIHKE. A eClu
CKaXkeM, OIMH PBIHOK 3aKPBIBAJICA M HAJIOJTO, a B JPYroM Oblila Apyras CUTyalus, TO Mbl MOTJIH pa0doTaTh B
TOM ¥ TaK MOJYYaTh AEHBIH M TOKPBHIBATh HAIIH 33J0JDKEHHOCTH 001el rpynmsl. KoHeuHO, MOTHOCTHIO 3TO
HE BBIIUIO, HO 3aja4ya OblJa MepeIorOBOPUTHCA CO BCEMH IMAapTHEPaAMH Ha OTIIOXKEHHE 3aJ0JKEHHOCTEH,
MOTOMY YTO MBI TOBap 3aKymaeM Ha 6-12 MecsieB Brepea, 3akas3blBacM, moiydaeM. M camoe TrinaBHOe —
JIOTOBOPHUTHCS C ITAPTHEPOM, YTO MBI CHUTAEMCS, HO Y HAaC 33J0JDKEHHOCTh. Ba)KHO HAyYUTh JTIO/IEH o0IaThes,
YTO KOHKPETHO TOBOPHUTH, KAKHWE apTyMEHTHI, HA YTO JaBHTh MapTHEpaM, MOTOMY YTO y OJHHUX HE ObLIO
KapaHTHHA, KOT/1a OBII y HAC M OHU ATOT0 He MMoHuMaim. Hamo 0110 O0BSICHUTE, TTOKa3aTh apTyMEHTHI, (DaKTHI.
JT0 yacTh 00yUeHUSs, BHITOTHEHMS 3aa4.

3) How many employees did you have before the pandemic and how many do you have now?

VY Hac He OBIIO TaKoro, YToOBI MBI COKPAIIAJH JIFO/ICH, IIOTOMY YTO OHA W3 3a]a4, KOTOpBIE MBI caMu ceOe
MIOCTABHJIM — 3TO HE PACCTATHhCS HU C KEM M3 HAIMX COTPYAHUKOB, HO MBI 3aKPBUIM HECKOJIBKO Mara3uHOB,
KOTOpbIe TUIAHUPOBAIM 3aKPBIBATh M3-32 WX HEPEHTA0ENbHOCTH. VX KOHEYHO 3aKphUIM, HO 3TO HE OBLIO
COKpaIIeHHe B CBsI3H C MaHaemuei. J[o manmgemun 6610 rae-1o 620 coTpyaHuKoB, a 1o crano rae-To 600. Ham
O4YEHb ITOMOTJIO B BBITTOJTHEHUH TOH 33Ja4H TPAaBUTEIHCTBO JINTBBI, IIOTOMY YTO CPEHEMY U MaJIoMy OM3HECY
JaBaJy JIbIOTHl M NOAJCPKUBAIH JEHbIaMH, CYOCHIMSIMHU, IIOTOMY YTO ThI O/IPKUBACIIb paboure MecTa.
3TO TO, YTO IOMOTJIO BCTATh HA HOT'M OYEHb OBICTPO.

[BsI cebst cunraere cpeqHUM MK OOIbIIHM Ou3HecoM? ]

[To o6opoTam MBI MalTBIH OHM3HEC, a TTO KOIMYECTBY JIFOAeH HAC MHOTO, IOTOMY YTO HAIIIU aIMUHICTPATHBHEIE
eHTphl HaxosaTcs Bee B JIutBe. [loaTomy Mbl 1 Te, u Te. Tak ceiiuac cienanu, 9To eciii y Tedst 1 000poT, U
€CTh CTOJIBKO JIOZIEH, U €Ille €CTh CPENCTBAa MO HEJBMKMUMOCTH, TO Thl MOXEIIh BBIJEPIKHIIE U ITOCOOUS HE
JatoT. A MBI IO 000OPOTY HE IIUTA M y HAC HET MHOTO HEIBUKUMOCTH, ITO3TOMY MBI IIOTIAlId B CIIMCOK M HAaC
MO KAITH.

N3 620 uenosek B JIutee okono 350 uenoBek, B aamuHucTpaiuu padboraer okono 90 u B noructuke okono 70,
a BCE OCTaJIbHBbIC — PAOOTHUKY Mara3uHOB.

4) What was the turnover of the company in Lithuania in percentage comparison in 2019 and 2021? So did
you have turnover decrease or increase in %?

80



Ecnu cpaBamBath ¢ qpyrumu, HeT. [Toromy uTo B 00mIe# rpynmne Mbl oTepsiin okono 10 %, Ho MbI TOTHSITN
MPUOBUTBHOCTD, XOTSI HAM CIIOXHO cefuac cKa3aTbh, TaK KaK y Hac (PMHAHCOBBIN TOJl HAUMHAETCS HE C STHBap4,
a ¢ utoJ1st (M3-3a Ce30HHOCTH NpoJax). B mepBblii Toa nanaeMuH y Hac ObUI criaj] o MPoAaXkaM H 110 MpUObLIH,
MOYTH Ha HOJb BHIIUIM. Ho y Hac OblIM XOpolIne MmoKa3aTelny 10 YETBEPTSAM rofia, KOra Mbl BBIXOAWIN U3
MaHJIEMUYECKOM CUTYyallud U Hac OaHKM MOAJEPKAIH U ellle MOJTYYMUIH MPaBo OT MPaBUTEIbCTBA OJOKUTH
JICHbI'H B OCCTIPOLICHTHBIN KPEAUT U 3TU JICHBTY MBI IPAaBUIILHO MHBECTUPOBANHU. M yXKe B 3TOT roJ| maHAeMHusI
ObTa ¥ MarasuHbl ObUIH 3aKpHITH (B JlaTBum 7 mecsineB ObUTM 3aKpbITHI, B JIuTBe — 3 Mecsla), KOHEUYHO
MOTEPsUTH MBI 00BeM TpoJiax, ecnu cpaBHUTH ¢ 2019 rogom, Ha 10%, HO y Hac BeIpocia MPUOBUIEHOCTH B TPH
pasa. 5 maxke He CpaBHUBAIO C TPOLLIBIM T'OJJOM, TOTOMY YTO B IPOLIIOM oy ObLIO 1O HYJIsIM. Sl cpaBHHMBaIO
C MI03aIPOLLIBIM I'OJIOM.

BecniporieHTHBII KpenuT — 3T0 rocyaapcTBeHHas nporpamMma. OHM OTJIaXHUBaJIM HAJIOTH, U HE CIIPAIIMBaJIH C
HacC, Mbl HaKalUJIMBaJIM HEKOTOPLIC CYMMBI, ITIOTOM MOJAMNUCHIBAJIM AOTOBOP M BBIIJIAYMBAJIW UX 110 BPEMCHU.
MpbI Kak OTBETCTBEHHBI OW3HEC MOJIB30BAIMCH 3THM KPEOUTOM N0 (eBpaisi, KOrja y HAc 3aKaHIHMBAJICS
q)HHaHCOBbeI Toa U Mbl BUJICIH, YTO BCTAJIM HA HOT'U, TO, XOTSA HaM 3TO OBLIIO BBITOJHO, HO MBI CKa3aJId TakK:
«[IpaBUTENBCTBY 3TH JIeHbI'M Hy)XHee. Criack00 UM, MbI TIOMOJIb30BAIMNCH, Y HAC CUTYAIlUsl HOPMAJIN30BaIaCh
" MbI MOXXEM 3TOT KPEAUT BEPHYTH IMOJIHOCTLIO). W MBI 5TO M cacinaliv, XO0Tb U UMEIIUM BO3MOXKXHOCTEL BEPHYTH
ero 710 konna 2023 rona, HO MBI C/IENIAIH 3TO PaHBbIIIE.

IMonnepxka Ha apeHHYIO TUIATy OblIa OYeHb KpaTKocpodHas. To, 4To Ooblie BCEro MOMOTio, 3TO Oblia
MIOMOIIIb Ha yJepKaHue pabodnx MeCT, a TAaKXKe MOAAepKKa 000POTHOTO KanuTaja, HaJOrOBBIE JIBIOTHI.

Resilience questions:

5) According to one of the definition “organizational resilience” is “the capability to overcome crisis...It is
the ability to survive, adapt, and grow in spite of the crisis”. Do you think your organization is resilient?

