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Abstract

:

In 2020, the whole world had to face a pandemic with inevitable profound changes in all aspects of life, from the social to the economic sphere. The profound economic crisis that followed the rise of the pandemic has pushed firms and researchers to question the necessary changes and new challenges for the survival of businesses. In this scenario, the aim of the paper is to analyze and classify the main contributions published on the topic of COVID-19 in managerial literature, seeking to discover the perspective and the gaps and outline future avenues of research. A systematic review of the literature has been performed. The results highlight the orientation of studies in this field and the various links between different aspects that emerged. Limitations and implications complete the research.
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1. Introduction


In 2020, the whole world had to face with the COVID-19 pandemic with inevitable profound changes in all aspects of life, from the social to the economic sphere. In particular, firms and production have suffered a profound shock, even greater than that suffered during the Great Depression and the Second World War [1], because in relation to the progress of the pandemic, many states have implemented policies such as “social distancing” and “stay-at-home” [2]. These interventions have made it possible to manage the pandemic from a health point of view, limiting the number of victims [3], but at the same time have opened up numerous scenarios of difficulty for businesses: reduction in demand, interruptions and also disruptions in supply chain and numerous other impacts [4]. The difficulties that have emerged and the policies adopted have had a negative impact on numerous sectors [5]. The first and most affected was tourism [6], followed by a global progression on numerous other sectors (i.e., food, sport, and agriculture) [7,8]. These profound impacts have also had repercussions on the dynamics of consumption and on the attitude of consumers. In particular, the emotional sphere of consumers was affected [9]. People reacted to restrictions by implementing panic purchasing behaviors [10] and shifting attention to online purchases [11]. In this scenario, technology has taken a crucial role in pushing firms to initiate or complete the digital transition process [12]. From the medical field, education, commerce, and management in general, technological tools have supported in various ways since the early stages of the pandemic [13,14,15]. From the analysis of this complex context that is taking shape day after day, pandemic has brought significant changes globally and certainly in management, from the definition of new business dynamics and strategies to consumer analysis and marketing [16]. All firms, from micro to small and medium-sized enterprises found themselves facing new challenges, new global scenarios and new market needs [17]. Therefore, COVID-19 has guided researchers from around the world to observe and analyze in depth the various changes and impacts on the firms and management with a proliferation of literature in a very short space of time [18]. The numerous researches make it necessary, at the same time, to have an organic and systematized vision to fully understand the implications of this pandemic and to grasp points of contact and synergies in different fields of study. In the managerial fields, few contributions have started a process of systematization of the literature [15,19]. However, the speed of development of the pandemic’s consequences and of the related studies requires constant investigation and updating of the analysis.



Before starting the research, the existing literature was analyzed to identify any similarities/differences with the present research work. From the literature it was possible to identify two papers that focus on the study of the COVID-19 topic in the managerial field using a schematic and repeatable approach to the literature. The first contribution analyzed [15] is a bibliometric study of COVID-19 literature in the business and management domain to identify current areas of research and propose a way forward. This paper differs from the present research work for the applied methodology, a bibliometric study, and for the time span analyzed (the authors study the literature published from 1 January 2020 to 11 May 2020). Furthermore, the aim of the authors is to analyze the impact of COVID-19 on overall business, technologies, supply chain management, and the service industry. While the second paper analyzed [19] carries out a systematic review of the literature but focus on “Supply chain” in particular. So, a field of managerial analysis but referred to a specific aspect.



Our research work differs from the mentioned papers in several aspects.



First, the paper attempts to offer a broader view of the subject. Compared to the first paper, the time horizon of analysis of the published papers is extended (see below for more details). Moreover, the topic that emerge are not only analyzed individually but also compared with each other for a synergistic view (see RQ2 for more details). Additionally, the present work does not aim to analyses the impact of Covdi-19 but to observe which management issues are linked to it. Coming to the second paper, our research offers a general analysis on COVID-19 management, not limiting the observation to one aspect (in this case the Supply Chain). From this preliminary analysis it is possible to deduce that there is a lack of recent research that analyses, through a systematic review of the literature, the issue of COVID-19 in the managerial field, offering a broad and recent vision. Starting from the evidence of this gap in the literature, the aim of this paper is to focus attention on the topic of COVID-19 and analyze the state of the art of management literature one year after the start of the pandemic.



Therefore, the following research questions can be put forward:




	
RQ 1: What are the main topics developed in managerial literature on COVID-19?



	
RQ 2: Are there a common thread and/or intersection between the different topics analyzed?



	
RQ 3: What are the main research gaps in management literature and how could future avenues of research be shaped?








The paper is structured as follows. Section 2 exposes and details the methodology used in the systematic review of the literature, highlighting the steps for the research and construction of the database used. Section 3 introduces the main results of the review. In particular, this section is divided into three parts: the first will show the characteristics of the extracted papers, the second part will underline the methodologies used in the papers and the third will focus attention on the main details of the topic. Section 4 shows the discussion of the main results highlighted and provides an answer to the research questions posed. Finally, Section 5 concludes the paper with some considerations, practical and theoretical implications, limitations, and future avenues of the research.




2. Materials and Methods


Following the approach to systematic literature review of different authors like Merli et al. [20] and Sassanelli et al. [21], the Elsevier’s Scopus database has been selected for the research because it is considered “a major reference database holding more than 50 million literature entries from around 5000 publishers” [22] (p. 1). This systematic literature review was carried out from the 7th of January to the 10 February 2021. The extraction of the papers from Scopus was carried out on the 7 January. Figure 1 represents the logical scheme of the systematic review conducted, highlighting the steps and their logical sequentially in order to structure a reasoned and replicable process. The analysis was articulated by a series of steps (described below) that allowed the construction of a database containing the characteristics of the selected papers. From the database, it was possible to elaborate the information, using various points of view. This provided a broad overview of the characteristics of the international literature on COVID-19 in management studies.



First of all, the keyword has been selected. Only the word “COVID-19” was selected, the most used to refer precisely to the topic to be analyzed. Indeed, from the analysis of some systematic reviews of the literature in the medical field, the word “COVID-19” is the most relevant to the study of the current topic linked to the pandemic [23,24]. The search revealed 66,804 papers. Subsequently, the papers were skimmed by applying the thematic filters present on Scopus; in particular, to emphasize the analysis on managerial studies, it was decided to use the filter “Accounting, business, management” the papers highlighted were 1485. From the pre-selected papers, we decided to focus on contributions that responded to four characteristics:




	
Article;



	
Final publication;



	
Journals;



	
English language.








These characteristics excluded papers that could have less scientific rigor (i.e., such as book, chapters and/or conference documents). According to this selection the remaining papers are 777. The thematic filter available on Scopus is very wide (Accounting, business, management) so a refinement of the paper selection was carried out to come at the selected ones using the “C-I-M-O framework” [25] to define the specific research focus, excluding papers that do not correspond to the purpose of the review.



The inclusion/exclusion criteria using in the C-I-M-O framework the are




	
Inclusion criteria: all the papers related only to the research area about firm, company, enterprises in their management aspects (i.e., marketing, planning, strategy, organization, innovation, resources management).



	
Exclusion criteria: all the papers that do not focus precisely on the inclusion criteria. For example, papers excluded deal with technical finance aspects, fiscal topic, medical technical aspects, law, and political aspects, economic in general, religious, sport communication, public operator, leisure management, education, and physical effects on people have been removed.








Last, 159 have been selected by reading the abstract that made it possible to exclude papers selected in the previous step but which, when analyzed in depth, were not focused on the purpose of the review. The final 159 papers were downloaded from Scopus and organized in a database including details as: first author country; years of publication, journal, research design, and research method details. The construction of this database is fundamental for the subsequent analysis of the papers and to extract the information useful to provide answers to the research questions posed.



