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Abstract: This study looks at organisational adjustments in the service sector 
induced through the COVID-19 pandemic. It uses the perspective of alienation 
triggered by digital transformation and the impact on workplace interaction and 
person-organisation fit. Core element is a survey of German hairdressing and 
floristry businesses. Descriptive statistical methods, multinomial logistic 
regression analysis and qualitative content analysis are used for evaluation. 
Only a few pre-pandemic and post-pandemic studies of the 
hairdressing/floriculture sector consider ‘person-organisation fit’ and 
‘alienation’. This study tries to contribute to this research stream. Findings 
show that the COVID-19 pandemic has a direct impact on the performance of 
an organisation and its employees. Pandemic-driven digitisation was  
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accompanied by positive and negative effects on cooperation within the 
company. It is crucial to stimulate new thoughts and approaches in the 
organisation and to emphasise digital transformation as a necessary step. 
Analogue and digital processes must be brought closer together. 

Keywords: person-organisation fit; digitisation; alienation; service sector; hair 
salons; flower shops. 
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1 Introduction 

The COVID-19 pandemic caused considerable economic damage worldwide since 2020. 
Germany is not an exception. The service sector is suffering greatly from the changes 
caused by the pandemic. This is clearly illustrated in this study on experiences in the 
hairdressing and the floristry sector. Due to the pandemic, hair salons and flower shops in 
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Germany had to close completely over several months during two lockdowns. As a result, 
hairdressing and floristry businesses suffered financial losses and had to fear for their 
existence and the jobs of their employees. Due to hygiene requirements and capacity 
restrictions, the work processes for providing services became increasingly complex 
during the pandemic, especially for hairdressers, but florists were also affected. 
Hairdressing and floristry entrepreneurs were and are forced to respond and adapt to the 
external shock of the COVID-19 pandemic in order to stay successful. 

This article uses a Germany-wide survey of hairdressing and floristry businesses, 
executed in January and February 2021, to examine organisational changes in these 
service sectors. The focus here is primarily on changes in the context of possible  
person-organisation misfits due to changes in working conditions because of the  
COVID-19 pandemic, alienation and additional effects of the utilisation of digital tools. 
Digital innovations can be used, for example, to tap into new customer groups using 
social media or other digital platforms, or to make work steps more efficient and effective 
regarding the hygiene and restriction rules mentioned above. Along with these changes, 
however, the critical aspect of an emerging person-organisation misfit and possibly 
associated alienation need to be considered. In addition, pandemic-related changes in the 
interaction of employees against the backdrop of digital adaptation processes and the 
resulting implications for post-pandemic work in the hairdressing and floristry sector 
need always be reflected. 

2 Theory 

2.1 ‘New normal’ of working in hairdressing salons and flower shops during 
the COVID-19 pandemic and the urge for resilience 

In 2019, 80,616 hair salons existed in Germany. 12,310 retail companies are selling 
flowers, plants, seeds, and fertilisers. In 2018 a hair salon had an average of  
2.9 employees. In this context, a floristry company employed an average of 1.9 
employees in 2019 (ZdH, 2021; Statistisches Bundesamt, 2021a; Statistisches 
Bundesamt, 2021b). Accordingly, hair salons and floristry businesses in Germany can be 
classified as small and medium-sized enterprises (SMEs) in the enterprise typology  
(The Commission of the European Communities, 2003). SMEs are considered to be the 
mainstays of the German economy (Statistisches Bundesamt, 2023). 

During the COVID-19 pandemic, these small- and medium-sized hairdressing salons 
and flower shops in Germany were closed for months as part of two lockdowns (Dostal, 
2020). During the openings between the two lockdowns and after the second lockdown, 
work processes for providing services became increasingly complex, especially for 
hairdressers but also for florists (BGW, 2021a, 2021b, 2021c; Fachverband Deutscher 
Floristen (FdF) Landesverband Sachsen e.V., 2022). 

From an economic perspective, the COVID-19 pandemic represents an unexpected 
external shock (Bello et al., 2020; Priyono et al., 2020; Carnevale and Hatak, 2020), 
which has a profound impact on the national economy and individual industries (Roša, 
2021; Roša and Lobanova, 2022). Hairdressing and floristry businesses needed to adapt 
to this unpredictable business environment in order to survive. They were urged to 
demonstrate organisational adaptability and resilience (Florişteanu, 2020). 
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In this context, the challenge for SMEs is particularly huge to maintain stability and 
at the same time to be flexible for future developments (Abdul-Halim, 2018; Xiang et al., 
2021). Against the backdrop of the experience of the lockdowns, questions arose for 
hairdressing and floristry businesses regarding the creation of resilient and innovative 
business models that save cost, improve work processes and preserve jobs at the same 
time. This relates, for example, to the expansion of the customer base through digital 
offers, the development of qualitative relationships with customers, the expansion of 
consulting services or digitally supported appointment bookings, inquiry processing or 
work processes (Almeida et al., 2020; Chen and Huang, 2020). 