CaMoe TTIaBHOE — 3TO OTHOIICHUS U KOMMYHHUKAIIUS C JIFOJIbMHU, C KOTOPBIMU ThI paboTaenib. I KOHEYHO BaXKHO
HE PacTepAThCS, ¥ IOTOM YK€ KOMMYHHKAIIHS, IPOAYMbIBAHHE TLIAHOB U IIATOB, IIPUTITACHTH JJIS 3TOTO BCEX,
YTOOBI BCE MMEIIM CBOM HOBBIC POJIH M OBICTPO MPHUCIIOCA0NIMBAINCE. DTa CUTYaIMs 3a mociaentaue 2,5 roma
MEHSIACh KaXKIBIH JIeHb, KaXIbI MECSIl U XOpOlllasi HaJlayKeHHAss KOMMYHHUKAITUS M pa3jiada HOBBIX padoT u
KOMITETSHITUH, KOTOPBIM JIFOJIM 00yYamuch - Oblia camas Oolbliias cuia. Y moyeMy Mbl He MOTJIH OTKa3aThCsl
HU OT OJHOT'O YEJIOBEKa, MIOTOMY YTO KOMIAHUS — 3TO OOJNBIIONW OPraHU3M, KOTOPBIA UMEET BCE OPTaHbl U
KorJa Bce OyJeT X0opoIio, OH OBICTPO BOcCTaHOBUTCS. Ho Korma KTo-TO yXOIuT, TO Tebe HYKHO BpeMst HaOpaThb
KOMITETSHITUI0. MBI 3TO IIOHUMAJK | JIeJalld BCe BO3MOXKHOE, YTOOBI JIFOIM HE YIIUTH.

Y Bac ObII IJTaH Ha CITydail HEMPEABUACHHBIX COOBITHH (BBIIIE TOBOPHII PO Tpu Tuiana)? [lmaHa HeT, moToMy
YTO Tl HE 3HAEIIb, KaKOM KpHu3HC Oyzner. Mbl XIajlu 3KOHOMHUYECKOrO KpH3HCa M IPOLYMBIBAIH, Kak
COKPaTUTh PacxXxOAHOCTh Om3Heca. MBI cTalu MHOTO MHBECTHPOBATH B OHJIAMH MPONAXKH, 10 HaHAEMHUHU MbI
MOATOTOBMIIM CBOIO IUTaTGOpMy, KOTOpasi padoTana Obl IO HAaC, TaK KaK y HAC MHOT'O CKJIaJIOB [UIS TOBAPOB.
Msr npenocraBisieM 4 purteiin OpeHna B 4X CTpaHaX, KOTOPBHIX €lle W pa3Hble s3bIku. J[1s Hac 3amadka
MOTy4niIack O4eHb OOMbINAs, KK U1 MaJICHBKOH KOMIIAHUH, YTOOBI YCTPOUTH CUCTEMY M BCE IIEPEBECTH TYA.
W no navama maHmeMHN MBI TOJIBKO CTapTOBajM C 3ToH matdopmsl B JIuTtBe. Bo Bcex cTpaHax Mbl UMend
MIOJATOTOBJICHHYIO, HO HE BBIBEICHHYIO OHJAH miuatdopmbl. MBI moarona BBIBOAMIM CTPaHy 3a CTPAaHOHM,
puTeilsl OpeHy 3a puTeii OpeHIoM, KaXKIbIi MECSILl y HAC MOSIBJISUIMCH HOBBIE OHJIAHH Mara3uHbl, 1 KOHEYHO Y
HUX OBUI HyJ€BOM 000poT. MBI MHOTO WHBECTUPOBAJIM B MAapKETHHT, YTOOBI MX MOMHITH. Y MEHS €CTh
MPAaKTHKA [0 OHJIAHH M 3TO TOXKE IOMOIJI0. T0 €CTh MBI TOTOBMJIMCH K 9KOHOMHUYECKOMY KPU3UCY U TIO3TOMY
co3Jalii OHJIaiH MarasuH B JIMTBe, HO MOJIYYMJIOCH, YTO HACTall MaHAeMUYecKui. Beren 3a HUX KOHEYHO
MOCJIEAOBANT U KOHOMHUYECKHH: y MHOIMX Hpexnpustuii obopor yman Ha 40, 60%. ¥V nHac Obuia npyras
CUTYalUs: Mbl y>Ke ObUIN IIOATOTOBJICHBI K AUKUTI U Y HAc OblIa KOMaH/a, KOTOpas y)Ke ymerna TaM pYJuTh,
MPUBJIEKATh OHJIAWH KIMEHTOB M KOHEYHO OOCITYKMBAaHHUE - 3TO OBIJIO OYEHb BAXKHO, NOTOMY YTO OOBEMBI,
KOTOpBIE PUXOIMWIN B OHJIAHH ¢ puTeiina ObUTH MPOCTO KOJIOCCANBHBIMU B 00paboTke. Y Hac yxe Obuia B
9TOM MPAKTHKA U Mbl HAYYHJIH 3TOMY JItoAel — 0opMIIATh, OTIIPABIISATE 3aKa3bl.

6) Could you provide some examples how your company adapt during COVID-19 pandemic?
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7) Did you have special plan how to withstand disruptions?

8) What do you think the main success factors of enterprise to be resilience during COVID-19 crisis?
Leadership factors:

9) What do you think to what extent the resilience of an organization depends on the leader?

PykoBomuTens B KOMIIAaHUM y HAC HET. Y MEHs €CTh MOsi KOMaH[a, BCE 10 CBOCH YacTH, KOMIICTEHIIUH, T10
CBOMM oTenaM. PaHblie y Hac He OBUIO Ha 3TO BPEMEHH, HO ceildac, Mmocje MaHIeMHUH, Mbl BHIBOJUM H
nokasbiBaeM JojsiM, uto 310 He CEO TyT cpabortan, HO Bce pyKOBOIUTEIH Mara3uHOB — OHH JUAEPHl. Mbl
MHOTO ceii4ac B 3TO HHBECTUPYEM, JOMOJIHUTENBHO 00y4aeM JIMJEPCTBO U INTAHUPOBAHUIO. Sl MOHMMAI0, 4TO
JOJDKEH 9TUM 3aHHMAaThbCs, HO OyAeT 3 ¢eKTHBHEe, eclii Bce OHU TOXe OyAyT JIyMaTh Ha CBOHMX pAgax W
HepecTpauBaTh CBOM IIArW IIOJ CBOK CHTyaluio. Y Hac Oblinm 3-HenenbHble OOydeHHs, OHM M ceifuac
MPOJIOJDKAIOTCS, MBI UIEM K TIEPBOMY PsIy JIFojiel — TeM, KTo paboTaer B MarasuHe ¢ kimeHTamu. O0ydaem
UX, KaKk CcaMOMYy YCIIOKOMUTbCS — OBIBAlOT pa3Hble CHUTYallMd C KIHMEHTAMH: HEIONMOHMMAaHUsS, H3-3a
MOBBIIICHHBIX BOJHEHUI JIIOJM CTalM €llle TPEBOXKHEH, U KaK MOHATh KIMEHTA, U KPaCHBO M XOPOIIO €ro
00CTyXHUTb. Y Hac €CThb IporpaMma, KOTOPYIO HMPOAYMBIBAE€T OTIEN IO 4enoBedeckuM pecypcam. OH ee
MPOBOJUT, HO MHUIIMATHBA MIPHUIILIA C MOCH CTOPOHBI, IIOTOMY YTO 5 IPOYMBIBAII, KaK MPOBECTH U YKPEIUTh
KOMITaHUIO BO BpeMs NaHjaeMuu. Tak cefiuac Mbl c/IeNajn KpaTKOCPOYHBIM IMPOEKT Ha Mecsil. Mbl Jenaem
pa3Hble 00ydeHHs He TOJIBKO CaMH, HO U MOJIb3YEMCsI CIIEHATIICTAMH, KOTOPBIE 3HAIOT OJJHY CPery U IPYTyIo
cpeny. Taxxke nenanu o0ydeHHs, €CIM HAYHETCS] BOGHHasI CUTyarus B JIuTse.

10) How your leader perform in the face of pandemic? Could you share some examples, please?

11) Could you describe your leader as adaptive person?
I'ubkoCTh — XOpOIII0, HO HAZ0 IPHHUMATE PEIICHUS. A PEIICHUS MBI IIPHHAMAEM TaK: 00CYIUITH, TIOTOMY YTO
MHE, HallpuMep, CUTYalldsl MOKET MOKa3aThCsl MJIOXOM M PUCKOBAHHOM, a MOTOBOPUB C JAPYTUMHU, MOXKEIIb
HU3MCHUTH CBOC MHCHHE, ITOTOM IIPUHAIN PEIICHUE U COCTAaBUJIM IIJIaH, KTO KaKyI0 pOJIb UTrpacT, IIOTOMY 4YTO Y
HaC €CTb PYKOBOAMTCIIM I10 A€MapTaME€HTaM, HO OTBETCTBEHHOCTHU Yy HaC OYCHb PAa3HBIC, Mbl IPHUILIA H3
Pa3HbIX OM3HECOB U Yy HaC pa3HbI€ KOMIIECTCHIIUH, 3TO HAM OYCHb CUJIBHO ITOMOI'acT. Mel He Oommces IIPUHATH
Ha ce0s1 KOMITETEHITNIO APYToro Jefa, 9TO0Bl eMy MTOMOYb, HAYYUTh U MTOTYyYUTh XOPOIIHI pe3yabTarT.

12) Do you agree that leadership of your company is trustworthy? Do you trust your boss?