Table 1 explains an overview of the research step followed.




3. Results


For greater clarity of presentation, the analysis of the results was divided into three sections. In the first, the main descriptive aspects of the database created were analyzed.



The second section focused on the category analysis with methodological aspects of the papers and keywords. Finally, the third section focused on the paper evaluation with the analysis of the main topic studied in management literature, in order to understand the research orientation and the main observation lenses used by scholars. The analysis indicates the existing gaps in literature and identifies future avenues of research in the COVID-19 management domain.



3.1. Descriptive Analysis: Database Analysis


The database allowed the extrapolation of some interesting information, even at a general level. The first element analyzed is the year of publication of the selected papers. The prevalence of papers is published in 2020 (133 paper, 84% of the sample), the year of development of the pandemic, while a part of the paper is in 2021 (26 papers, 16% of the sample). This result also comes from the timing of data extraction (7 January 2021).



An interesting aspect is the average publication times of the papers relating to the COVID-19 field. Indeed, Kun [26] (2020) states that the publication time of papers relating to papers that study COVID-19 has been significantly reduced compared to the standard review and acceptance times. It is for this reason that, despite being a very recent topic, it already sees a certain amount of published contributions. Subsequently, the journals in which papers are published were analyzed (See Appendix A). The analysis shows a broad scientific collocation of the papers. Some journals emerge from the analysis: IEEE Engineering Management Review (15 papers, 9.4%), International Journal of Hospitality Management (14 papers, 8.8%), and Journal of Business Research (10 papers, 6.3%). The journals in which the papers are published already offer a general overview of the topics being analyzed. For example, tourism, innovation, sustainability, marketing, etc. Finally, in this first phase of research, the geographical origins of the first author of each paper were analyzed.



As Figure 2 shows, the USA (25 papers, 15.7% of the sample) are the country that contributes most to management research related to COVID-19. The UK follows (18 papers, 11.3% of the sample) and China (14 papers, 8.8% of the sample). Analyzing the aggregated data by continents we observe how Europe provides numerous reflections on the issue (21 papers, 13% of the sample). An explanation of the relevance of the USA, China, and Europe can be given by the strong resonance that COVID-19 had for the initiation and subsequent development of the pandemic in these contexts.




3.2. Category Analysis: Methodological Aspects of the Selected Paper


The second analysis step focuses attention on the methodological characteristics of the papers. First of all, the type of research developed was analyzed, distinguishing between empirical and conceptual study. The analysis shows a slight prevalence of empirical papers (88 paper, 55% of the sample) compared to conceptual ones (71 paper, 45% of the sample). By focusing on empirical studies, it was found that those of a quantitative (57 paper, 65% of the sample) nature rather than qualitative ones (31 paper, 35% of the sample) emerge. Looking in depth at the research methodologies applied in the quantitative papers, the Table 2 shows the main results that emerged.



Surveys are the most widely used tool and this result can lead to hypothesize how researchers have tried to understand directly from the subjects involved (firms, managers, consumers, etc.) the extent of the pandemic on management issues. In addition, the survey results of 34 paper are combined by the authors with different statistical methods. In particular: sixteen papers (47%) applied structural equation model (SEM), six papers (18%) use the survey results in descriptive statistic, six paper (18%) implement a factor analysis, three paper (9%) carry out a partial least squares structural equation modelling (PLS-SEM), one paper (3%) use a cluster analysis, one paper (3%) carries out a descriptive statistic and correlation analysis and last one paper (3%) uses a combination of factor analysis, correlation analysis, structural equation modeling, and hierarchical regression. While, as shown in Table 3, the conceptual papers are prevalent performed on literature review (33 paper, 46% of the sample) and theoretical framework (22 paper, 31% of the sample).



As Table 4 shows, the authors use different conceptual research design, in particular different types of literature review. Some clarifications may help the understanding of the different approaches adopted in the papers. In particular, according to the




	
Literature review, authors describe published materials which provide an examination of recent or current literature [27];



	
Critical Literature review, authors aim to demonstrate that the writer has extensively researched the literature and critically evaluated its quality. It goes beyond mere description of identified articles and includes a degree of analysis and conceptual innovation [28];



	
Bibliometric analysis, authors offer a statistical evaluation of published journal papers extracting measurable data through statistical analysis of published research studies [29];



	
Integrative literature review, authors review, critique, and synthesize representative literature on a topic in an integrated way such that new frameworks and perspectives on the topic are generated [30];



	
Systematic literature review, authors provide a comprehensive, transparent, and unbiased review of the literature undertaken according to a clearly defined and systematic approach [31].








The different approaches used by the authors allow to understand how the new topic is analyzed from various perspectives and with different approaches that can contribute to increasing the knowledge and considerations of researchers about COVID-19 in management literature. Simultaneously, the classification confirms what was stated in the introduction to the paper regarding the lack of systematic research on the topic analyzed useful to have an objective and quantitative view of the study of literature (indeed only two papers implementing respectively a systematic literature review and bibliometric analysis).




3.3. Category Analysis: Keyword Analysis


A keyword co-occurrence analysis was also carried out as part of the category analysis. The analysis was performed through the use of the VOSviewer software [32,33].



Keyword co-occurrence is an interesting research method to identify research topic [34] and the network created with this method can explain the knowledge structure and the relationship between keywords [35]. The nodes created in the representation represent keywords, while edges represent co-occurrence relationships among nodes.



Therefore, this analysis and its representation allow to understand the keywords most used by the authors and shared, as well as the relationships between the various research themes analyzed. Figure 3 shows the representation of the keyword co-occurrence analysis using the binary counting and only keywords that repeated at least three times [36].



The most used keywords are COVID-19 with 91 occurrences, Pandemic with 19 occurrences, Coronavirus 17 occurrences, Viral disease 15 occurrences, etc. (See Table A2 for more details.) In particular, the size of the label and the marker of a key word is determined by the weight of the item. The higher the weight of a keyword, the larger the label and the marker of the item. Obviously the most used word is COVID-19, the core keyword for the study of the pandemic (green circle). Moreover, the lines between different keywords represent the links. Numerous categories of analysis branch off from the central key word, which partly anticipate the subsequent study of the topics (i.e., innovation, digital, and consumers). The analysis highlights 6 main clusters in which the keywords are grouped in terms of combinations (see Table 4). In each cluster appears one or more terms referring to the pandemic (i.e., Coronavirus Disease, Coronavirus, and Epidemic) with related keywords that highlight the orientation of the studies in a first vision (i.e., marketing, strategy, supply chain, and consumers). Cluster 1 is the one that contains the largest number of keywords and highlights the connection between digital transformation, management, sustainability, and pandemic management. Cluster 2 focus mainly on supply chain management. Cluster 3 reports on some aspects of tourism as well as Cluster 4 focused on air transport. Cluster 5 seems consumer-oriented while Cluster 6 analyses Corporate Social Responsibility (CSR) and the links with innovation and marketing. From the analysis of the clusters it is possible to state that keywords linked to the topic of innovation are recurrent (highlighted in italics in the table). Subsequent analyses will further underline this evidence.




3.4. Main Topic Emerged from the Selected Paper


The third level of the analysis allowed to focus attention on the topics studied by the various papers. Table 5 shows the results that emerged from the detailed analysis of the papers. The topics were defined using an inductive approach [37] moves from the specific to general [38] and by combining the reading of the papers with the results of the previous key-words analysis (See Section 3.3). The inductive approach is very useful because it provides categories from the raw data without the use of any theory-based categorization matrix, as is the case with the deductive approach [39]. Resulting categories indicate the main general topic of the papers. Each paper is placed in only one topic.