Hairdressing is one of the so-called ‘body-related services’, in which social and 
physical proximity are core components of the service as well as of the experience for 
employees and customers. In flower shops, the sensory experience of shapes, colours and 
scents of flowers and plants is a core component for both customers and employees. 
Detailed personal advice, e.g., for floral decorations at celebrations, also plays an 
important role (Onlinehändler News, 2021). Therefore, the loss of the above-mentioned 
sensory experiences and increased use of digital formats might have a significant impact 
on employees in hairdressing and flower shops (Greer and Payne, 2014; Cijan et al., 
2019; Heinonen and Strandvik, 2020; Sapta et al., 2021; Etheredge and DelPrince, 2021; 
Hamouche, 2023). 

2.2 ‘New normal’, person-organisation fit and resilience 

The COVID-19 pandemic has a direct impact on the performance of an organisation and 
its employees. The resulting necessary changes in personnel and organisational 
management pose a challenge. For employees, the pandemic resulted in work changes in 
technical, physical, and socio-psychological respects (Baghiu, 2020; Pilawa et al., 2022). 
Contact-reduced work and production processes come to the fore; social interaction at the 
workplace was subject to new rules (Elcheroth and Drury, 2020). These changes could 
also affect the compatibility of the individual employee and the organisation he or she 
works for (so-called person-organisation fit). Person-organisation fit, is the fit 
(consistency) between employees and organisations (Kristof, 1996). Kristof-Brown et al. 
(2005) identified three crucial features of person-organisation fit: 

1 the similarity between the characteristics of the employee and the organisation 

2 the common ground between the targets of employee and the organisation 

3 the mutuality between the values of an employee and the organisation. 

The compatibility between the individual (employee) and the organisation (company) 
might diverge because of the pandemic. Thus, values and goals can shift, and existing 
pre-pandemic congruence can dissolve. Employees who were once a good fit for a 
company and its corporate culture now no longer feel comfortable in the company and 
pandemic misfit occurs (Bhatt et al., 2024; Carnevale and Hatak, 2020; Kristof, 1996; 
Follmer et al., 2018; Kristof-Brown et al., 2005; O’Reilly et al., 1991; Chatman, 1991; 
Chatman, 1989; Tom, 1971). For example, customer proximity was a key feature of work 
in pre-pandemic times, especially in the hair salons, but also in flower shops. In addition, 
the individual needs to build relationships and strive for companionship with others as 
described by Barrick et al. Exactly this interaction was limited or completely absent in 
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the pandemic compared with pre-pandemic work environments (Barrick et al., 2017; 
Carnevale and Hatak, 2020). 

Baş (2021) investigated, if the person-organisation-fit affects the (psychological) 
resilience of employees during the pandemic. He found that with increasing  
person-organisation fit the psychological resilience of employees increased as well (Baş, 
2021). Resilience can be understood as an individual capacity or ability to cope with or 
adapt to adversity, threats or to extraordinary situations and conditions in a successful 
way (Stewart et al., 1997; Fraser et al., 1999). Besides the individual level, resilience 
brings positive results on the businesses level (Baş, 2021). As resilient organisations 
likewise can anticipate, mitigate, and respond to risks due to sudden changes in the 
external environment and deliver a good work performance (Argyris and Schön, 1996; 
Boylan and Turner, 2017; Uhl-Bien and Arena, 2018; Carnevale and Hatak, 2020;  
Uhl-Bien, 2021, Baş, 2021). How supervisors or managers have supported employees 
during the pandemic times might also influence their work performance and person-
organisation fit (Liu and Xie, 2023). Managers or leaders that establish nurturing 
relationships for both employees and organisations and show responsibility, but also 
make use of other skills such the ability to reframe and adapt to uncertainty, create a 
more positive environment for the employees “where they perceive a better fit of their 
personal values” [Haider et al., (2022), p.7]. Because of good leadership, also or 
especially in times of crises, the person-organisation fit might be positively influenced 
and result in further positive effects such as psychological well-being and resilience 
(Haider et al., 2022; Jie et al., 2021; Liu and Xie, 2023). 

2.3 ‘New normal’ and possible alienation effects 

Working conditions for hairdressers and florists drastically changed towards a more 
contact-free work organisation by shifting to digital offers or the implementation of 
policies and processes aimed at minimising contact between people during the times of 
the pandemic (Carnevale and Hatak, 2020). Carnevale and Hatak signal a need for 
research here, against the backdrop of Chawla et al. on the extent to which  
pandemic-related influences on work processes and social interaction have resulted in a 
person-organisation ‘misfit’ (Carnevale and Hatak, 2020; Chawla et al., 2020). This is the 
starting point for this study, which also considers possible (alienation) developments 
(misfits) that may have arisen because of the increased use of digital tools in the 
previously less digitally positioned hairdressing and floristry businesses. 