Strategy adjustment factors:
13) Has your company’s strategy changed since the pandemic began? How?
e Digital transformation

14) Did your organization move to digital? To what degree?

15) Has your company increased its online presence since the start of the COVID-19?
Mp&1 He HaUMHAIIM Pa3BUBAThH OTJIENBHBIN KaHAN 110 PoAakaM. Y Hac OHJIAWH eCTh OHJIalH, B DelicOyke Mbl
HavaJii, B UHCTarpam — HCT. Yto MBI JCJIaJIn. BECh TpaCI)I/IK CO BCEX PECYpPCOB HAIIPABJIAIN HA HAIl OHJIAMH
MarasuH. Mbl UMeeM HECKOJIBbKO ceTeﬁ, KOTOpbIC TOXOXHUM TOBApOM TOPTYIOT. MEr HUMUTHUPOBAJIN
KOHKYpPCHIIMIO, TO €CTb AJId KOHTHUHICHTA, KOTOpLIﬁ HMECT OJHY 3apIuiaTy, Mbl [pUITIAllaJIM Ha OAHY
CTpaHully, a Jpyrux — Ha JPYTyLo. 3TO0 TOXKE pa60TaJ10, IMOTOMY 4YTO JIFOJX PAa3HBIC U ITO-PA3HOMY MBICJIIAT.

e  Customer centricity

16) How important is customer focus for your company? Has it intensified since the pandemic?
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I[GJ'IEUII/I JIM BbI CKHAKH KiueHTam?

Bonee akTHBHBI CTanu C MapKeTHMHTOM W MPOMO MapKeTHHroM. OH ObUT akTHBHEE, YeM B PO3HHUYHBIX
MarasuHax, IOTOMY 4TO B OHJIaifHE Bce OBICTPO: MOXKHO ITOKA3aTh U Yepe3 IBa-TPH JHS 3TO BCE YKE yCTapeno.
Kto He paboTan ¢ kaHaJIOM TIPO/IaX, TOT HE MOHUMAET, KaK 3TO paboTaeT u UM ObUIO OYeHb CI0kHO. OHH,
CKaXeM, Aciajiu MECAYHBIC aKIIUHU, a TaM HYXKHO 6I>ICTpO UX KnJgaThb U €CJIN HE paGOTaer, TO MEHATh. THI HE
MOXCIIb OCTAHOBUTL 3Ty MCCAYHYIO aKIUIO, €€ HYXHO 6I>ICTpO nepeacibplBaTb, MCHATD. ITo 3akoHam
EBpocoro3a oHa ocTaeTcst Ha CKOJIBKO ThI 00€IIal, KTO XOUEeT, MOXKET el BOCIIOJIb30BaThCsl, HO YTOOBI PUBJIEYb
BHHUMaHHUE, HY)HO OBUIO O4eHb OBICTPO pabotaTh. U eciin MBI pa3 3a Heieo 00CYKIaIn HAIK TPOJaKH, TaK
B HepBbIﬁ MeECALl MBI O6CY)KIL’:1J'II/I JBa pa3a B ICHb, IIOTOM IIEPEIJIM Ha pa3 B IC€Hb W IMOKAa Mbl HE UCIIPABUIIN
CHTYyallMlo, TO 3TOT pa3 B JieHb ocraBajici. Orciona W TMOKOCTh, KOMMYHUKAlUsl U KOMIIETEHTHOCTb
IIOBBIIIACTCA.

e From local to global

17) Did your company change the scope of work? Perhaps you have become more focused on the global
market or vice versa on the local one?

Her. Kak pa3 3a rog o manaemMuu, Mbl BelLM HAa DuHnsHau0. B Hammx cTpaHax CTallo YMEHbIIATHCA
KOJINYECTBO HOBOPOXKACHHBIX, MBI BUEIH, YTO CTPATErUs M0 00beMy MpoAax Oyner paboraTe, MOTOMY 4YTO
JIOXOTHOCTH PacTeT, HO U3-3a TOTO, UTO MAJAeT POKIAEMOCTh, HAITUS CYKAETCSI, MBI ITOIILIN HAa JIPYTHE PHIHKH,
caMbIM OJIM3KUM HaM IoKa3aycs GUHCKHUI PIHOK. MBI MOILIM TyJda U cpa3y Havajgach nanaemus. KoHedyHo,
MBI HE yCTENA OCTaBUTh TaM MHOT'O YCHJIMH, ITOTOMY YTO HOBOMY OM3HECY HYXKHO 3apaboTaTh MM, KaHAa,
ACCOPTUMEHT M CTaHAapT 00CTyKHUBAHHUS OTpa0boTaTh. [103TOMY MHOIO YCHJIMI MBI IIEPETIOKUIIA B TO, YTOOBI
BEpHYTh CBOM To3unuu obpaTtHo. Ceildac MBI yXKe TepelenblBaeM CTPAaTEruio, MOTOMY YTO KIHEHT B
QUHISHINA TTOMEHSUICA, OHU OOJBbIIe yIUTH OHJAWH. Te Mara3uHsl, KOTOpbIe OBLTH 32 TOPOJIOM CTAJIH eIle
peke mocemmarTbes: ObLT YIaJ0K U eIle OYeHb OOJBIION ocTaercsa. Y Hac Kak pa3 3aKaHIYMBAeTCA KOHTPAKT IO
apeHzie OOJBIIOr0 Mara3uHa W Mbl Hauald BeIpabaThIBaTh HOBYIO CTPATETHIO, HOBBIE pabodne METOIbI, Kak
TaM YKpEUThCs. Mbl BUAUM, uTO eciiu 0110 30% OHTaliH IMpoaax U OCTaJIbHOE OBLIO 110 PUTEHITY, TO ceifdac
pe3KO oMeHsI0Ch, uTo 50% MOXHO IIpoaaTh OHJIaiH. BOT Tak maHaeMus MOBIIKsIa Ha (QUH.

Networking factors:

18) Has your organization started new collaborations since the start of the COVID-19? Did you get new
partners?

Ouenp MHOTo ObUIO MPEUIOKEHUM OT MapKETIUICHCOB, HO HAaM Takas KOHKYPEHLUS HE HYXHA, Mbl M Tak
paboraeM ¢ HUMH KakK AUCTPUOYTOPHI, IpoJaeM TOBaphl. B o01ieM, Mbl OTKa3aJaMCh OT 3TOTO HAIIPABJICHUS B
HAIINX JIOKAJIbHBIX CTPaHAX, HO UIIEM BO3MOKHOCTh paboTaTh B MapKeTIelcax HHOCTpaHHbIX. U eme niem
MAapTHEPOB B APYTUX CTpaHaX, KOTOPHIM MOXEM IPEIJIOKHUTh HAll aCCOPTUMEHT M KOTOpbIe padOoTaroT IO
Halllell apXUTEKType U TOPTYIOT HaIlleH KaTeropuei.

19) Do you agree with the statement that your organization communicate with the many players in
environment such as government and civil society? Please provide some examples?

s TOXEC, KaK ... Haydall B3aPIMO)IeI>iCTBOBaTB, HO S HE OBLI TAKUM AKTUBHBIM, KaK OH, IIOTOMY 4YTO Yy HEro
np06ﬂeMa OblIa ¢ OHHOﬁ KOMHaHI/Ieﬁ, a Yy MCH B HECKOJIBKHX CTPAaHAaX U HEC MOI' YICIIATh CTOJIbKO BPECMCHHU.
Ho xoHeuHO eciu ObI 51 He OBLI B acconranuvu IMOJIMTHKHU, TO A HC ITO3HAJI OBI BCE ATO.

Environmental factors:

20) How different legislation things impacted your company? How economic factors such as decrees of
customers number or changes purchasing power impacted your company?

Bo Bpems manmeMuu MBI aganTHpPOBajiM MarasuHbl. Y MeHs JoMa paboTai JAOKTOp W JIeYWJl JIIOJIeH 1o
tenedony. S ObUT Ha LIar Briepean, IOTOMY YTO BpayaM MPEAOCTaBIsuIach HHPOPMALUI U 00CYKIalach B UX
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(dhopmax uH(DOpMAIUS O PEIICHUAX U MPEIIOKEHUAX B chepe MeaunuHbl. S 3Ham 00 3TOM U cTan o0ydaTh
JIIOJIeH, YTO HY>KHO JIeNaTh, UTO 3aKyHaTh.

B JlutBe Mara3uHbl ObLTH 3aKPBITHI IO 3 MeCs1a, 10 TIONT0/a B 3aBUCHMOCTH OT Tofia. B mepBbIii roJ Mara3uHbl
OBLTN 3aKPBITHI TOJITO/A, BO BTOPOi - 3-4 Mecsina, moToM — Mecsi. Bee 3To BpeMst orpaHUYeHHsI OCTaBAINCh
1 TOJIBKO BOT cefYac CHUMAIOT OTPaHU4EHHUs Ha IJIoaab U Macku. Y 310 mpaBUiIbHO, IOTOMY YTO JIFOAHM CaMU
HE TyMaloT: 32 HUX HY)KHO MPOAYMATh M IIPOCTO IMOCTaBUTH MO (akKTy.