As can be deduced from the classification that emerges, the extent of the scope of the COVID-19 issue can be linked to many managerial areas, strictly or not connected to business management.



An interesting insight is provided by the Pareto analysis. This analysis is a statistical method which ranks the data classifications in decreasing order from the highest frequency of occurrences to the lowest frequency of occurrences [199]. The total frequency is summed up to 100. The Pareto analysis based on the 80/20 rule principle and the data classifications are divided into two categories: the “vital few” items occupy a substantial amount (80 per cent) of cumulative percentage of occurrences and the “useful many” occupy only the remaining 20 per cent of occurrences [200]. The Pareto analysis is born as Quality Control tool of processes, but several authors used this tool in the systematic literature review (e.g., [199,200,201]). Table 6 show the results of the Pareto analysis. The analysis allows to focus attention on the topics that can be considered most relevant in the systematic review conducted. Specifically: Tourism, Innovation, HR, Strategy, Consumers, Supply Chain, SMEs, and Marketing. This result is consistent with some considerations that have already emerged in the literature regarding the areas most affected by the pandemic [202].




3.5. Sub Topic Details


Given the number of topics that emerged from the literature review conducted, it appeared necessary to investigate the individual issues in order to fully understand the details and main problems faced by the authors. Therefore, the topics have been divided into sub-topics to better appreciate the contribution and the study presented (see Table 7). The first topic that emerged from the analysis is that of “Tourism”. By investigating the papers in detail, it was possible to identify five sub-topics relating to this subject. Table 7 shows the detail. A substantial part of the papers examined (nine papers, 43% of the sample) focus on the analysis of the impacts of the pandemic on the tourism sector and on the evaluation of a possible trend and future scenarios for firms operating in this area. At the same time, the study of possible solutions to the crisis in the sector also assumes considerable importance (eight papers, 38% of the sample). The other papers deal with even more specific aspects of the tourism field; interesting are the studies on consumer reactions to the new tourism scenarios dictated by the pandemic (two papers, 10% of the sample). The second topic that emerged from the analysis is “Innovation”. In this context, as Table 7 shows, ample space is given to the analysis of the challenges and opportunities deriving from the use of innovations (seven papers, 35% of the sample). The second sub-topic, on the other hand, focuses more precisely on the innovations of Industry 4.0 (five papers, 25% of the sample) and their contribution to the management of firms in a pandemic.



The topic of “Human resources” sees a concentration of studies on the effect (12 papers, 71% of the sample) that the spread of COVID-19 has had on workers and their management in terms of performance (3 papers, 18% of the sample) and organization (2 papers, 12% of the sample).



The topic of “Strategy” is very broad.



Indeed, in this context, the papers analyze various aspects and implications deriving from the effect of the pandemic on strategic business decisions. Particularly relevant is the analysis of planning (11 papers, 65% of the sample) which represents the most frequently addressed sub-topic.



About “Consumers” the study assumes a strategic role in the analysis of the pandemic from a managerial perspective. The papers show considerable interest in the study of consumer perceptions (eight papers, 53% of the sample) and subsequent behaviour (three papers, 20% of the sample) in the face of the new economic scenario.



From the “Consumer” analysis, the focus shifts to more technical and organizational aspects of business management with a focus on the “Supply chain”. In this context, the contributions of the various researchers focus attention on a new articulation and management of the chain in relation to the new dynamics and needs of markets, especially global. Further, in this case, as already seen for the topic Innovation, attention is paid to digital solutions and their support in adapting the supply chain to the new global context.



Continuing the analysis, the topic of “SMEs” offers some relevant insights for thought, especially relating to the impact of the pandemic on the management and survival of these firms (10 papers, 83% of the sample). While, the remaining two papers (17% of the sample) shift attention to the issue of digitization already extensively investigated in the literature (i.e., [203,204]) and which has certainly had a boost in acceleration over the last year. The last relevant topic highlighted by Pareto’s analysis is “Marketing”.



The focus given by the researchers in the papers is related to the study of the trends (seven papers, 70% of the sample) of the marketing discipline in the light of new market dynamics and above all of consumers. Furthermore, some authors focus their attention on the new competitive scenarios that may emerge (three papers, 30% of the sample).



The remaining topic fall within the 20% identified through Pareto’s analysis and although they have a lower impact on our research, they still deserve a detailed and in-depth analysis like the previous ones. Primarily the topic of “Sustainability”.



Indeed, from the analysis it emerges that eight papers focus on sustainability in the managerial analysis of the pandemic. For a better understanding of the issue, the lens of analysis used was that of the three pillars of sustainability: economic, social, and environmental. Table 7 highlights the subdivision of the papers into the three pillars of sustainability [205]. Environmental and economic aspects are the most emerged, even if the social aspect of sustainability gets a fair amount of interest from researchers.



In the context of “CSR”, the papers study the impact (four papers, 67% of the sample) of the pandemic on the application of corporate social responsibility and what can be reflected in terms of value for firms (two papers, 33% of the sample). Continuing the analysis, in relation to the topic of “International markets” all the papers (six papers, 100% of the sample) reveal a concentration of the study on the development trends of global markets with consequent evaluation of the impacts on the management of firms, especially those so-called “born global” [206].



The topic “Impact on firms” collects all those contributions that evaluate a possible impact of the pandemic on firms in a general vision (five papers, 100% of the sample), without addressing a specific area and/or activity of the managerial environment. Indeed, as has so far emerged from the other topics, the sub-topic “Impact” is traceable but linked in a specific manner to a topic analyzed (i.e., Tourism and Innovation topics).



An interesting focus derived from the topic “Production” which goes into detail on the consequences of the pandemic on the technical management of production companies. In this context, the research focuses on the study of efficiency, Coproduction and Manufacturing process. Finally, the topic of “Communication” focuses on misinformation (one paper, 50% of the sample) and future trends in communication dynamics (one paper, 50% of the sample) while that of knowledge is totally focused on management (two papers, 100% of the sample). Table 7 summarizes the sub-topic that emerged from the analysis.





4. Discussion


The results that emerged allow to formulate some initial considerations on this broad and new field of research. In particular, the first research question put forward in the introduction of the paper was the following:



RQ1: What are the main topics developed in management literature on COVID-19?



With regard to the topics covered in the papers, a very broad panorama emerges. In fact, 15 different topics were found in the 159 papers analyzed. Pareto’s analysis offers an opportunity to highlight the most important topics among those that emerged (see Table 6). “Tourism” is one of the areas most affected by the pandemic with huge effects when compared to other dramatic events of the last few years (for example, 11 September 2001) [58]. As affirmed by Sobaih et al., [43] (p. 1), “tourism industry is one of the hardest hit by this pandemic since it is one of labor-intensive industries with millions of workers at risk. Additionally, the fundamental people-to-people nature of tourism makes it more vulnerable and adds more difficulties to adapt to this pandemic." Moreover, tourism is an area with different impacts and implications for the future because of its heterogeneity, just think of the variety of demand, for instance, leisure travelers, group and single tourists, religious tourists, business travel, and so on [58]. In the context of the various aspects dealt with (see Table 7) it is important to underline how it is crucial to envisage strategies to face the difficulties of the pandemic that focus attention directly on consumers and their “travel fear” [44]. Indeed, the three main sub-topics that emerged (impact and future trends, strategy for crisis, and consumer reaction) highlight a common thread: the strategic consumers’ management of their travel fear. This link also emerges clearly from the analysis of key-words occurrences carried out (See Table 4). The keywords that emerged in Cluster 4 anticipate precisely this consideration. In the cluster are highlighted the keywords: air transportation, crisis management, strategic approach, and travel behaviour.