A person-organisation misfit, might result in work alienation (Bayram et al., 2017; 
Damar and Celik, 2017). Following Marx (1867, 2019) and Seeman (1959), this is to be 
understood as the employee no longer experiences job satisfaction as a result of changes 
in the company organisation related to work products, work processes, social interaction 
and performing abilities (Bayram et al., 2017; Tyagi et al., 2023). The disruptive and 
challenging conditions that the COVID-19 pandemic caused, might also lead to alienation 
effects in hair salons and flower shops in these four areas (Kozhina and Vinokurov, 2020; 
Mehta, 2022; Rožman et al., 2021). The increased use of digital technologies due to 
lockdowns and mandates can additionally lead to alienation in this context, as well as to 
physical and psychological stress symptoms due to lack of social connection (Bullock  
et al., 2022; Elbogen et al., 2022). This so-called ‘technostress’ might also impact on 
work alienation and the person-organisation fit as it might lead to reduced job 
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satisfaction, reduced commitment to organisational goals and values, role conflicts or role 
overload, reduced productivity and innovation potential (Tarafdar et al., 2011). Rosa 
places digitisation directly in the context of the concept of alienation coined by Marx. 
According to him, digitalisation leads to alienation in five different ways. In the case of 
alienation from space, social and spatial-physical proximity fall apart: 

1 alienation from things results from the accelerated society and leads to short-term 
turnover times in the acquisition of new consumer goods 

2 alienation from one’s own actions is reflected in the working off to-do lists 

3 the experience of time is becoming shorter and shorter – time passes more quickly – 
and thus leads to alienation from time 

4 technical acceleration leads further to more contacts and bears the danger of social 
saturation, which leads to self-alienation. 

Accordingly, digital processes have a great potential for alienation since they are 
increasingly becoming an end in themselves (Rosa, 2003, 2010). Further alienation 
effects might be triggered by the fact that a ‘sensual experience’ is missing in digital 
formats and that a non-existent ‘density of experience’ thus leads to a ‘desensualisation’ 
of work. As mentioned above the work of florists and hairdressers is very closely related 
to sensual experiences and is core of service. Effects of desensualisation and related 
emotions of employees, e.g. losing meaning in work or alienation due to dynamic 
changes towards an increase of digital formats need to be studied further (Hardering, 
2021; Laaser and Karlsson, 2022). 

Current research specialises in psychological effects due to the COVID-19 pandemic 
and changes in working conditions on employees (e.g., Battisti et al., 2022; Swaney et al., 
2021, Schmidtke et al., 2021; Jie et al., 2021), while other research generally investigates 
socio-cultural and psychological effects of the digital transformation (e.g. Hausberg et al., 
2019; Rosa, 2010; Abbas et al., 2014). Several studies focused particularly on 
hairdressers, stress factors and possible alienation effects induced by the pandemic 
(Anacleto et al., 2020; Brown et al., 2021; McCann, 2022; Öztas et al., 2023). 

In order to better understand the induced changes and effects of the COVID-19 
pandemic on work processes, person-organisation fit of and on employees in hair salons 
and flower shops, this study likes to contribute to existing research. The focus is on 
changes in the interaction of employees against the background of digital adaptation 
processes from the perspective of alienation. 

Based on the literature review, this paper is answering the following two research 
questions: 

1 Has the pandemic changed the corporate culture/interaction of employees in 
hairdressing and floristry businesses? Does this have an impact on the  
person-organisation fit? 

2 How can pandemic-related changes in the corporate culture/in-house interaction in 
hair salons and flower shops be assessed against the background of digital adaptation 
processes from the perspective of alienation? 
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3 Material and methods 

Based on the current state of research, a complementing mixture of survey and evaluation 
methods was chosen. The research design is therefore a combination of literature 
analysis, secondary data analysis and two written surveys, one for hairdressing and one 
for floristry businesses. Descriptive statistical methods, multinomial logistic regression 
analysis and qualitative content analysis according to Mayring are used for the evaluation 
(Mayring, 1983, 2021). 

3.1 Survey 

The two large-scale Germany-wide online surveys were conducted in January and 
February 2021. 

On the hairdressing side, TOP HAIR International, the leading European trade 
magazine for hairdressers, and friseurunternehmer.de, the only pure hairdressing 
entrepreneur group in the German-speaking world with around 5,500 members, were 
involved. TOP HAIR International is a communication platform for the hairdressing 
industry; its portfolio includes the leading trade magazine of the same name for 
hairdressers in Europe, which has been successful on the market for over 35 years. Both 
TOP HAIR International and Friseur-unternehmer.de promoted and thus supported the 
online survey on their social platforms. The hairdressing companies were referred to via 
social networks, respectively Instagram and Facebook, to a link to the platform ‘Survey 
Monkey’, which invited them to participate in the survey. In addition, 815 randomly 
selected hairdressers were made directly aware of the survey via email. 

On the floristry side, the Association of German Florists [Fachverband Deutscher 
Floristen (FDF)] was involved in the survey. It is the employers’ association and the 
professional representative body of German florists. With its eleven regional associations, 
the professional organisation has around 4,000 members nationwide. The FDF advertised 
and supported the online survey on its social platforms. Floristry businesses were also 
referred to a link to the ‘Survey Monkey’ platform via social networks, respectively 
Instagram and Facebook. In addition, 450 randomly selected flower shops, garden centers 
and other floristry companies were made directly aware of the survey by mail. 

To optimise the surveys, pretests were conducted in December 2020 and January 
2021 with one decision-maker each from TOP HAIR International, friseurunternehmer.de 
and the Association of German Florists [Fachverband Deutscher Floristen (FDF)]. A total 
of n = 763 hairdressing businesses and n = 375 floristry businesses took part in the two 
surveys. According to industry representatives, the two surveys, which reached 3% of 
floristry businesses and 1% of hairdressing businesses throughout Germany, are to be 
regarded as historically unique. 