21) Did you notice any changes in customer behavior since the start of the COVID-19?

B 3aBucumocTH ot BpeMeHn. KoHeuHO, KOria Mara3uHbl 3aKphITL, JIFO/IM MIOKYIAI0T OHIaiiH. Mbl jopaboTaiu
JI0 Takoro ypoBHsi, koraa 70% po3HUYHBIX MPOZAK MBI CMOLJIM COOpATh Yepe3 OHJIAMH. DTO KOrJa PUTEHI HEe
pabotaii, 3T0 ObLIO OOJNBIIOE YAMBICHUE M PaJocTh i Hac. Koraa He paboTaloT Mara3uHbl, 3TO OOJIBIION
o0beM W sl 00paboTKu 1O omepaiicaMm Toxe. Celyac, KOrJa MbI BBIIUIM W3 MaHIACMUHU, CHTYallUs
HOPMaJIM30Baach ¥ Mbl MO)KeM paboTaTh MO BCEM KaHAllaM M BCE KOHKYPEHTBI MOy pa0dOTaTh B OIHHX
YCIOBHAX, TO MBI BHANM, YTO YEIOBEK CHIIBHO OTOMpaer TOBAp IO IEHAM W TaK, YTOOBI OH MOT MOJYYHTH
TOBap ceivac. DTO BAKHO ISl KIIMEHTA, TIO3TOMY OH BBIOMpAET TOBAp y TOrO, KTO HAXOJHUTCS OJIMKE K HEMY.
TakuM 00pa3oM KIMEHT BEPHYJICS OYSHBb ObICTPO. Eciu Mbl maHupoBaiu HabupaTh uepes onnaitd 30% u 70%
4yepe3 pUTei1, To B 00IeM o0beMe Halll [lellb OCTAeTCsl TAKOH ke ¥ Mbl ero jocturaeM. Ho jois moMeHsiicst
Ha 18% u 82% mo pureiiny. 3TO MBI IPOCYUTAIIHCH U HE MOyMaJIH, TO KJIMEHT TaK MmoMensiercsi. To ecTh 1o
onjaiiHy nporeHt cHusmics ¢ 30 go 18%. KnueHnT mouyBCTBOBa, UTO Tak ObIcTpee, yao0HEe M XOpoliee
o0cIyXMBaHHE, KAYECTBO U II€Ha, TOITOMY OH HJIET B Mara3uH, TOYHO 3Has, 4TO ToBap Tam Oyner. Korna ero
HET B HAJTMYWH, €r0 yOUparoT U OHJIAMH.

Hamm ToBap Be3zie: B puteiine, B OHaliHe. 3aMEHUTH €T0 JIETKO, TOTOMY YTO €CTh pa3Hbie OPEH bl i MBI MOXKEM
IPEAJIOKUTh B CBOSH OTpaciM KpacHBbIE, IOJIHBIE TOBAPOB MarasuHbl U Xopollee 00CIyKUBaHUE, KOTOPOe
BBIILIE CPEeHEPHIHOYHOr0. Bee nroau B Hallell KOMIAHWU HAYYWINCH 3@ 3TUM CIEAUTh, YUTAaTh OT3BIBBI OT
KJIMEHTOB 110 MarasuHam, IIpoJaBIly UM TOBapy.

[JTromum Gospliie TOKYTAIOT B OHJIAliHE, YeM puTeie?]

VY Hac Hao6opoT. KoHeuHo, BO BpeMs MaHAEMHH HENb3sl CPABHUTH, IIOTOMY YTO MAara3wHbI 3aKphIThl. Eciu y
HAC TI03BOJICHO paboTaTh Mara3uHam, TO HaM JIydlllec HHBECTUPOBATh B OHJIAWH, MApKETHHT, HO MPHUBJICKATh
Jojiell MPUXOANTh B Mara3wH M 3aKylaThCs TaM, TOTOMY YTO MOXET ObITh OyIeT MeHbIIe KOP3WHKA, HO
KoHBepcus, obcayxuBanue. OociryxuBanne Mol n3mepsieM mo HIIC u y Hac oHO BEIIIE€ CpenHEPHIHOYHON H
5TO HAM TIOMOTaeT XOpOIo OOCIYKUBATh JFOJICH, U JlenaTh Mpoaaxu Ooinbiire. [ToroMy 4TO B OHIAiH, 4TO
YeJIOBEK XOYeT M MOHWUMAET, TO OH W MOKymnaer. Tam MHOro HemoHsATHOro. Ho korma Thl mpuriamaenib
YeloBeKa B MarasuH, TJie Xopolliee 00CTyKHUBaHUE U MHOTO TOBapa, TO MOXKEIIb MPOJaTh HE TOIBKO TO, YTO
OH XOYeT W TIOHMMAET, HO eIIe U JIOMOITHUTENBHO.

22) Did your company in Lithuania receive any type of government support? (i.e. rental compensations
based on profit base financial calculations of previous years and or idle time compensations) What was
the impact of it and main fields it helped?

Bnanenbupl MarazuHa — Myx ¢ skeHol, 1 — CEO u y Hac ecTb COBET AUPEKTOPOB, €CTh OJUH HE3aBHUCHUMBIN
COBET JIUPEKTOPOB, Kya BXOIUT XO35HUH U XO3sTHKa.

Ckonpko ser Bol CEO? £ B kommanum pabotaro yxe Bropoit pa3. Otpaboran Oomnbie 4x JeT u ceifuac yxe
Sii. [lepBsiii pa3 s paboTain Kak MEHeDKep 10 PUTEIHITY, BEPHYJICS KaK MEHEPKEp 10 PUTENITY, 32 TOJI C JTUIITHUM
nepenten Ha CEO.

Kommnanus BrilnIa U3 nanaemMur Oosee 3akajaeHHONH. Mbl HAIPaBUIIM CBOU YCHJIUS HA 3TO, TIOTOMY YTO 3HAJH,
YTO HE MOXeM padoTaTh B IOJIHOM 00BEME, HaM HE MO3BOJIEHO OCYLIECTBIIATH HALIH OOBIYHBIC TPOAAKH 1 MBI
PELINIIN, YTO HAIlli CTPATErMUECKUE TPOEKTHI, KOTOPBIE MBI 33 [yMaJIi TOJKHBI BBITIOTHATHCS B ITOJTHYIO CHITY.
Pa3 ectb y Hac BpeMmsi OT OOBIYHBIX 3a00T M PYTHHBI, MBI BCEe yCHIIUs IepedpocuM Tyaa. Yacte ycunuil Ha
npuoOpeTeHne THOKOCTH, a Ipyras 4acTh YXOIWJIAa Ha BBHITOJHEHHE MPOEKTOB. TO €CTh CTpaTerduio Mbl HE
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MCHAJIN, CTPATCTUUCCKUEC ITPOCKTHL BI:Ipa6aTI:IBaJ'II/ICI) B IOJIHOM CHJIC U JaXe OobIe PECypCOB MOJYUUIIN U +
(‘ITO-TO, HC paccnmmana) ACHCKHBIX PECYPCOB y HAC HC OBLIO. CTpaTCFI/Iﬂ HC MCHs1aCh, MCHAJIACh TaKTHUKaA.
KpaTKocpquHe IIJTaHbI MCHAJIMCh, U TAKTHKaA Ka)KI[BIf/'I JCHb ancnoca6ﬂHBanaCL.
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Appendix 5. Results from the Empirical Research of Case D

General questions:

1) What is the age of your company?

So basically, we are working in a food business. We are the healthy food shops in Lithuania. Also, we are
working in a food (good) market. We have our own factory where we produce fresh meat and other meat
products such as sausages, boiled products, smoke products and so on. Our company is working nearly 15
years. We have 4 sales points. And we also providesome of the products to roll sale, let’s say to horeca: hotels,
restaurants, catering, other companies which are selling also healthy food, high quality fresh meat and so on.

Customers: 90% individuals and 10% for business.
2) How do you estimate the impact of COVID-19 pandemic on the performance of your company?

Basically, there was different levels of impact. When covid came into Lithuania everyone was totally confused.
Nobody understood what the virus is, how to react, how to deal with it, what to do and so on. Nobody knew
what to do. On the other hand, our company was happy, because everyone wanted to buy fresh meat and to
store it into the fridges. Covid is almost the same as the war, just nobody is killed by the other people, it's
killed by the virus. So, there was really huge impact. We had shortages of meat, everyone was buying, there
was huge sales. Later people get used to the covid situation. Of course, there was some other legislations,
another level of COVID-19. So, it was totally different. Our two shops are located in supermarkets so in some
levels the supermarkets were totally closed, only the food shops were open, so also, there was an impact into
people coming to the supermarkets. The cities were closed also, so it was hard to come to the shop. We totally
changed our company and we started to deliver food directly to our customer's home.