Cluster 3 also provides important insights. Here too, aspects relating to consumption behaviour and tourist behaviour are highlighted for the management of tourism and the impacts and consequences of the pandemic. In particular, travel behaviour is expressed by different authors as “travel fear” that should make it possible to understand the consumer’s orientation, and his motivations for behaviour. Travel fear can orient the crisis strategy of firms, and thus open up future scenarios and trends. Thus, some authors state precisely that managing the fear and psychological aspects of potential travelers must be the key to overcoming the crisis in the tourism sector [52]. The strategy adopted by firms of tourism must be communication-oriented, with a problem-focused and/or emotion-focused approach [44] and in this sense an interesting support can come from technology. Indeed, some authors suggest that for the future development of strategies for the tourism sector, and especially for hotel management, the use of artificial intelligence tools and robotics can be of support [50]. In particular, these tools can help in implementing and communicating the orientation to hygiene and cleanliness with respect to issues that have been considered in pandemic outbreaks as a culprit of disease. Thus, when predicting the hotel industry’s recovery post-COVID-19, these aspects must be focal points given the severe effects of this pandemic and hotel guests higher safety-related expectations during travel [50]. Furthermore, Dimitrios et al. [47] reconsider the strategic tools that the hotel industry can use in this moment and mainly highlight the ensuring safety for the guests, the use of new technology for strengthening guest relationships and satisfy clients’ needs and also to provide a “financial pillow” to support any continuation of the pandemic. This is also crucial in the airline industry. Indeed, a strategy to cope with the crisis and revive the air travel sector, must include not only a short-term orientation (reduction of flight prices), but also a strategy aimed at reassuring passengers that flying is safe and encouraging them to return to the air through orientation to hygiene and cleanliness (i.e., temperature checks, face masks, social distancing, ultra-violet cleaning of aircraft cabins, security screening trays, and search areas have all been suggested as a way of safeguarding travelers and staff) [46]. Obviously, as some authors suggest, alongside the strategies adopted by companies in the sector, it is also essential for governments to intervene in order to rebuild public confidence also through cooperation and encouraging the introduction and use of advanced technology [55].



Among the strategies to increase tourism and counteract travel fear, Kock et al. [52] suggest orienting the offer towards group travel and/or new travel insurance solutions that provide the tourist with a feeling of security by reducing fear and the feeling of risk. The authors emphasize the importance of not feeding the fear of travelling with the necessary social distance, which is a valuable health tool for fighting the pandemic and stress the importance of the social aspect of the tourists and the consumers in general.



These latter considerations highlight the social aspect of tourism that emerges from the sub-topics identified. The social aspect of tourism is also carefully observed and analyzed from different points of view, especially in relation to the strategies adopted to overcome the crisis. Some authors consider the social costs of tourism during the pandemic [56] highlighting a strong involvement of consumers and citizens to support the recovery of tourism. The authors highlight how a crisis invariably brings out the best in residents in terms of values and responsible behaviour and how consumers are willing to pay more to maintain public health and reduce the infection risk from tourism activity.



Moreover, some authors state social aspect of tourism as an opportunity arising from the pandemic. In particular, the COVID-19 and the related world crisis have increased the focus on social values and in particular on the creation of tourism social ventures aiming to create social value, solve social problems created by the pandemic and provide help to people in need [58].



In addition, according to a social and environmental perspective, the pandemic prompts further reflections on the dynamics of tourism in the future. Indeed, it is important to discuss over-tourism in metropolitan destinations in favor of a more balanced approach with sustainability-oriented strategies [51]. In the light of these considerations, the topic of tourism appears very broad and complex, and the sub-themes are interconnected. The new strategies to be devised and implemented must take into account all aspects of the consumer and sustainability in its three aspects: environmental, social, and economic.



The second most discussed topic is that of “Innovation”. Indeed, innovation has played a fundamental role in the management of the pandemic and as emerges from the results it is reflected in various areas of company management. Fernando et al. [71] affirm that COVID-19 has accelerated the processes of digital transformation in firms and many authors underline the importance of this process in view of new challenges and opportunities [61,78]. Innovation can support, for example, the development of work at home and smart working [61] also paying attention to the social aspect of these new ways of working [65]. The enabling technologies of Industry 4.0 play an important role in this innovative development [207]. Indeed, the Internet of Things, artificial intelligence, and block chain are mentioned in providing valid support in facing the difficulties that emerged at the management level with the pandemic [70,74,75]. An interesting study is that of Chesbrough [69] which underlines the role of “Open Innovation” in this context. The author underlines how the crisis situation must push firms and institutions to evaluate the opportunities for opening and sharing innovation for the development of joint and advanced solutions (i.e., encourage firms and universities to release portions their intellectual property). In the light of the above, even the topic of innovation also has a strong link with that of tourism. For instance, technology innovation can help to alleviate customers’ perceived health risks, also in tourist services. Different technologies such as contactless systems, face recognition systems, and cleaning robot systems, can reduce interaction with employees, and reassure consumers, including from the mentioned travel fear [79]. The pandemic highlighted a new key to the understanding innovation, ranging from managerial or employee adoption processes alone to the role of reducing perceived health risk [208].



“Human resources” is another very relevant topic emerged from the review. Workers were hit hard in various ways during the pandemic: organization of work, rhythms and schedules, working, furloughed, or laid-off, psychological well-being, and psychological distress [83]. Some authors therefore considered it important to focus the study on human resource management in moments of uncertainty and difficulty such as the current one [81,90]. The new organization of work is also an important aspect. Indeed, the new requirements push firms to organize the dynamics and work patterns also technically, both within firms and from the point of view of working from home [88]. These profound changes, above all organizational changes, also push the need for a review and reassessment of work performance. Cohen affirms, as “companies must pay attention to the factors of e-training, e-leadership, and work-life balance to keep employees motivated and to maintain optimal employee performance, especially during the COVID-19 pandemic through working online” [92] (p. 443). Therefore, the different work dynamics can be suitably motivated and monitored to push workers towards satisfaction and good performance.



The subsequent “Strategy” topic requires us to reflect on the need to completely re-read business management starting from planning. Kaushal [41] affirms that firms must redesign/reorganize their activities for post COVID-19 new business, and to achieve this Kashyap [106] emphasizes how necessary it is to identified some critical success factors to help firms in medium and longer-term planning. A new vision of strategies and new parameters is therefore necessary that allow companies to restart their planning paths in a new scenario in a proactive way [113].



With the topic of “Consumers”, the analysis focuses on the market and its main players. If, as pointed out, companies have to face numerous challenges and organizational changes, consumers too have seen a severe change in their behaviour and their choices [126]. Consumer perceptions and behaviour are the aspects most investigated in the literature. As affirmed by Sheth, “The COVID-19 pandemic and the lockdown and social distancing mandates have disrupted the consumer habits of buying as well as shopping. Consumers are learning to improvise and learn new habits […] new habits will also emerge by technology advances, changing demographics and innovative ways consumers have learned to cope with blurring the work, leisure, and education boundaries” [129] (p. 280). In this perspective, the importance of innovation is again underlined, according to Kim “managers could adapt to the digital transformation of the market to recover or even further increase sales after COVID-19” [209] (p. 212).



Therefore, technological innovations can be of support for companies in analyzing, monitoring and managing new consumer behaviors, their reactions [125], as well as panic buying [128]. This last aspect is closely linked to the growing use of social media during the pandemic. Naeem [117] states that this tool, also due to the numerous information and fake news available in real time, leads consumers to impulsive, accumulation and non-rational purchases.