The surveys included questions about company-related problems (loss of customers, 
redundancies, short-time work, concerns about the company), the company’s behaviour 
(price increases, investments during the COVID pandemic, changes in the range of 
services offered, the advertising channels used and online tools) and related factors such 
as the corporate culture. 

The data collected is cross-sectional, although some aspects (services offered, online 
formats used and advertising channels) were asked retrospectively about the time before 
the first lockdown, since the first lockdown, about the interim period between the 
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lookdowns and since the second lockdown. These data were prepared for quantitative 
analyses. Items were combined to binary variables, and a final distinction was made 
between the time before the first lockdown and the time after. 

In both surveys, the usage of different online-tools1 was coded as one dummy 
variable that indicates if an online-tool is used or not. This is based on the assumption, 
that different online tools do not have another meaning for our research question. For the 
same reason, the services online hairdressing advice, online colour advice and online 
haircutting course were combined into ‘interactive online services’ in the survey of 
hairdressing companies. In addition, for a summary view, both online formats and 
interactive online services were combined into one variable, as the transitions could be 
fluid and both items express a form of digitalisation. In the survey of floristry businesses, 
three online services (online store, cooperation with Fleurop, Click & Collect) were 
combined, indicating whether at least one of these services was already offered before the 
COVID crisis or has been newly introduced since the COVID crisis. In addition to 
content-related reasons, this approach is justified by the problem of partly limited case 
numbers. 

3.2 Quantitative analysis 

The statistical analysis was carried out using the software packages SPSS and Stata. In 
order to investigate which characteristics changed the corporate culture in the 
hairdressing and floristry businesses during the pandemic and to determine which 
conditions contributed to an improvement or deterioration of the corporate culture, 
regression models were calculated in addition to bivariate correlation analyses. The 
dependent variable is the question of whether the corporate culture/employee interaction 
has not changed, improved, or deteriorated as a result of the pandemic. It is therefore an 
ordinal scaled dependent variable for which various regression methods can be used. The 
ordinal regression model (ordered logit model) requires that the distances between the 
levels of the ordinal dependent variable have no influence on the coefficients in the 
regression model (‘parallel regressions assumption’ or ‘proportional odds assumption’). 
If this assumption is violated, other methods are recommended, including the 
multinomial logistic regression model, which is also suitable for nominal data (Long and 
Freese, 2014). 

The proportional odds assumption was examined using the Brant test. The significant 
result in each case indicates that the prerequisites for a ‘proportional odds model’ are not 
given (Long and Freese, 2014). Therefore, multinomial logistic regression models were 
calculated. 

The results of logistic regression models are very often presented as odds ratios, 
which, however, are difficult to interpret upon closer inspection. For example, 
interpreting odds ratios as a measure of the chance or risk of occurrence of an expression 
of the dependent variable relative to a reference category of the dependent variable is 
formally correct, but it does not solve the difficulty that odds ratios cannot be interpreted 
as probabilities and likewise cannot be interpreted as ratios of two probabilities. It has 
therefore become a common recommendation to present the results of logistic regressions 
in terms of marginal effects (Long and Freese, 2014; Norton and Dowd, 2018; Wulff, 
2014). The use of marginal effects is also recommended specifically for the interpretation 
of multinomial logistic regression models because the alternating comparison of only two 
expressions of the dependent variable can lead to misinterpretations (Wulff, 2014). 
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Marginal effects represent the change in the probability to observe one category of 
the dependent variable in the form of percentage points and thus in the intuitively more 
understandable metric of probabilities. However, marginal effects expressed in 
probabilities behave nonlinearly with respect to the dependent variable, and the marginal 
effect is not identical for all values of the independent variables. To obtain average 
measures of the marginal effects, the average effect can be represented as the mean of the 
marginal effects over all observations (‘average marginal effect’, AME), or as the 
marginal effect when all remaining independent variables are fixed to their average 
values in the sample (‘marginal effect at the means’, MEM) (Long and Freese, 2014; 
Wulff, 2014). Although there is no uniform answer to the question of which summary 
coefficients should be used to present the results of logistic regression models, there are 
some methodological reasons for using AMEs (Long and Freese, 2014; Norton and 
Dowd, 2018). 

The variables used in the regression models are dichotomous or were coded that way, 
apart from the item (corporate culture) used as a dependent variable. The AME thus 
depicts by how many percentage points the occurrence of the independent variable 
(independent variable = 1) – compared to the non-presence of the independent variable 
(independent variable = 0) – increases or decreases the probability for each outcome of 
the dependent variable on average, without changing the values of other variables in the 
regression model. 

According to common conventions, significant results are defined as those with a 
probability of error of 5% (p < 0.05) (Leo and Sardanelli, 2020). Due to a small sample 
size in the survey of floristry companies, significance levels of p < 0.1 are reported as 
additional information. 