3) How many employees did you have before the pandemic and how many do you have now?

We have around 20 people. We had too many people in our company, so when the pandemic came in, we had
more work and those people get to do the job, so the company became more effective let's say. During the
pandemic, even when we had bigger sales, we had to get only one-two people into our company. It depends
on the year, on the quarter. Even if we have more work, we are more effective with the same amount of people.
Before pandemic it was around the same: 18-19 employees. So, the number isn’t changed.

4) What was the turnover of the company in Lithuania in percentage comparison in 2019 and 2021? So,
did you have turnover decrease or increase in %?

If we speak around the exact numbers: in 2019 we had 750 thousand euros (750 000) ofturnover; in 2020 we
had 1 million 200 thousand (1 200 000) and in 2021 we had 1 million 550 thousand (1 550 000). So, during
this covid situation, these two years, we doubled turnover. From the 750 to 1 550.

Resilience questions:

5) According to one of the definitions “organizational resilience” is “the capability to overcome crisis...It
is the ability to survive, adapt, and grow despite the crisis”. Do you think your organization is resilient?

| believe yes. Also, the numbers show that. Because our company is small, so we can change everything very
fast. Because our business is very old, food business is very old in general. You cannot change very much, you
can’'t make another cow - meat is the meat. It is the method. Is it fresh, is it frozen or is it dry? It's 3 different
things. Because still, the difference is how you reach your customers, how many problems do you make to
reach them. People nowadays don't want any problems, they want everything to be easy. Even if you are web
shop - it's quite difficult. Some of the people want to buy from you, because it's too difficult to reach your
product and you have to always ... to customer view, it is the best way to get your product, on your table let’s
say.
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6) Could you provide some examples how your company adapt during COVID-19 pandemic?

We bought several new cars. It is easy for companies which for example are selling bags, shoes, so you can
use any other company for example UBS, DHL, just to deliver the product. But when you are delivering fresh
food, you have to make sure that the temperature and all the conditions are good for the product, because the
quality is the most important thing. So, we have to not to be afraid and invest into special cars. We bought cars
with inside fridges, which controlled the temperature inside and we made our own delivery service. That's
why we really reacted very fast. | believe the covid just came in and in one-two weeks we started delivery
already with 3 cars. Before we had only one car. We started delivery with 3 cars in just two weeks. For such
small company it was quite fast. So, we have reached our customers. We had really a huge amount of orders.
Basically, we lived only on the orders, and it was really good. Some people came into the shops also, because
as | said the supermarkets were closed, only the most important things such as medicine, food and post are
always working. We were working and some of the people still wanted to buy the food by their eyes. When
you are buying food in the internet web sites you just see the picture of the product, you don't know, what
you’re getting. For the example, if you’re buying bananas, you don’t know if you’re getting them green, yellow
or already black. There are still people who want to see what they are buying, because they don’t believe or
they are too scared to buy by websites, web shops, just because they don’t know what they will receive. Some
people were ordering through web shop and there were still some people, even during the covid when the
situation was hard, who were coming to the shop, only the days when the fresh meat wascoming.

Shops are in Vilnius and Kaunas. 2 in supermarkets and 3 mobile shops (trucks that we can move from one
market to another one)

7) Did you have special plan how to withstand disruptions?

Of course, we didn’t prepare for that (pandemic). You can’t prepare for the things that you don’t know. All
these almost 3 years are (have been) totally chaotic. First, the COVID-19, now as the war in Ukraine, which is
totally impacted not just Lithuania, but to the whole world. People don’t know how to react to many cases. We
also didn’t make all the best choices. For example, before the covid we bought factory, we started to renovate
it during the covid. And this was a problem, because the salaries went up, the constructions went up, there was
lack of materials. So, our factory is how golden, let’s say. But you can’t change these things. Now even in the
context of war we have luck of the materials, so the construction of factory is going to be very expensive.

8) What do you think the main success factors of enterprise to be resilience during COVID-19 crisis?

Slight change to reach the customers meanly. The main success is because | believe we are selling food.
Everyone needs to eat. It depends how you reach the customer. | believe this is the main aspect. Because if
companies are not reaching them, then you are a bankrupt. Also,it was very important that we are selling the
most important food. We are selling meat, vegetables, fresh milk and so on. Let’s say the most important things
in people’s life. We are not selling chocolates, some kind of ?bataes?, fuagra, which are expensive things. |
believe this was the main aspect. Also, during COVID-19 people started to spend more time at home, so they
started to make food at home. This is also very important. All the family was at home, so they had to order
food from restaurant, or they had to make the food at their home. This is also very important for us.

Also, people, | believe they tried to be healthier, because of the virus. They tried to buy more healthy food,

what we are selling. We are selling organic, fresh, high quality, good products. People started to take care of
their health to beat the virus.

Leadership factors:
9) What do you think to what extent the resilience of an organization depends on the leader?
I believe it’s very important to make it fast, to be a leader, just to understand the whole situation, all the
background, not just be in your situation and focus on your thing. You have to think about how people are
reacting, how they see everything, how they deal witheverything and basically just speak with the employees.

Just to speak and let them spread the word that your company wants to spread, because people which are the
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sellers which are in the front line which are speaking with the customers, they are the most important people,
because they spread the word about your company and also you have to know all the employees: pluses and
minuses, what they are capable of and to give them the right job to do, everyone can do any job, but nobody
wants to, for example... Everyone has to do thing that they are best in. If you are the best in cooking, you have
to cook. If you are the best in cleaning, you have to clean. If you are the best in numbers, you have to check
the numbers. If you are the best with the customers, if you are speaking very well, you have to usually work
with people. Company leader has to know all the persons - what they are capable of and just put all those
people in the right position.

10) How your leader performs in the face of pandemic? Could you share some examples, please?
[He is founder and CEO, owner.]
11) Could you describe your leader as adaptive person?

There is very interesting personal test, which shows all your capabilities. And that test showed me that I'm a
person who are always looking at all the numbers | don’t leave anything behind, but still I’m quite slow,
because | want to check everything and | want to make sure that everything is in right position, everything is
done correctly. So, I spend too much time controlling everything. Basically, I’'m slower than anybody else can
be.

12) Do you agree that leadership of your company is trustworthy? Do you trust your boss?

Of course. If employees in your company don’t trust you, the company will just collapse. If employees don’t
trust you, they don’t trust also the company. If they don’t believe what you are doing, what you are speaking,
they will do whatever they want.

Strategy adjustment factors:
13) Has your company's strategy changed since the pandemic began? How?
¢ Digital transformation

During this covid situation we also bought another (because we were successful) meat shop, which was our
competitors. We bought not just one company, we bought 2 competitors. So,basically, we became the biggest
player of quality meat sales in terms of food stores, quantities, revenue and so on. That’s how we changed the
whole strategy and that’s how we changed the company. The company that | was speaking before in this
conversation it is my own company which | founded, and this is what | was doing for 15 years. It was high
guality. And we wanted to make cheaper brand, where we can reach more people to give them also good
quality for better price. And also, we have bought a factory where we were going tointroduce much more
different products. So, the whole company will be changed, | believe in one year. We will introduce a lot of
new products, we will change also the whole sales system, we will start to sell more to the restaurants, as |
mentioned to the horrica, also enter to the supermarkets with another cheaper brand. Everything totally changed
just during the covid. I believe this was because we were successful, and the other companies were not. This
was very good chance for us to enter and to buy the other companies cheap.

Now we have 9 specialized meat shops. So, there are no other player, we guess, which has quality meat and
this amount of shops. All those shops producing more than 3 million revenue. After we bought company, the
other one, the revenue was 600 thousand per year. Last year we had maybe 1.3 million, so also more than
twice.

We are thinking always about strategy of all companies, because we have to differentiate, because they are
working in the same area. All companies are selling fresh meat. There are also some barbeque sauces, some
other products, (for example beer next to the ribs) but still, we have to make them different, so people
understand the difference between these companies. Even when they are different, | would say that they are
on the same umbrella. Our new thing will react to other company.
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On the first company I’'m the only one owner. The other company we bought with two other persons which
are my colleagues. And in the other company we have also another director, who is a SEO for the company.

14) Did your organization move to digital? To what degree?

We moved to delivery which is also with a web shop. But we also started to sell products in other platforms
such as Wolt, Bolt and there is one local player in Lithuania is Lastmilewhich is also fast food delivery. They
have some kind of web shop, where you can buy from different shops, and you get delivery in 2 hours. Instead
of creating our own digital web shopor smth like that, we decided to become part of the other companies.

... we also deliver with our own cars.

What we differentiate that in our own website we have more products that Lastmile and Wolt, just to make
sure that people are coming to our own web shop, where we have bigger assortment of the products.

We started (web portal) in the pandemics. (Spent not very much time to create the platform).