The “Supply chain” is the sixth important issue that emerges, and it too represents one of the topic most strongly affected by the pandemic since the first events that occurred. Indeed, COVID-19 was first identified and reported in Wuhan, China, in December 2019. It was then reported in other parts of China, and other countries [142], severely affecting the dynamics of global supply chains [138]. The supply chains have literally been blocked due to the lock-downs of the various States and this has highlighted their fragility and dependence on some areas (i.e., China). The studies analyzed focus on a new management and construction of supply chains in order to be able to foresee and appropriately deal with any blocks and impediments deriving from external factors in the future. For example, Sharma et al. [134] define the “next-generation supply chain” highlighting the necessary changes to the current structure and management of the chains. The authors recommend firms adopt a forward-looking approach that includes analysis of people, processes, and technology to improve the next-generation supply chain; also, in this context, the technological innovations can give an important support. Indeed, Quayson et al. [140] argue the need for a “critical digital transformation for building a resilient and sustainable post-COVID-19 supply chains for developing countries” not only for multinational companies but also for small firms operating globally.



In this regard it is interesting to analyze the context of “SMEs”, another topic that emerged from the literature review. In this context, most authors study and investigate the impacts of the pandemic on the management of these companies. Although SMEs have characteristics that make them flexible and resilient to crises and external factor, COVID-19 has also led to profound problems for this category [19] (p. 104).



The papers highlight issues in the management of human resources and employment [145,149] in economic sustainability [147] and in business in general [146,152].



As already highlighted in the previous topics, innovation comes into play in the management of the pandemic in SMEs. Indeed, Effendit et al. [148] and Guo et al. [150] affirm the usefulness of digital tools, such as social media, and digitization in general to support SMEs in the new needs dictated by COVID-19. Guo et al. state that “digitalization has enabled SMEs to respond effectively to the public crisis by making use of their dynamic capabilities [...] digitalization can help improve SMEs’ performance” [150] (p. 1).



Finally, the last relevant issue to emerge from Pareto’s analysis is “Marketing”.



This topic, like that of consumers, is closely linked to the changes in the market that occurred with the pandemic. It is interesting the statement of He and Harris who argue that “organizations reflecting on the post-pandemic world will need to re-evaluate their visions, missions, and their objectives to account for the changes to their customers, competitors, amongst other shifts. Goals and objectives that incorporate long-term survival, strategic agility, meaningful social responsibility, possibly centered on a societal marketing orientation seem likely” [177] (p. 180).



Therefore, the impact of the pandemic should orient marketing towards a social philosophy and towards sustainability objectives. The new marketing trend is therefore a crucial aspect of study for many authors (i.e., [159,163,165]) and some also pause to understand how competitive dynamics in the market will change and how marketing will have to cope with these changes [158,161]; also, in this case, the appeal of the topic of Innovation are strong. Indeed, Wang et al. [164] they draw attention to the need to innovate marketing, in particular the strategic one, pushing it towards the search for strategies that have a strong motivational drive for innovation and a level of collaborative innovation.



The other remaining topics, as it emerges from the Pareto analysis, complete the overall vision of the COVID-19 study in the managerial field. Sustainability (eight papers, 5% of the sample), CSR (six papers, 4% of the sample), international markets (six papers, 4% of the sample), impact on firm (five papers, 3% of the sample), production (four papers, 3% of the sample), communication (two papers, 1% of the sample), and knowledge (two papers, 1% of the sample), are topic that we have already partially found in the discussion of the previous ones (i.e., CSR in marketing details or International markets in supply chain analysis) and will probably undergo considerable development with the deepening of managerial studies on the pandemic.



Sustainability in particular deserves a brief study. In this regard, some recent studies emphasize the need for a redefinition of the concept of sustainability. Hakowirta and Denuwara [210] propose the introduction of another pillar of sustainability, the fourth pillar: human health. The pandemic has brought out new needs and facets of sustainability in addition to the classic three areas observed. Beyond this, in the classic view [211], the papers that emerged from the review focus on economic, social and environmental aspects. From an environmental point of view, great importance is given to the management of waste [168,170] which has seen a significant increase during the pandemic (especially in the hospital sector). From the point of view of social sustainability, the impact of the pandemic underlines the need for a more marked attention to the quality of life in the light of the new rhythms of work and sociality [166,167]. Finally, economic sustainability is investigated from the point of view above all of hospitals [171] and of the profound difficulties and crises they are going through. Starting from a careful assessment of economic sustainability and business continuity, hospitals should promote an overall sustainable development that supports the recovery not only of the health sector but also of those connected to it (i.e., tourism) [171].



RQ 2: Are there a common thread and/or intersection between the different topics analyzed?



Coming to the second research question, the topics emerged from the literature provide numerous and useful points of contact and joint reflection. The topic of “Innovation” in particular allows a systemic vision between several subjects and represents a common thread. The analysis of the keywords showed a presence of innovation and technology aspects in different papers. Cluster 1, for example, shows the versatility of innovation, particularly digital transformation and technology, in pandemic management. Support for innovation is clear in SMEs both to cope with the crisis, to improve performance in times of crisis [150] and SMEs resilience [143,154]. Innovation is also understood in the way products are marketed, and here some authors emphasize the role of social media as a technology for approaching consumers in times of pandemic [148]. At the same time, the technology supports the development of a supply chain more resilient to external threats. The inclusion of innovative tools (i.e., artificial intelligence, robotics, or deep learning-based tools) can help firms identify and interpret information from markets regarding disruptions and visibility in the supply chain and provide firms with appropriate solutions to help counteract the effects of COVID-19 [134]. Moreover, as some authors point out and Cluster 1 itself shows, it is crucial to integrate innovation from a multidisciplinary perspective [172]. The innovation process that enables companies to tackle the pandemic must also integrate the topic of sustainability and sustainable development [77], and at the same time should involve entrepreneurs in the careful management and engineering design of the firms and its processes [141].



Regarding the subject of innovation, Cluster 2 also provides food for thought. Analyzing the keywords, a similarity emerges with the previous cluster, but it is extended to a global business perspective. Indeed, there are some considerations of global value chain and a global supply chain supported by digitalization [138]. It is clear that the use of innovation will solve some of the problems of global supply chains, i.e., length, concentration in certain geographical areas, lack of transparency and high price sensitivity [132]. At the same time, this digital transformation involves again the consumer, who will have to adapt to contactless exchanges, cheaper supply chains, and focus more on service levels [132]. A further reflection highlights the need of a link and a precise logic connection between the topics of “Innovation”, “Human Resources”, “CSR”, and finally “social sustainability” aspects emerging from the topics analyzed but also from the keyword Clusters 5 and 6. As emerged from the previous analysis, innovation represents the cornerstone to face the new managerial challenges imposed by the pandemic [70], but to implement the innovative process effectively and efficiently it is necessary to consider the reflection on human resources management [92] and the impacts and consequences that this can lead to new work dynamics [64]. Only by trying to combine these aspects, innovation can actually give positive results to management in both small and large companies. The process of digitization of businesses, which has been underway for years, therefore, deserves a new joint vision with aspects relating to the social sphere of business [212].



Furthermore, innovation in the context of the pandemic, drives the development of sales and of human work. Sharma affirms that during 2020 “most technology companies have experienced an increase in demand” [57] (p. 444). In this domain Fernando affirm that “digitization of companies will increase the importance given to the digital channels of marketing and sales of companies. It will also foster teleworking and consumption of technological products as more people will interact using hybrid communication mechanisms accessible from anywhere, and not exclusively in the physical environment of companies and their homes” [71] (p. 101).