3.3 Qualitative content analysis 

The open responses were evaluated using qualitative content analysis according to 
Mayring. The approach of ‘summarising content analysis’ was chosen. For this purpose, 
the original statements of hairdressing and floristry entrepreneurs were reduced to or 
transcribed into a short text/keyword. Subsequently, by means of inductive category 
development, categories were formed for the keywords in a process-like manner, which 
reflect the repeated statements in a meaningful way. In a further step, similar categories 
were grouped together (Mayring, 1983, 2021). To show different aspects of a category or 
short texts/keywords, these were grouped according to content in each case. Weighty 
aspects were made clear via a frequency evaluation of the topics. Bayram et al. mention 
different spheres of alienation in person-organisation settings: 

1 work products 

2 work processes 

3 social interaction 

4 performing abilities. 

A classification of the mentioned negative impacts according to these spheres was 
additionally established (Bayram et al., 2017). 



   

 

   

   
 

   

   

 

   

   10 D. Ludin et al.    
 

    
 
 

   

   
 

   

   

 

   

       
 

4 Results 

4.1 Quantitative results of the primary survey of hair salons 

4.1.1 Frequencies 
Table 1 shows the frequency distribution of the variables used. Most hair salons stated 
that the pandemic had not changed the corporate culture or the interaction between 
employees. About 26%, slightly more companies reported a deterioration than an 
improvement. Many businesses feared for their continued existence and lost customers. 
11% had to lay off permanent staff. Two-thirds of the companies have changed their 
organisation and structure. These frequencies make it clear that the pandemic has 
represented, or still represents, a situation of upheaval and crisis for many of the 
companies surveyed. 

Slightly more than half of the companies surveyed stated that they had already used at 
least one online format before the first lockdown, and approximately one in four 
companies added at least one online format between the start of the COVID pandemic 
and the time of the survey. Before the COVID pandemic, only 4% of the companies 
surveyed reported offering at least one interactive online service. It is all the more 
remarkable that after the start of the COVID crisis, 8% of the companies offered at least 
one additional service of this kind. The use of online formats and the offer of online 
services were additionally combined into one variable, both for the time before the 
COVID pandemic and for the time after the COVID pandemic. 

Social media marketing was already used by about three-quarters of businesses prior 
to the COVID crisis and was a new addition for only 3% of businesses. One difference 
with regard to the questions on online formats and online services above is that only one 
question was asked for multiple social media services. Therefore, the use of a social 
media channel before the COVID pandemic (Facebook, Instagram, YouTube, Twitch, 
etc.) and another social media channel after the initial lockdown is not captured by the 
variable of new social media use (after the COVID pandemic began). Accordingly, the 
3% of businesses using social media marketing since the start of the COVID pandemic 
did not use marketing via social media at all prior to the pandemic. 

The survey also asked whether companies invested in training and continuing 
education during the COVID pandemic. This was the case for 51% of the companies. 

4.1.2 Multivariate analysis 
The results in Table 2 (model 1) show first that corporate culture has deteriorated, 
especially in companies that have been hit hard by the crisis. If the survival of the 
company was in doubt, permanent staff had to be laid off or the company itself estimated 
that it had lost customers, the probability that the corporate culture had deteriorated was 
significantly higher by +9 to +15 percentage points on average. In addition, concern 
about the continued existence of the company is associated with a reduced probability  
(–8 percentage points) that the corporate culture has improved. This cannot be 
determined, or not significantly, for the dismissal of permanent staff and the loss of 
customers. In these cases, the proportion of companies with the same corporate culture is 
significantly lower, but the proportion of companies with an improved corporate culture 
is not significantly higher. 
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Table 1 Frequency distribution of the characteristics from the survey of hairdressing 
businesses 

 Quantity Percentage 
Not changed 370 51 

Improved 166 23 
The pandemic has affected our corporate 
culture/the interaction of our employees. 

Deteriorated 185 26 
Does not apply 309 41 I fear for the continued existence of my 

company. Does apply 449 59 
Does not apply 678 89 I have fired permanent staff. 

Does apply 84 11 
Does not apply 198 28 My company has lost customers. 

Does apply 499 72 
No 256 34 Due to the pandemic, my company has changed 

its corporate organisation and structure. Yes 498 66 
Does not apply 353 46 Already before COVID use of an online format 

(without interactive online services). Does apply 410 54 
Does not apply 566 74 Since COVID, use of a new online format 

(without interactive online services). Does apply 197 26 
Does not apply 732 96 Even before COVID offer an interactive online 

service. Does apply 31 4 
Does not apply 701 92 Since COVID offer a new interactive online 

service. Does apply 62 8 
Does not apply 348 46 Even before COVID use of an online format 

and/or an interactive online service. Does apply 415 54 
Does not apply 544 71 Since COVID use of a new online format and/or 

interactive online service. Does apply 219 29 
Does not apply 172 24 Even before COVID social media marketing 

(Facebook, Instagram, YouTube, Twitch, etc.). Does apply 554 76 
Does not apply 702 97 Since COVID new social media marketing 

(Facebook, Instagram, YouTube, Twitch, etc.). Does apply 24 3 
Does not apply 370 49 Education, training and continuing education 