At first it wasn’t web shop as you understand. We just needed a manual or a list of products that we had in our
shop, list and the prices. We were changing that list every week. You just can choose by the list and order
straight by phone or sending the word on the email and sending the order by Facebook or Instagram. It was
very old and wasn’t very easy for customers to order it. | would not order in this way. But still because people
wanted to have high quality, fresh products, they ordered even when the system wasn’t very easy.

15) Has your company increased its online presence since the start of the COVID-19?

Maybe we have increased. We were doing also the same every day. It was not huge increase, let’s say 20%.
e Customer centricity

During the covid we let in into our company one sales manager just to reach the restaurants and the other
companies, but basically we didn’t changed anything with the end customers.

16) How important is customer focus for your company? Has it intensified since the pandemic?

e From local to global

17) Did your company change the scope of work? Perhaps you have become more focused on the global

market or vice versa on the local one?
We are working only in Lithuania.

What we did, we also bought one company in Poland, but not this totally different. It also working with meat,
but not in this business. (it’s 4™ one)

Networking factors:

18) Has your organization started new collaborations since the start of the COVID-19? Did you get new

partners?

As | said earlier the main partners was Lastmile, Wolt, Bolt. They were the partners and collaboration also. So
no any other cooperation that we have made.

19) Do you agree with the statement that your organization communicate with the many players in

environment such as government and civil society? Please provide some examples.
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No, because we are small. Of course, that’s not the reason just to be small and not to be a part of civil society.
We don’t do these things; | believe it’s useless. Why? Because | cannot change anything. (Of course, that’s
idea bad scope of view just to deal with it, I don’t know.) | don’t understand that. We always support some
companies. Even now we are supporting Ukraine with the war. We are supporting Ukrainian people here in
Lithuania, we are giving them food. Last week we went to Olimpus just to feed almost 200 people on one day.
So, we are supporting, we are working in the civil society, but it wasn’t with the government.

Environmental factors:

20) How different legislation things impacted your company? How economic factors such as decrees of
customers number or changes purchasing power impacted your company?

Maybe there was no legislations that changed our customers.

During the covid there was some legislations such as: there was some space left for one person. In our shops
we could get only 2 customers. That legislation impacted our company, because we couldn’t get more people
inside. People had to wait in the line, because they had to have more than 15 meters for one person. And our
shops are usually around 15 meters. Just to make sure that every person has the right amount of space in the
shop. In the supermarket there was also some number of people that can come to the supermarket. For example,
300 people inside supermarket and that’s all. So, some of the people couldn’t even come inside. And people
were also afraid of big supermarkets, where were a lot of people. They were using small shops which a
separated from the supermarket. They wanted to take care of their health, not to receive the covid.

21) Did you notice any changes in customer behaviour since the start of the COVID-19?
(Proportion online/offline buying:)

It was changing between the levels of covid. First of all, there was 40% in the shop, 60% online. Now it’s
totally different: 90% in the shop and 10% online. So, people are changing their behaviour. They like to change.

22) Did your company in Lithuania receive any type of government support? (f.e. rental compensations
based on profit base financial calculations of previous years and or idle time compensations) What was
the impact of it and main fields it helped?

No, usually companies get this (government support) because their revenue, turnover is gone down. And our
turnover just went up, so we couldn’t even reach those support from the government. We couldn’t show the
numbers and prove it.

Yes, but for this companies which were impacted by covid. Because we were not impacted (everyone was
buying) we couldn’t do that. You had to show that you are not working, you don’t have any turnover. Then
you get the compensation. So, from the government we didn’t receive it. But we received it from the companies
which are renting their place. So it was just from their own perspective, not from the government.
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Appendix 6. Results from the Empirical Research of Case E

General questions:
1) Could you tell in general about your company? What is the age of your company?

JTO ceTh ONTHKH. DTO KOMIaHus, kotopas uMmeeT 10 onTUkOB: omHa OoJbInas Mbl paboTaeM (hpaHIIN30M,
Jpyrasi CeTh «...» W TaKKe IO, TJIe MBI MPOAacM KOHTAKTHBIE JIMH3bI U CONHIIE3alIUTHBIE OYKH. S Oblia
OTBETCTBEHHAS 32 BUJICHBE, HO y HAC €CTh I'eHEPAIbHBIN JUPEKTOP, TOATOMY €CJIi OYAYT BOMPOCHI PO JIHJIEpa,
TO 3TO OyIeT po Hero. Bee perieHus, KoTopbie ObUTH ClIENIaHbI BO BPEM KOBHJIA, ObLIH CACTAHBI UM, sl OOJIbIIIE
Kak Obl cpeHui MeHemxkep. Mbl paboraem Ha JlutBy u JlatButo. B JIutBe komnanus Obiyia ocHOBaHa 26 e
Hazazn, a B Jlatuu 30 5teT Ha3az.

2) How do you estimate the impact of COVID-19 pandemic on the performance of your company?

B 1ienoM, Bce mpormio XopoIo, MOTOMY 4TO ONTHKH BCE paBHO paboTasd, MOTOMY YTO HaM, KaK M alTeKaM,
OBLITO pa3pelieHo padoTaTh B OTJIMYHU OT Mara3uHOB OJICXK/IbI WIM 00yBH. MBI paboTain, HO HaM HY>KHO OBbLIIO
WMETh TOMEHBIIIE Mara3MHOB W pabOTHUKOB, MOCKOJBKY HE OBUIO TaKOro MOTOKa KIMEHTOB. MM ObLIO
3ampenieHo BXOAWTh B TOPrOBBIE€ IEHTPHI, a OONBIIMHCTBO HAIIMX Mara3uHOB HAXOAWJIUCh MMEHHO B
TOPTOBBIX IIEHTpaxX. ToNbKO 3 HANIMX Mara3uHa HAaXOJITCS HA YJIMIIE U UMEIOT OTACIBHBIA BXOJ, TaM MBI
MOT'I paboTaTh, Kak HaM xodeTrcs. ONTHKA OYeHb HYKHA JIFOJISIM, TIO3TOMY MBI ()YHKITHOHUPOBAIIH.

Crauasa 6bUT0 TSDKEJO ¢ KIIMEHTaMU, HO KOor/ia CHOBa OTKpeUTACh TLI, To OB1I0 TOO0INBIIIE 060POTOB, TaK UTO
YHHU3WIACH 000POTHI HE 04€Hb MHOTO. 10 €CTh TIOTOK KJIIMEHTOB U COOTBETCTBEHHO 000pOoTHI 3aBucen oT TLI.

KommuectBo pabOTHHKOB MBI HE COKpAIIalid, HO OTHPABJISUIA X Ha MPOCTOH. MBI €ro OIUTauynBajn, HO HE TaK
MHOro, 0bi10 W Ha 50% orutaThl B MEPBYIO BOJHY KOBHAA. DTOT MPOCTOM IMOKPHIBAIO T'OCYIapCTBO, MBI
TIOJIYYHITA CyOCHITNY U OT rocyaapcersa u ot T1l, moaToMy MBI He COKpaIaIn It IeH.

3) How many employees did you have before the pandemic and how many do you have now?

B xommnanum 191-194 corpynnanka. Ms1 paboraem mo Bceit JIutse: Kaynac, BuisHroc.

4) What was the turnover of the company in Lithuania in percentage comparison in 2019 and 2021? So did
you have turnover decrease or increase in %?

B 2019 r o6opor ymaxn, B 2021m Ha 20% Obino. U ecnu gaske CMOTpETh B 3TOM T'OJTy, TPOTHO3UPOBANIHU, YTO

Oynem nocturath 19ro. Ho noka, eciii cMOTpeTh MECsIII-MeCsILI, TO BCE PABHO 3TO CE30HHI, B IHBape- eBpaie
y Hac He ObUIO XOPOIINX Pe3yabTaToB. 10 ecTh 10 70 KOBUAHOrO YPOBHS €Ille HE AOILIH.

Resilience questions:

5) According to one of the definition “organizational resilience” is “the capability to overcome crisis...It is
the ability to survive, adapt, and grow in spite of the crisis”. Do you think your organization is resilient?

I[a, OHa YCTOfIQHBaH. Korz[a BCE HAYaJO0Ch U HE OBLIO JACHCT, Mbl HC ObLIH IIOATOTOBJICHBI. Ho Bo BTOpOfI pas
YKE BCC OBLIIO Jyqyuie U € (I)I/IHaHCB,MI/I, Mbl HaKOIIWJIW JACHBI'U, YTOOBI pacCcunuTaTrbCsa C paGOTHI/IKaM
CTOIIPOLCHTHO. Ho B HepBBIﬁ pa3 3To OBLI IIIOK. HaBepHo, 9TOT KOBUJ U AaJl HaM, YTO TCIICPb MBI I'OTOBBI K
Pa3HbIM CUTYyallUsIM.

6) Could you provide some examples how your company adapt during COVID-19 pandemic?

