
Guest editorial: Building resilience
in retail for the post COVID

world – marketing and
operations perspectives

This special issue features a selection of the best papers presented at the 6th Colloquium on
European Research in Retailing (CERR), where academics discussed the challenges retailers
faced in overcoming the COVID-19 pandemic and the aftermath of the numerous disruptions.
The Colloquium took place at the Sophia Antipolis campus, near Nice, of the SKEMABusiness
School on July 15th to July 17th and was chaired by Prof. Xavier Brusset together with
Professor Marta Frasquet from Valencia University. At this edition of the Colloquium, as it
took place less than a year after the preceding one in Valencia, expectations about the number
of submissions were low. Yet, perhaps because participants were spurred by the possibility of
meeting in person or because the topic was enticing, 53 papers were presented over two days,
covering a wide array of retailing topics relevant to professionals and academics. Austrians
andFrench academicswere present on site in numbers and quality.As thiswas a hybrid event,
slightly more than half of the participants were following or presenting their work online.

The turmoil that has followed the pandemic has brought on a considerable number of
changes in consumers’ and retailers’ attitudes and behaviours. New trends have been started,
new retail formats and new services have been invented. Traditional visions of consumer
attitudes about how, what andwhere to buy have had to be discarded or completely revisited.
Retailers who understood how to transform themselves and were agile enough to do so have
been able to prosper. On one hand, such trends as consumer adoption of the mobile channel,
the search for environmentally safe products and services have all been exacerbated over the
last two years. On the other hand, the new needs and the disruptions in the supply chains able
to provide for them have led to extensive inventory problems throughout the retail industry,
from garments, to cars, to electronic products and food.

In this special issue, the articles can be separated into three major areas. In the first,
scholars looked into the changing nature of consumers’ attitudes towards retail. The research
is of an observatory nature and tries to understand the changing consumption patterns and
the emergence of the mobile channel (or m-channel). In Azuma et al. (2022), UNIQLO’s
strategy to aggregate disparate consumer segments so as to hold onto a large slide of the “big-
middle” retail market. Bezes (2022) shows how the image of the retailer and its online and
mobile channels all contribute to the overall customer satisfaction, especially if the images of
all channels are congruent. Risberg and Jafari (2022) find that the sales mix between channels
influences the last-mile delivery practices and consumer experience. In particular, retail
chains with large physical stores offering remote services in some way are competing with
their own network.

In the second, the focus of study ismobile shopping. Since this new channel became of age,
retailers have been trying to harness its power. In this category, we find a study into the
motivations behind mobile shopping (De Canio et al., 2022). Another looks into the way a
mobile app can enhance perceived shopping value (Flacandji and Vlad, 2022). As a way to
showcase products, show rooming has its smartphone-addict fans as shown in Chimborazo-
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Azogue et al. (2022). In Sinemus and Zielke (2022), the perceived usefulness of an app will
increase if online and off-line incentives are combined.

The third investigates the emergence of how best to enhance omnichannel experience
and performance. Augmented Reality is viewed as an enhancing decision-making quality in
consumers in Sengupta and Cao (2022). Even as the pandemic was changing consumer
behaviour, experiments in various strategies still invariably show that delivery and
customer service issues are single most important factors influencing consumer
satisfaction (Cocco and De Juan-Vigaray, 2022). Eriksson et al. (2022), presents the
dynamic capabilities needed to achieve true omnichannel performance by type of good,
with a special emphasis on groceries. In the sameway, Mrutzek-Hartmann et al. (2022) finds
that specific bundles of transformation resources and capabilities will condition the success
of omnichannel strategies. Salvietti et al. (2022) builds upon previous literature in
omnichannel retailing to present a research agenda and a framework synthetising the
theoretical foundations of omnichannel retail.

One contribution escapes easy classification. Robertson et al. (2022) explains how digitally
mature small- and medium-sized enterprises will exhibit organisational resilience in
particular with regard to their specific position in the market and the corresponding
management of their vulnerabilities.

In conclusion, these contributions show that retail management has yet to find the best
ways to resolve the challenges posed by the pandemic and at the same time the wide range of
topics withwhich both researchers and practitioners are grappling. The findings are both far-
reaching and fragmentary. They show in-depth understanding of the issues faced by retailers
but also how further effort is required to make such niche findings applicable to wider
settings. It is encouraging to see that scholars and practitioners are working hand in hand
towards building higher resilience and better understanding of consumer expectations in
terms of service. The research reported in this issue shows how fast research is able to
address known challenges, even if in a fragmentary way. It is expected to do as well as new
challenges surface. We have yet to devise ways to understand or better prepare for the
unknown challenges: the unknown unknowns.

Xavier Brusset
SKEMA Business School, Universit�e Côte d’Azur, Lille, France
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