Finally, again on the subject of innovation, the connection with the new consumer dynamics is clear. The development and correct management strategy of social media, for example, can support the management of irrational consumer behaviour, often dictated by the logic of panic [117]. The pandemic has pushed consumers towards new needs and purchasing approaches; innovation can support this change by developing new opportunities and sales channels [127]. In this sense, Kim affirm that pandemic can be considered “as an accelerator of the structural change in consumption and the digital transformation in the marketplace” [209] (p. 212). Looking also at the results that emerged from the analysis of the key words used in the papers (see Table 5), it is clear that four out of six clusters highlight key words relating to innovation (Digital Transformation in cluster 1, digitalization in Cluster 2, Artificial Intelligence in Cluster 5, and Innovation in Cluster 6). It is interesting to note that in Cluster 6, in addition to technologies related to artificial intelligence, there is an explicit link to the employment. This aspect is very important because innovation and technology should not be seen as substitutes for human labor. On the contrary, some authors underline how, in this moment of crisis, there can be a good synergy between workers and technology support [80], in particular, with respect to the reduction of human contact and the potential spread of the virus.



Another interesting guideline in these studies is to pay attention to the social aspect of management that emerge also from Cluster 6 (with the keywords Corporate Social Responsibility, Innovation, and Marketing). In this context of profound global changes, attention to people is fundamental. The human resources must be carefully considered, in the strategy, in the new organization of work and relative performances [83]. The pandemic has brought out very delicate aspects to be taken into consideration even more than what has already been done in the past, for example, attention to the work of women as well as mothers [91].



Marketing must also move towards a greater attention to social issues and the new needs of the consumer. The new marketing strategies must be oriented towards social sustainability and the human aspect of the consumer [158]. So, an ever greater attention to ethics in management is needed, especially for all those aspects strictly connected with man (be it a worker or a consumer) and above all in a long-term vision [177]. Some authors pointed out that in this pandemic phase, the use of social media and other technologies (for example, the we-media) helped firms in communicating CSR to consumers and positively affected brand image [179]. Cluster 6 thus aims to a profound need to rethink marketing, its strategies in supporting and implementing a more genuine and authentic CSR and helping to address urgent global social and environmental challenges [177,179]. Therefore, innovation can be the most valid means to face the challenges posed by the pandemic, but it must be an innovation oriented towards the human, social and ethical component of businesses [65,66], in line with the transition already underway between Industry 4.0 and Society 5.0 [213].



RQ 3: What are the main research gaps in management literature and how could future avenues of research be shaped?



The last research question leads us to consider some evident gaps that emerged from the analysis of the papers to stimulate and guide future studies in this area. From an overall evaluation of the papers and the topics covered, it is clear that there is a gap in relation to the business model topic. Indeed, no papers have been proposing or hypothesizing specific business models to be implemented in this pandemic context or also in the post-COVID scenario. There are numerous considerations by the authors on changes and adjustments to business management in specific areas (i.e., HR, Supply chain, marketing, production), but an overall vision seems to be lacking.



This gap may perhaps be related to the fact that the topic is very recent and there is not enough evidence to structure such a contribution. The slight prevalence of empirical studies found (see Section 3.2) could lead to a future implementation of theoretical models and frameworks capable of responding to this gap. Therefore, the organic and global vision provided by the systematic review can support in creating a business model that takes into consideration the numerous crucial aspects highlighted.



Another highlighted gap that could be deepened is the application of innovations, especially digital ones, to support the social orientation of companies. As already mentioned, the attention to the new working and consumption needs shift the attention even more to the social and ethical aspects of the business. The technology with its tools (i.e., the numerous enabling technologies of Industry 4.0) could be of support for the transition to new needs. But guidance and support are needed to understand how best to implement digital innovations and tools in realizing new business practices oriented to the principles of Society 5.0.



Finally, a topic still little investigated in the literature is the communication. The new consumption dynamics encountered require firms to focus on marketing (i.e., [159,163,165]) and above all on communication [195,196]. Communication in particular must help guide and inform the consumer in this new market scenario (from online sales to the proliferation of information disseminated on social networks). For example, appropriate communication dynamics can help the consumer in orienting choices by mitigating highlighted reactions of panic buying.




5. Conclusions


The systematic review of the literature conducted offered a first comprehensive view of the study of the COVID-19 pandemic in the management field. The breadth of the topic dealt with and its implication and/or diffusion in numerous fields of study of the managerial disciplines certainly emerge clearly. At the same time, the in-depth study and analysis conducted on the papers make it possible to appreciate the possible connections and joint ideas for think about the topics analyzed. Tourism and innovation seem to have attracted considerable interest from scholars. Innovation in particular, in a broad and comprehensive vision of managerial studies, offers numerous points of view and common guidelines.



The pandemic has imposed numerous challenges and created new business scenarios and management dynamics, in this context, innovation with its tools and its numerous application possibilities, provides an important and crucial contribution. The analysis shows how the pandemic pushes companies to innovate and overcome the resistance still present on digitalization. At the same time, it is important to bring this evolution back to an ethical, social, and suitable level for the management of human resources.



The paper provides some theoretical and practical implication. From a theoretical point of view, the analysis conducted makes it possible to organize and have a clear and structured vision of the development of managerial studies in relation to the pandemic. This organic vision can be of support for researchers to understand possible links between analyzed topics and which studies have already been developed in specific managerial contexts. Furthermore, the third research question offers some suggestions regarding the evolution of the studies and possible themes not yet investigated in depth.



From a managerial point of view, research can guide managers in a deeper knowledge and awareness of the effects of the pandemic on business management and on the economic context in which it operates. The deepening of the topics in the different facets under analysis and the links between some of these can provide a more organic and systemic vision of the new managerial context in which businesses operate. The overall vision of the various researches shows at current and future entrepreneurs how to orient themselves in order to compete in the new global context, both today and in the post-pandemic, turning activities towards innovation and a new ethical and social vision of business. As it is possible to conclude from the results that emerged, the topic is very young, and this current year and the further developments of the pandemic will contribute to providing important future developments for managerial research. Taking into consideration the analyzed papers, it emerges that some contaminations and joint developments of topic are present, but an important step in the research could be to work on the evaluation of suitable business models that can combine the various aspects addressed and emerged from the numerous papers analyzed. Indeed, one of the most evident gaps that emerged is the lack of initial considerations on a possible business model that can cope with the changes of the last year. Finally, it is also important to underline the limitations of this research. The main limitations can be traced back to the methodology used, in particular to the choice of keywords and the selection of a single database (albeit the most widely used and extensive one) which could, in future studies, be further refined.
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Table A1. Journals.






Table A1. Journals.