7) Did you have special plan how to withstand disruptions?
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HpO IUI1aH U1 Kpru3uca BCCraa roBoOpujiiv, HO Koraa p€ajbHO 3TO CIIYUUJIOChH, €0 HE Ob110. MBI AymMmalid, 4To
6yHeM ACIaTh YK€ Ha MCECTC. U Tak u npuayMmajin, 4To HEKOTOPLIC pa6OTaIOT, HCEKOTOPBIC 3aKPLIBAKOTCH,
OTKPBIBAKOTCA. Tak BOT OHO U 110, KAXKAYI0 HEACIIO BCS MCHSAJIN.

VY nac npumepHo 25 Touek. CHavasia Mbl OCTaBHJIM pabOTaTh TOJNBKO T€, YTO OBUIM Ha YJIHUIIE U COOOIIMIHA 00
3TOM B MHTEpPHETE, YTOOBI KIMEHTHI 3HATH, T MOXHO MOYHHUTH WM 3aKa3aTh. HO IMIOXO TO, UTO MBI HE
MOXKE€M MpOAaTh OYKH O€3 JOKTOpa, TOJBKO €CIIM KJIMEHT YK€ UMECT pPElenT Ha OYKH, a JIOKTOpaM He
paspemieHo ObuUT0 paboraTh. Y1 000POTHI OT 3TOr0 COOTBETCTBEHHO CTpazianu. [IoToMm cMoTpenu, 4To ecTh
JpyTHE TOpojia, TJe MBI He HMEEM Mara3iHOB Ha YIIHIE U MBI OTKpbIBaId uxX B T1I, Te BXoa ObUT HETAIEKO 1
€CIIi TaM psjoM Obutn anteku. M padoranu Tam ¢ 10 10 5, 4ToOBI He 10ITO, HE TaK KaK PaHbIIIE — 10 Bedyepa.
Jenanu cBou TpaMKu U KaXKIyHO HEACTI0 X IePeCMaTPUBAIIHU, €CIIU HET HYXJIbl pa00TaTh, TO MX 3aKPBIBAJIH,
MMOTOM OISATH OTKPHIBAIH. MBI MOHUTOPHJIHM MOTOK JIFOJeH, 00beM MPOaaXk W MpUHUMAIK perrenue. M3 25
Mara3uHOB OOJIBIIIE TIOJOBHUHBEI OBLIM 3aKPBITHI, BPEMEHHO 2-3 TO 3aKPBIBAINCH, TO OTKPBIBAIMCH. MBI
JIepKaJIv 110 OJTHOMY COTPY/IHUKY B MarasuHe, OCTaJIbHbIe ObUIN Ha MPOCTOE.

8) What do you think the main success factors of enterprise to be resilience during COVID-19 crisis?

3T0 TO, YTO MBI TIOIYYHIIN TOEPIKKY, CYOCHMH OT TOCYIapCTBa, 3TO TOYHO. ITO TO, YTO MBI HE COKpAIIIaIu
paGOTHI/IKOB H 3TO OBLIO OYEHD XOpOomo U MOTOM MBI BUACIHU 110 HAIMM KOHKYPEHTaM, 4YTO OYC€Hb CJIOXKHO
coOpaTh 00paTHO cOTpPYAHUKOB. W Tarke peryranusi pyKOBOJACTBA Y COTPYJHHUKOB OCTaJIaCh XOpOIIas,
[IOTOMY YTO OHM HHUKOrO0 HE CokpaTwid. KoHeuHOo, IUIaHbl Ha COKpalleHHE ObLIH, OCOOCHHO Yy HAIIero
TFeHEPaIbHOTO JUPEKTOPa, HO OTAET OTCTOSJ MO3MIMI0, YTO HYXHO JIepKaTh JIFOJEH, MOTOMY YTO OHH IIO
MHOTO JIET YK€ paboTaloT M y Hac OYeHb MaJieHbKash TeKydKa I0jei, MO3TOMY CTapajich, YTOOBI OHU
pa60Ta.HI/I JaJIbIIe. Eme HaM IMOMOI'JIO TO, YTO MBI UMEJIN IHOII KU MOTJIM BC€ paBHO TOPTOBAaTh U JaXXK€ ITPUHAIIA
PEHICHUE, YTO 1 OYKHU 3aKa3bIBAJIN 110 UHTCPHETY, 9TO KOHECYHO OUCHB CJIOKHO, HO C PCIICIITOM MOXXHO. Panpmre
MBI TIPOJIaBalIl KOHTAKTHBIE JIMH3BI, KAIlJIK, HO BO BPeMsl KOBHJIA ITOCTABWIIM €Il U ONpaBbl. Jlemamu MHOTO
(OTO ¥ BBICTABIISIM B HHTEPHET, JICNATH PEKIIaMy C JIPYTHUMH KOMITAHUSIMU, Y KOTOPBIX TOXKE €CTh e-IIoM. Y
Hac e-I1101 ObLT BCEera, HO BO BpeMsl IaHIEMHH BBIPOCIIH 00OPOTHI M MbI IIOCTABHUIIN T1000JIbIIE (hOTOrpaduil.
MBI 1aBHO XOTENU PAa3BUTh €-IIOI, HO KOBHJI IaJT HAM 3TOT UMITYJILC, YTO MBI BCE-TaKH UM 3aHSUIUCH.

Leadership factors:

9) What do you think to what extent the resilience of an organization depends on the leader?
100% »sto Tak. JIugep — 3T0 IJIaBHBIN YEOBEK M €CITU OH He OYyJeT BEpUTh, U4TO Bee OyeT HOPMAIbHO, H UTO
IJIaH XOPOIIHMH W OH JOJDKEH MOTHBHPOBATH JIFOJICH....CO CBOMMH PaOOTHHUKAMH, KOTOPBIE MOMa ObUIH U
Ka}KI[Hﬁ ACHBb ACJIaJIh aHKETBI, KaK BBl YYBCTBYCTC U YTO MOXXHO CACIIATh.

10) How your leader perform in the face of pandemic? Could you share some examples, please?
MEl C06I/IpaJ'II/ICB 4JacTO Ha CKOJIBKO 3TO BO3MOXXHO, ITIOTOMY 4YTO BCE-TaKH BCE OOSIINCH na"HaeMnuu U 41005l HE
3apasuthcs. OHMaiH cCOOMpaCh IEPUOTUIECKH, HAIPUMED, BO BTOPHUK U YETBEPT, JaKe €CIIH HEYero ObLIO0
pemaTts, TO Bce PaBHO, YTOOBI YyBCTBOBAJIOCH, YTO MBI KOMaHJa M MbI paboTaeM. | eHepallbHBIN TUPEKTOp
3BOHHMJI U CIIpallliBaJl, OTBE€YaJI Ha BOIIPOCHI. 3T0 YYBCTBOBAJIOCh, YTO €CTb MOTHUBalUA OT PYKOBOIAUTEIA U
CTapajuch MPUATH yXKe B HOPMaJbHYIO padoTy.

11) Could you describe your leader as adaptive person?
Ha.

12) Do you agree that leadership of your company is trustworthy? Do you trust your boss?

Ha, koneuno. [lepBoe, uTo HaZ0 — 3TO 4TOOKI OBLIIO AOBEpHE MEXKIy 00CCOM M KoMaHI0i. M nepBhIit GakTop,
KOTOPBIH HYXEH JTUAEPY — OTO YTOOBI OH BBICIYIIIMBAII, 3aMeYall JIFOJICH.
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Strategy adjustment factors:
13) Has your company's strategy changed since the pandemic began? How?

N3mennnace. Hauanu xak pa3 u akiimOHEpH! M MBI MEHATH CBOU CTPATErHHU U 3TOT IMPOLECC MPOAOIKaeTCs. Y
Hac Telepb COBCEM Jpyras MUCCHS M BUJEHHE — 3TO M PaCIIUpPAThCI U APYrHe TOYKU OTKpPHIBaTh. JDTO BCE
pacIIaHupoOBaHO N0 BpeMeHH, Ha Oyaymue roaa. To ecTh maHaeMus Aajia TOMYOK JJIs IEpEeCMOTpa CTPaTEeruu.

e Digital transformation
14) Did your organization move to digital? To what degree?
E-mron ynyuriranu, enaii HOBYHO IJIaTGOpMy, MHOTO paboTalid Ha 3TO.
[Ha ckoiIpKO BBIPOCIIO KOIMYECTBO MPOAAXK Yepe3 e-11om?]

Bripocio rae-to Ha 50-60% OGomnbiiie 00BIMHBIX TIpoaK. MHOTHE TONDIH K HaM paboTaTh, HO 3TO BCE PaBHO
HE TC€ ICHbI'U, KOTOPBIC HYXXHbI JJI TaKOI KOMITaHHUH.

15) Has your company increased its online presence since the start of the COVID-19?