(during COVID pandemic). Does apply 392 51 

Source: Own representation and calculation 

A connection between changes in the company organisation and restructuring on the one 
hand and a change in the company culture or the interaction of the employees on the 
other hand is obvious, but should not be neglected. If a change was made to the 
organisational structure of a company, the company culture also tended to change  
(–10 percentage points in the category ‘not changed’) and especially tended to deteriorate 
(+11 percentage points in the category ‘deteriorated’).2 
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The use of a new online format since the start of the COVID crisis and/or the offering 
of a new interactive online service is associated with a deteriorated corporate culture in a 
higher proportion (+10 percentage points) and it is unlikely that no change in corporate 
culture has taken place in this case (–16 percentage points). In order to check whether the 
initial level – i.e. the use of an online format even before the start of the COVID 
pandemic – also plays a role in this correlation. Accordingly, hairdressing companies 
with online formats and interactive online services introduced in the rather short term 
after the start of the COVID crisis, were not able to maintain their corporate culture, but 
rather had to deal with deteriorations in their corporate culture. Accordingly, the 
introduction of new online tools and/or services seems to have contributed to 
inconsistencies and problems in collaboration and corporate culture under the conditions 
of the COVID crisis. 

In contrast, the introduction of social media marketing after the start of the COVID 
pandemic is a factor that positively influenced corporate culture (+27 percentage points 
for the ‘improved’ category) and is associated with a reduced probability of corporate 
culture deterioration (–19 percentage points). At the same time, the regression model 
controls whether social media marketing was already used before the start of the COVID 
pandemic. The characteristic shows no significant correlation with the change in 
corporate culture, but was left in the model as a control variable. 

The provision of training and/or continuing education during the pandemic had a 
positive effect on the improvement of corporate culture (+7 percentage points for the 
‘improved’ category). 

In a second model (model 2 in Table 2), the use of (new) online formats and (new) 
interactive online services, which were combined into one variable in model 1, was 
examined separately. However, it should also be noted that both, the use of a new online 
format and the provision of a new interactive online service, are associated with a 
reduced probability of the corporate culture remaining the same (–14 and –17 percentage 
points). However, when viewed separately, the characteristics do not have a significant 
effect on the probability of a deterioration in corporate culture, but they do point in that 
direction, as in model 1. The smaller number of cases in which the characteristics are 
considered separately and the resulting lower statistical ‘power’ can explain this. Thus, 
the separate consideration of the characteristics does not allow any further conclusions at 
this point. Indirectly, however, it points to an interesting correlation: in contrast to the 
first model, the positive effect of education and training during the COVID pandemic on 
the improvement of corporate culture is not significant in the second model. This can be 
explained by the correlation of education/training and the introduction of new interactive 
online services: for example, 80.1% of companies that introduced a new interactive 
online service during the COVID pandemic also invested in education/training or 
continuing education during COVID. For companies that have introduced a new online 
format since the start of the COVID crisis, the corresponding percentage is much lower 
with 68.4%. Thus, model 2 justifies the approach chosen in model 1 of looking at online 
formats and interactive online services in aggregate and points to limits with regard to the 
further deepening of model 1. 

 

 

 



   

 

   

   
 

   

   

 

   

    Challenges of person-organisation fit in (post)pandemic times 13    
 

 

    
 
 

   

   
 

   

   

 

   

       
 

Table 2 Multinomial logistic regression of corporate culture/the interaction of employees in 
hairdressing companies 

Model 1: corporate culture  Model 2: corporate culture 
 Not 

changed Improved Deteriorated  Not 
changed Improved Deteriorated 

I fear for the continued 
existence of my 
company. 

–1.2 –8.0* 9.2**  –1.5 –7.7* 9.2** 

I have laid off permanent 
staff. 

–12.6* 0.8 11.8*  –12.3* 0.6 11.7* 

My company has lost 
customers. 

–10.8* –4.4 15.1***  –10.7* –4.3 15.1*** 

Because of the pandemic, 
my company has changed 
its corporate organisation 
and structure. 

–9.8* –1.5 11.3***  –9.8* –1.5 11.3*** 

Already before COVID 
use of an online format or 
an online service. 

–0.4 2.0 –1.6     

Since COVID use of a 
new online format or an 
online service. 

–
16.0*** 

6.3 9.7*     

Already before COVID 
use of an online format 
(without online service). 

    –1.1 2.7 –1.6 

Since COVID use of a 
new online format 
(without online service). 

    –13.8** 6.5 7.3 

Already before COVID 
interactive online service. 

    9.7 –5.7 –4.0 

Since COVID new 
interactive online service. 

    –16.6* 9.1 7.5 

Already before COVID 
social-media marketing. 

2.6 –2.4 –0.2  3.0 –2.9 –0.1 

Since COVID new social 
media marketing. 

–8.1 27.1* –19.0**  –7.5 26.4* –18.9** 

Education and training 
since/during COVID. 

–5.4 6.8* –1.4  –5.1 6.3 –1.3 

Case number 620  620 
Cragg and Uhler’s R2 0.138  0.147 

Notes: ***p < 0.001, **p < 0.01, *p < 0.05, robust standard error. 
AMEs – average marginal effects. 