	Journal
	No.
	%





	IEEE Engineering Management Review
	15
	9.4%



	International Journal of Hospitality Management
	14
	8.8%



	Journal of Business Research
	10
	6.3%



	International Journal of Contemporary Hospitality Management
	5
	3.1%



	Management and Marketing
	5
	3.1%



	Annals of Tourism Research
	4
	2.5%



	British Journal of Management
	4
	2.5%



	Entrepreneurship and Sustainability Issues
	4
	2.5%



	Industrial Marketing Management
	4
	2.5%



	Journal of Asian Finance, Economics and Business
	4
	2.5%



	Journal of Cleaner Production
	4
	2.5%



	Journal of Industrial and Business Economics
	4
	2.5%



	Journal of Service Management
	4
	2.5%



	International Journal of Operations and Production Management
	3
	1.9%



	Academic Journal of Interdisciplinary Studies
	2
	1.3%



	Advances in Science, Technology and Engineering Systems
	2
	1.3%



	Frontiers of Business Research in China
	2
	1.3%



	Global Business and Organizational Excellence
	2
	1.3%



	Human Resource Development International
	2
	1.3%



	International Small Business Journal: Researching Entrepreneurship
	2
	1.3%



	Journal of Air Transport Management
	2
	1.3%



	Journal of Management
	2
	1.3%



	Journal of Retailing and Consumer Services
	2
	1.3%



	Management Research
	2
	1.3%



	Technological Forecasting and Social Change
	2
	1.3%



	Tourism Geographies
	2
	1.3%



	Tourism Management
	2
	1.3%



	Academy of Strategic Management Journal
	1
	0.6%



	American Review of Public Administration
	1
	0.6%



	Asian Business and Management
	1
	0.6%



	Business Economics
	1
	0.6%



	Cities
	1
	0.6%



	Cogent Business and Management
	1
	0.6%



	Enlightening Tourism
	1
	0.6%



	Foresight and STI Governance
	1
	0.6%



	Gender, Work and Organization
	1
	0.6%



	GENEVA Risk and Insurance Review
	1
	0.6%



	Human Systems Management
	1
	0.6%



	Humanities and Social Sciences Communications
	1
	0.6%



	Indian Journal of Marketing
	1
	0.6%



	International Journal of Entrepreneurship
	1
	0.6%



	International Journal of Integrated Supply Management
	1
	0.6%



	International Journal of Market Research
	1
	0.6%



	International Journal of Supply Chain Management
	1
	0.6%



	International Journal of Technological Learning, Innovation and Development
	1
	0.6%



	International Journal of Technology
	1
	0.6%



	International Journal of Tourism Cities
	1
	0.6%



	Journal of Accounting and Organizational Change
	1
	0.6%



	Journal of Business Venturing Insights
	1
	0.6%



	Journal of Competitiveness
	1
	0.6%



	Journal of Contingencies and Crisis Management
	1
	0.6%



	Journal of Economics and Management Strategy
	1
	0.6%



	Journal of International Consumer Marketing
	1
	0.6%



	Journal of International Logistics and Trade
	1
	0.6%



	Journal of Outdoor Recreation and Tourism
	1
	0.6%



	Journal of Risk Research
	1
	0.6%



	Journal of Service Research
	1
	0.6%



	Logforum
	1
	0.6%



	International Journal of Entrepreneurial Behaviour and Research
	1
	0.6%



	Organizacija
	1
	0.6%



	Problems and Perspectives in Management
	1
	0.6%



	Public Administration Review
	1
	0.6%



	Publishing Research Quarterly
	1
	0.6%



	Research in International Business and Finance
	1
	0.6%



	Research in Transportation Business and Management
	1
	0.6%



	Research in World Economy
	1
	0.6%



	Research Technology Management
	1
	0.6%



	Social Marketing Quarterly
	1
	0.6%



	Studies in Business and Economics
	1
	0.6%



	Technology in Society
	1
	0.6%



	TEM Journal
	1
	0.6%



	Tourism Management Perspectives
	1
	0.6%



	Uncertain Supply Chain Management
	1
	0.6%



	Work, Aging and Retirement
	1
	0.6%



	World Journal of Entrepreneurship, Management and Sustainable Development
	1
	0.6%



	WSEAS Transactions on Business and Economics
	1
	0.6%



	Total
	159
	100%
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Table A2. Keyword occurrences and Link Strength.
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	Keyword
	Occurrences
	Total Link Strength





	COVID-19
	91
	185



	Pandemic
	19
	57



	Coronavirus
	17
	51



	Viral Disease
	15
	73



	COVID-19 Pandemic
	12
	13



	Crisis
	10
	28



	Consumer Behaviour
	8
	18



	Resilience
	8
	27



	Crisis Management
	7
	24



	Management
	7
	20



	Tourism
	7
	30



	Disease Spread
	6
	28



	Engineering
	6
	15



	Epidemic
	6
	42



	Supply Chain Management
	6
	15



	Coronaviruses
	5
	12



	Digital Transformation
	5
	19



	Innovation
	5
	13



	Sustainability
	5
	12



	China
	4
	14



	Dynamic Capabilities
	4
	7



	Managers
	4
	10



	Respiratory Disease
	4
	27



	Social Distancing
	4
	7



	Supply Chains
	4
	16



	Sustainable Development
	4
	7



	Technology
	4
	11



	Tourism Economics
	4
	25



	Tourism Management
	4
	21



	Air Transportation
	3
	16



	Artificial Intelligence
	3
	15



	Consumption Behaviour
	3
	11



	Coronavirus (COVID-19)
	3
	7



	Corporate Social Responsibility
	3
	4



	Digitalization
	3
	10



	Economic Impact
	3
	16



	Employment
	3
	10



	Entrepreneurship
	3
	4



	Global Supply Chain
	3
	9



	Global Value Chains
	3
	6



	Leadership
	3
	7



	Lockdown
	3
	4



	Marketing
	3
	4



	SMEs
	3
	5



	Strategic Approach
	3
	16



	Supply Chain
	3
	11



	Supply Chain Risk
	3
	6



	Tourist Behaviour
	3
	15



	Travel Behaviour
	3
	21
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Figure 1. Research design. Source: own elaboration. 
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Figure 2. Affiliation country of the first author. Source: own elaboration. 
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Figure 3. Keyword co-occurrence analysis network. Source: own elaboration with VOSviewer. 
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Table 1. Overview of the research.






Table 1. Overview of the research.





	Research Step
	No. Papers





	Research keywords “COVID-19”
	66,804



	Thematic filter “Accounting, business, management”
	1485



	Publication type “Article”
	1117



	Publication stage “Final publication”
	818



	Publication Source “Journal”
	777



	Language “English”
	777



	C-I-M-O framework
	176



	Abstract reading
	159







Source: own elaboration.
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Table 2. Quantitative research details.






Table 2. Quantitative research details.





	Quantitative Research
	No. Papers
	%





	Survey
	44
	77.2%



	Mathematical Model
	10
	17.5%



	Comparative Analysis
	1
	1.8%



	Event Study Method (ESM)
	1
	1.8%



	Multiple Regression Analysis
	1
	1.8%



	Total
	57
	100%







Source: own elaboration.
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Table 3. Conceptual research design.






Table 3. Conceptual research design.





	Conceptual Research Design
	No. Papers
	%





	Literature Review
	34
	48%



	Theoretical Framework
	22
	31%



	Commentary
	6
	8%



	Critical Literature Review
	5
	7%



	Bibliometric Analysis
	1
	1%



	Conceptual Approach
	1
	1%



	Integrative Literature Review
	1
	1%



	Systematic Literature Review
	1
	1%



	Total
	71
	100%







Source: own elaboration.
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Table 4. Keywords cluster.






Table 4. Keywords cluster.





	Cluster 1
	Cluster 2
	Cluster 3



	COVID-19
	COVID-19
	Consumption Behaviour



	Coronaviruses
	Crisis
	Coronavirus



	Digital Transformation
	Digitalization
	Disease Spread



	Engineering
	Dynamic Capabilities
	Economic Impact



	Management
	Entrepreneurship
	Tourism



	Managers
	Global Supply Chain
	Tourism Economics



	Pandemic
	Global Value Chain
	Tourism Management



	SMEs
	Lockdown
	Tourist Behaviour



	Supply Chain
	Resilience
	Viral Disease



	Sustainability
	Supply Chain Management
	-



	Sustainable Development
	Supply Chain Risk
	-



	Technology
	-
	-



	Cluster 4
	Cluster 5
	Cluster 6



	Air Transportation
	Artificial Intelligence
	Corporate Social Responsibility



	China
	Consumer Behaviour
	Innovation



	Crisis Management
	COVID-19 Pandemic
	Marketing



	Epidemic
	Employment
	-



	Respiratory Disease
	Leadership
	-



	Strategic Approach
	Social Distancing
	-



	Travel Behaviour
	-
	-







Source: own elaboration.
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Table 5. Main topics.