Ha. Emme MbI 3ammyckaiy pexiamMy U y Hac Jake OBUTH JTIFOAM, KOTOPBIE TaM YTO-TO MPOJABad M OHU J1aBald
HaM TOAAapKH, YTOOBI MBI BJIOXKUJIM JIJISI CBOMX KJIMEHTOB pEKJIaMy OT HUX, a OHH OT Hac. V1 OHM MEHSUTHCH
Ka)KJIBII MECSII WM JIBa, TaK PabOTay C IPOAaBIIaMA KOCMETHKHY, TOMAIITHUX 3aI1aXx0B.

e Customer centricity
16) How important is customer focus for your company? Has it intensified since the pandemic?

[Mocie koBUIA MBI IIEPECMOTPENTN CTAHIAPT OOCITYKHUBAHHS KIMEHTOB, HOBBIM MPHUHSIIH, IOTOMY YTO KOBH/T
HaM paccKa3al, Kak TpPyIHO BEepHYTh KIWEHTOB Ha ((u3mueckwe) Mara3uHbl W Hajgo paboTath C
00CITyKMBaHHUEM, CEPBUCOM, TIPEIOCTABIATE MTOOOMbINE yeruyr. Hampumep, Tereps MBI cTapaeMcs IeNaTh Tak,
4TOOBI KaXIbIH JIeHb, KOTJIa MPUXOAUT KIUEHT Y HAc ObLI JIOKTOP, KOTOPBIA €ro MpoBepseT, MOCKOIbKY
OHJIAMH 3Ty yCIYTY HUKaK HE OCYIIECTBUTH U UTOOBI JIFOU JUIS 3TOTO MPUXOAWIH B MarasuHbl. To ecTh MbI
YBEITUYWIIA HE KOTMYECTBO, HO KAYECTBO, TaM CTAJIM CMOTPETh MUKPOCKOIHIO. JTa yCIIyra TUIATHAS, HO MBI H
JOOABHIIH YCITYTY U MOBBICHITN KauecTBO o0cyxuBanus. Horna u 20 MUHYT YXOIUT HA OJHOTO KIIMEHTA, HO
MBI JIeTaeM MONTHYI0 poBepKy. [IpsMo Ha MecTax y HacC eCTh CHEIUATHCTH O TATLMOJIOTH.

e From local to global

17) Did your company change the scope of work? Perhaps you have become more focused on the global
market or vice versa on the local one?

Ha, Teneps ¢ e-monoM Mbl uaem B [lombiry u 1pyrue ctpassl ¢ 3Toro roja. Taxke y Hac Teneps Oyaer Takast
ycayra, Kak HE TOJBKO 3pEHHE IPOBEPSTH, HO U CIyX, U Mbl OyleM CTaBUTHb CIyXoBble ammaparsl. s
KJIMEHTOB 3TO HOBAas yCJIyra M HaM HYXXKHbI HOBBIE CIELIMAIMCTHI, HOBOE 000PY/IOBaHHE MTOCTaBUTh. MBI yike
MPUHSUIM 3TO pelieHne U noanucamu gorosopa. K ocenun Oynem aenarts eme nuk. Eme pemmnu, uro B Jlutee
u JlaTBum Kakb1ii rog OyJeM OTKpPBIBATh IO S HOBBIX 00BEKTOB — TAaKask CTPATErus 10 PACIIMPEHUIO Ha HALLIEM
PBIHKE, a C €-1I0NIOM HATH B IPyTUe CTPaHbI.

Networking factors:

18) Has your organization started new collaborations since the start of the COVID-19? Did you get new
partners?
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310 OBUIO B APYrHX 00JIACTAX, OBUIM JIOAU OTBETCTBEHHBIE 32 3TO U 51 TOXKE MOJAKII0Yanack kK atomy. [lucana
MUCHbMa B HIKOJIBI, YTOOBI €CJTH MM HaJI0, TO MMOKYIAJIU U B APYTHE Mara3uHsbl, y KOro ecTh e-1Ionbl. Bee uckanm
MapTHEPOB, YTOOBI STOT HAM MaJIeHbKUH a-ILON PacHIMpsUICs U OoMblle Jroel y3Hano npo Hac. C a-monom
9TO MAPTHEPCTBO MPOAOIKACTCS U JIANIbIIIE.

19) Do you agree with the statement that your organization communicate with the many players in
environment such as government and civil society? Please provide some examples?

Ha, MBI KaKk pa3 MPUCOSIUHIIIUCH BO BpeMs MaHAEMHUU K PUTEHITy, TOTOMY YTO OBUIO HESICHO K KOMY MBI
NPUHAUIEKUM K PUTEHIIy WIA K MEIULUHCKOMY, TaK IIPUCOCAUHWINCH K PUTEHIY. Y HAC B ONTHUKE MHOIO
3aBHCHT OT TOCYJapCTBa, OT MEAUIMHBI U €€ MPaBJl, KAK MOXXHO paboTaTh BO BpeMs KOBHAA. MBI CHIIBHO
CBS3aHbl C MUHUCTEPCTBOM 3/IpaBOOXPAHEHMUS.

Environmental factors:

20) How different legislation things impacted your company? How economic factors such as decrees of
customers number or changes purchasing power impacted your company?

IloBnmsmno Ha TO, 4YTO HYXHO OBLIO 32 BCEM CICIUTD, YTOOBI HUYETO HE YIIYCTUTB: CKOJIBKO KIIMEHTOB MOXXHO
B 3aJI€ UMCTH 110 INJIOIIaau, KaKne 6yMa)KKI/I 3aIl0JIHATh, CKOJIBKO JIET UX HYXHO XpaHHUTb, KAKUC IMOKYIIAaTh
peCUpaTopbl U MEPUYATKH, lleSI/IHq)eKHI/IOHHLIe anrmapaTtbl CTABUTH BO3JIC BXOJ4A.

21) Did you notice any changes in customer behaviour since the start of the COVID-19?

YBennuuimch Mpofakd Ha KOHTAKTHBIE JIMH3BI, TOTOMY YTO JIIOAW YK€ MPUBBIKIN B €-IIONe MOKyHaTh, a
Mara3uHbl IPUXOIAT MOKyNaTh OYKH, OHH BCE-TaKH BEPHYIIMCH 3TH KIMEHTHI. Tak OHO U OyzeT, MOTOMYy 4TO
Takas cdepa y Hac. UTo eIe caydmioch ¢ KITHEHTaMH, TaK 3TO TO, YTO OHU CTaJIA OYEHb 3JIBIMU U MPUXOTUT
MHOTO HEXOPOIINX OT3BIBOB PO OOCITYKMBaHHE, ITPO CKOPOCTh. Bo BpeMs MaHIeMHUH MBI 3TO 3aMETUIIH, TI0
[lonpire 3aMeTwIIN, YTO KIMEHTHI CTalmy TpeboBaTenbHble. CHadala OHH PaJOBaJIUCh, YTO MOTYT NPUIATH,
BXKMBYIO TI0OOIIATHCSA, HO MOTOM CTaHJAPTHI W TpeOOBaHUS OOCITYKMBaHHWS CTalW BhIOIE. 1O €CTh IOCHe
MaHAEMUH JIFOIN CTaJIM OOJIbIIe TOKYIATh B OHJIAHE U CTaiu TpeboBaTenbHee B CKOPOCTH 00CTYKIUBAHUSI.

22) Did your company in Lithuania receive any type of government support? (i.e. rental compensations
based on profit base financial calculations of previous years and or idle time compensations) What was
the impact of it and main fields it helped?

bruta momnepxka u B oruiate npoctosi, U B aperae B TL. Ilo-pasHomy, HO B ocHOBHOM Obutu. Omma T1]
moracun apeaay Ha 20%, npyroii Ha 30%. K pureitiepaM MBI IPHCOSAMHUIUCEH, TOTOMY YTO TaK MPOIIE OBLIO
KOMMYHHLIUPOBATh C TOCYJapCTBOM.

[Kak Tak BBIXOAUT, 4TO OOOPOTHI HE YBETHYUBAIOTCS, HO BBl XOTUTE PACIIUPSITHCS?]

[Tpu6bL1b U 060POTHI B IPUHLMIIE OCTAIOTCS HE M3MEHEHHBIMH, HE IIOBBIIIAIOTCS, HO YTOOBI 3TOT0 JOCTHYb,
HYXHO 11o0osb11e oNTHK OTKpBITh. He Tonbko B TLI, HO 1 Ha ynuiax, yToObl €cu OnATh OyAeT NaHAEMHUS W
eciu ouemy-To TLI OyxyT 3akpeIBaThCs, YTOOBI MBI UMENH CBOM ONTHKH. Hy M TO, 4TO HOBbIE KOHKYPEHTHI
TOXE paclMpsIOTcs. M1 MBI XOTHM He TOJNBKO B OOJBIIMX TOpOJax, HO U B MAJICHBKUX PaCIIHPATHCA.

[Kak MHOTrO GONTBIIMX UTPOKOB, KOHKYPEHTOB /71st Bac B JIutee?]

Msl TpeTsH, ecThb ... mepBble. EcThb ..., KOTOpble BTOpBIE M MBI yKe Tperbu. Hama monst Ha poiake 18%
MIPUMEPHO.
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