Source: Own representation and calculation 
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4.2 Quantitative results of the primary survey of flower shops 

4.2.1 Frequencies 
Table 3 shows the frequency distribution of the variables used. Most floristry businesses 
stated that the pandemic had not changed the corporate culture and the interaction 
between employees (62%). Slightly more companies reported a deterioration (20%) than 
an improvement (18%). Many companies feared for their continued existence (37%) or 
lost customers (58%). Slightly more than half of the companies have changed their 
organisation and structure (54%). These frequencies make it clear that the pandemic has 
represented, or still represents, a situation of upheaval and crisis for many of the 
companies surveyed. 

About half of the businesses surveyed said they had already used at least one online 
format before the first lockdown, and 30% of the companies added at least one online 
format between the start of the COVID pandemic and the time of the survey. 

An online store was available to 14% of floristry businesses prior to the COVID 
crisis, and this was a new addition for 19% of businesses. This illustrates that this service 
was in high demand due to the COVID crisis. Pick-up/Click & Collect was already 
widespread before the COVID crisis with a share of 45% and an equally high share 
newly introduced this after the lockdown. However, it remains unclear whether it was 
also possible to order offline, e.g. by telephone. A cooperation with Fleurop, which 
already existed before the first lockdown, was indicated by 59% of the floristry 
businesses and only one business added this during the COVID crisis. For this reason, 
this item alone is not suitable for evaluation and it was combined with online store and 
Click & Collect to form online services. Almost all florist companies (88%) have had a 
delivery service already before the COVID pandemic and another 5% added it during the 
COVID crisis. Only 1% had a vending store prior to the pandemic. The pandemic made 
this service more available, but even this percentage is low at 2%γ. 

The survey also asked whether companies invested in hardware or software for online 
services during the COVID pandemic. This was the case for 36% of the companies. 
Table 3 Frequency distribution of the characteristics from the survey of floristry companies 

 Quantity Percent 
Not changed 227 61.9 

Improved 67 18.3 
The pandemic has changed our corporate 
culture/the interaction of our employees ... 

Deteriorated 73 19.9 
Does not apply 236 62.9 I fear for the continued existence of my 

company. Applies 139 37.1 
No, I have not lost 

any customers 
142 41.6 V246 due to the pandemic, my company has ... 

(Please tick as appropriate and then briefly 
describe if applicable). Response Yes, I lost 

customers 
199 58.4 

No 171 46.6 As a result of the pandemic, my company has 
changed its corporate organisation and structure Yes 196 53.4 

Source: Own representation and calculation 
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Table 3 Frequency distribution of the characteristics from the survey of floristry companies 
(continued) 

 Quantity Percent 
Does not apply 191 50.9 Even before COVID use of an online format 

Applies 184 49.1 
Does not apply 262 69.9 Since COVID use of a new online format 

Applies 113 30.1 
Does not apply 318 86.2 Online shop – even before the first lockdown 

Applies 51 13.8 
Does not apply 299 81.0 New service offers since COVID: online shop 

Applies 70 19.0 
Does not apply 204 55.3 Pick-up/Click & Collect – even before the 1st 

lock-down Applies  44.7 
Does not apply  55.3 New service offers since COVID: pickup/Click 

& Collect Applies  44.7 
Does not apply  40.7 Cooperation with FLEUROP – even before the 

1st lock-down Applies  59.3 
Does not apply  99.7 New service offers since COVID: cooperation 

with FLEUROP Does not apply  0.3 
Does not apply  11.9 Delivery service – even before the 1st lockdown 

Applies  88.1 
Does not apply  95.4 New service offers since COVID: delivery 

service Applies  4.6 
Does not apply  98.9 Delivery service – even before the 1st lockdown 

Applies  1.1 
Does not apply  98.1 New service offers since COVID: delivery 

service Applies  1.9 
Does not apply  97.0 Delivery service – even before the 1st lockdown 

Applies  3.0 
Does not apply  64.3 New service offers since COVID: delivery 

service Applies  35.7 
Does not apply  64.3 Hardware/software for online services 

Applies  35.7 

Source: Own representation and calculation 

4.2.2 Multivariate analysis 
The results in Table 4 initially show that corporate culture deteriorated above all in 
companies that were hit hard by the crisis. If the continued existence of the company was 
in doubt or the company had lost customers according to its own assessment, the 
probability that the corporate culture had deteriorated was significantly higher by +9 to 
+13 percentage points on average. In addition, concerns about the continued existence of 
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the company and the loss of customers are associated with a reduced probability (–10 and 
–9 percentage points respectively) that the corporate culture has improved. 

A correlation between changes in the company organisation and restructuring on the 
one hand and a change in the corporate culture or the interaction between employees on 
the other hand may be obvious but should not be neglected. If a change was made to the 
company organisation, the corporate culture was more likely to change (–25 percentage 
points in the ‘not changed’ category) and more likely to deteriorate (+14 percentage 
points) or also improve (+11 percentage points). 

The use of an online format even before the COVID crisis is associated with a change 
in corporate culture to a bigger extent (ten percentage points for the category ‘not 
changed). To control whether the new introduction of online formats also plays a role, 
this variable was also included in the model and left in the model despite insignificant 
results. However, it can be seen that an investment in hardware or software during the 
COVID crisis tended (p < 0.1) to lead to an improvement in corporate culture. 