Table 5. Main topics.





	Topic
	No.
	%
	References





	Tourism
	21
	13.2%
	[40,41,42,43,44,45,46,47,48,49,50,51,52,53,54,55,56,57,58,59,60]



	Innovation
	20
	12.6%
	[61,62,63,64,65,66,67,68,69,70,71,72,73,74,75,76,77,78,79,80]



	Human Resources (HR)
	17
	10.7%
	[81,82,83,84,85,86,87,88,89,90,91,92,93,94,95,96,97,98]



	Strategy
	17
	10.7%
	[99,100,101,102,103,104,105,106,107,108,109,110,111,112,113,114,115]



	Consumers
	15
	9.4%
	[116,117,118,119,120,121,122,123,124,125,126,127,128,129,130]



	Supply Chain
	14
	8.8%
	[131,132,133,134,135,136,137,138,139,140,141,142,143,144]



	Small Medium Enterprises (SMEs)
	12
	7.5%
	[145,146,147,148,149,150,151,152,153,154,155]



	Marketing
	10
	6.3%
	[156,157,158,159,160,161,162,163,164,165]



	Sustainability
	8
	5.0%
	[166,167,168,169,170,171,172,173]



	Corporate social Responsibility (CSR)
	6
	3.8%
	[174,175,176,177,178,179]



	International Markets
	6
	3.8%
	[180,181,182,183,184,185]



	Impact on Firm
	5
	3.1%
	[186,187,188,189,190]



	Production
	4
	2.5%
	[191,192,193,194]



	Communication
	2
	1.3%
	[195,196]



	Knowledge
	2
	1.3%
	[197,198]



	Total
	159
	100.0%
	-







Source: own elaboration.
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Table 6. List of topics “Vital Few” (80 percent).
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	Topic
	Frequency of Occurrence
	Percentage of Frequency of Occurrence
	Cumulative Percentage





	Tourism
	21
	13%
	13%



	Innovation
	20
	13%
	26%



	HR
	17
	11%
	37%



	Strategy
	17
	11%
	48%



	Consumers
	15
	9%
	57%



	Supply Chain
	14
	9%
	66%



	SMEs
	12
	8%
	74%



	Marketing
	10
	6%
	80%



	Useful Many
	33
	20%
	100%







Source: own elaboration.
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Table 7. Sub Topic details.






Table 7. Sub Topic details.





	
Topic

	
Sub-Topic

	
No.

	
%

	
Tot.






	
Tourism

	
Impact and Future Trends

	
9

	
43%

	
21




	
Strategy for Crisis

	
8

	
38%




	
Consumers reaction

	
2

	
10%




	
Performance

	
1

	
5%




	
Social Aspect

	
1

	
5%




	
Sub Topic Total




	
Innovation

	
Challenges and Opportunities

	
7

	
35%

	
20




	
Industry 4.0 Tools

	
5

	
25%




	
Service Innovation

	
3

	
15%




	
Impact and Future Trends

	
2

	
10%




	
Digital For Social

	
1

	
5%




	
IT Management

	
1

	
5%




	
Performance

	
1

	
5%




	
Sub Topic Total




	
Human

Resources

	
Effect on HR

	
12

	
71%

	
17




	
Performance

	
3

	
18%




	
Organization of HR

	
2

	
12%




	
Sub Topic Total




	
Strategy

	
Planning

	
11

	
65%

	
17




	
Implication

	
2

	
12%




	
Business Model

	
1

	
6%




	
Consumers Focus

	
1

	
6%




	
General Focus

	
1

	
6%




	
Performance

	
1

	
6%




	
Sub Topic Total




	
Consumers

	
Consumer Perceptions

	
8

	
53%

	
15




	
Consumer Behaviour

	
3

	
20%




	
Solutions

	
2

	
13%




	
Social Media and Digital

	
2

	
13%




	
Sub Topic Total




	
Supply Chain

	
Management

	
8

	
57%

	
14




	
Global

	
5

	
36%




	
Digital Solutions

	
1

	
7%




	
Sub Topic Total




	
SMEs

	
Impact

	
10

	
83%

	
12




	
Digitalization

	
2

	
17%




	
Sub Topic Total




	
Marketing

	
Trend

	
7

	
70%

	
10




	
Competition

	
3

	
30%




	
Sub Topic Total




	
Sustainability

	
Environmental

	
3

	
38%

	
8




	
Economic

	
3

	
38%




	
Social

	
2

	
25%




	
Sub Topic Total




	
CSR

	
Impact

	
4

	
67%

	
6




	
Firm Value

	
2

	
33%




	
Sub Topic Total




	
International

Markets

	
Impact & Trends

	
6

	
100%

	
6




	
Sub Topic Total




	
Impact On Firm

	
General

	
5

	
100%

	
5




	
Sub Topic Total




	
Production

	
Efficiency Effects

	
2

	
50%

	
4




	
Coproduction

	
1

	
25%




	
Market Barriers

	
1

	
25%




	
Sub Topic Total




	
Communication

	
Misinformation

	
1

	
50%

	
2




	
Trend In Communication

	
1

	
50%




	
Sub Topic Total




	
Knowledge

	
Management

	
2

	
100%

	
2




	
Sub Topic Total




	
Total

	
159








Source: own elaboration.



















	
	
Publisher’s Note: MDPI stays neutral with regard to jurisdictional claims in published maps and institutional affiliations.











© 2021 by the authors. Licensee MDPI, Basel, Switzerland. This article is an open access article distributed under the terms and conditions of the Creative Commons Attribution (CC BY) license (https://creativecommons.org/licenses/by/4.0/).






nav.xhtml


  sustainability-13-03791


  
    		
      sustainability-13-03791
    


  




  





media/file5.png
GERMANY NETHERLANDS SAUDI ARABIA
1 4 4

INDIA

8

GREECE
2

5 2






media/file6.jpg
Avosions






media/file3.png
Data collection Descriptive analysis

Category analysis

- Paper
Evaluation

+ Database analysis + Methodological
aspects

+ Key words

® Scopus
e Database creation

>

Paper Paper
extracted selection

Paper
deleted






media/file0.png





media/file4.jpg





media/file7.png
corporate seol@l responsibiic

marketing

\ \”_\‘inn‘tion
Manggers I e
r*\ " corond@iruses
% . y A1 e mum’sf?pnomlcs
\ . " \ ».\_-
cornnavln.tcd‘ﬂd“l"_g‘.' ies. =4 tourism pagernent
% el 3 \ - ¢ -
suppliichain - T Tooy b chiha ! )
N e NN P Y
S v, o \ . - = 7 - econarmi Impact
il =loer p todglsm. - pon N
PR iy A S
rae N i . 71 ( P
supplyighains Ay \ Vi | S e iratory disease
. ) ' \\ "';\___.\_ Ay v 'F P,/”'
digitalization '

-

¢ : st.rat' . preach
ase »W i

3 : y o T il éirt;inLrLatior-

FAWN LY gt e, ey o
] '._lcuvid-19.'ﬁdernjq';_ i :_‘_-—-.-.-ﬁ_"?wﬁq -

—- - y % - . touristigehavier
grpﬁly chainiFanagemnent .
global _Sl."l}' chsin 2
é _ consumer behavior
supply nrisk : consumprign behavior
f entreprapeurship
/ sacial ancin

glokal vallie chains - &
lockdenem

“ VOSviewer





media/file2.jpg
= P:* =
1 =
BB