Accordingly, floristry businesses that were already using online formats before the 
COVID pandemic were more likely to have experienced a change in corporate culture 
because of the COVID crisis, without this change being clearly positive or negative. 
Rather, an improvement can be identified if investments were made in hardware or 
software for online services during the COVID crisis. Digital business models are 
therefore (even or even more so) not a foregone conclusion during the COVID pandemic, 
but require further investment. 
Table 4 Multinomial logistic regression of corporate culture/the interaction of employees in 

floristry companies 

The pandemic has corporate 
culture/employee interaction ... 

 
Not 

changed Improved Deteriorated 

I fear for the continued existence of my 
company. 

Applies (ref: 
does not apply) 

0.6 –9.8* 9.2* 

Due to the pandemic, my company has 
lost customers 

Applies (ref: 
does not apply) 

–3.9 –9.1+ 12.9** 

Due to the pandemic, my company has 
changed its corporate organisation and 
structure 

Applies (ref: 
does not apply) 

–24.5*** 10.5* 14.0** 

Before COVID use of an online format Applies (ref: 
does not apply) 

–10.0+ 3.1 6.9 

Since COVID use of a new online format Applies (ref: 
does not apply) 

–7.7 3.6 4.1 

Investment in hardware/software for 
online offerings 

Applies (ref: 
does not apply) 

–6.2 8.0+ –1.8 

Observations 327 
Cragg and Uhler’s R2 0,192 

Notes: ***p < 0.001, **p < 0.01, *p < 0.05, +p < 0.1, robust standard error. 
AMEs – average marginal effects. 

Source: Own representation and calculation 
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The regression of the change in corporate culture or the interaction of employees on the 
services offered did not yield significant results or was not feasible in part due to small 
case numbers (e.g., for vending machine stores). 

4.3 Results of the qualitative content analysis 

In order to get a deeper understanding, if and how the external shock of the COVID-19 
pandemic as well as the induced digitalisation has impacted on the workforce of 
hairdressing and floristry businesses, the person-organisation fit and alienation effects, an 
open question was used in the survey (Carnevale and Hatak, 2020; Kristof-Brown et al., 
2005). 

4.3.1 Results for hair salons 
The open-ended responses were analysed separately according to the following response 
options of the interviewees: the pandemic has improved/not changed/deteriorated our 
corporate culture/the interaction of our employees. 

The answers were transcribed into superordinate topic terms and then superordinate 
categories were formed in order to be able to identify statement focal points. 

Few statements were incomprehensible in terms of content. They were not included 
in the evaluation. Likewise, answers that were given, for example, under the heading 
‘improved’ but contained a statement about deterioration (and vice versa) were not 
included. 

The cleaned dataset for analysis of responses of hairdressing entrepreneurs to the 
pandemic has improved our corporate culture/employee interaction includes 119 entries. 

The six most frequently mentioned topics describing the type of improvement in 
corporate culture/cooperation are improved cooperation (n = 78), improved 
communication (n = 14), increased appreciation (n = 11), mutual support (n = 8), greater 
commitment (n = 8) and consideration (n = 8). 

When looking at the category coding mainly used, the participating hair salons 
predominantly mentioned that improvements had been made in the corporate culture in 
the context of team spirit, interaction with one another, work motivation, improvements 
in terms of impact on structure, processes & offerings and team composition. Customer 
feedback also had a positive impact. 

The adjusted dataset for the evaluation for responses to the pandemic has deteriorated 
our corporate culture/the interaction of our employees comprises 136 entries. 

The eight most frequently mentioned topics describing the type of deterioration in 
corporate culture/collaboration are reduced collaboration with colleagues (n = 26), lack of 
personal interaction (n = 21), reduced communication within the team (n = 13), lack of 
social contacts (n = 12), elimination of common socially empowering activities (n = 11), 
social disruption in the team (n = 11), poor mood (n = 11) and additional expense due to 
hygiene requirements (n = 11). 

Most of the statements can be assigned to the category stressful emotions; fear of the 
future/existence; social isolation; followed by negative effects on team spirit; interaction 
with each other; work motivation. Negative influences on the interaction/corporate 
culture such as impact on structure, processes, offers and team composition; financial 
losses; additional expenses; decline in customers as well as customer feedback, on the 
other hand, seem to play a lesser role. 
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When trying to combine the statements with spheres of alienation, most statements 
seem to be related to alienation in social interaction. 

For the better classification and evaluation of the supplied answers, categories were 
grouped again, in order to make content wise connections and important aspects visible. 

Since the open answers given under the heading the pandemic has not changed our 
corporate culture/the interaction of our employees do contain statements about improved 
or deteriorated aspects of the corporate culture/the interaction of employees, the 
statements are not evaluated here. 

4.3.2 Results for flower shops 
The open-ended responses received from floristry entrepreneurs were analysed in the 
same manner like the responses from hairdressers. The open-ended responses were 
analysed separately according to the following response options of the interviewees: the 
pandemic has improved/deteriorated our corporate culture/the interaction of our 
employees. 

The cleaned dataset for the analysis of responses to the pandemic has improved our 
corporate culture/employee interaction includes 53 entries. 

The six most frequently mentioned topics describing the type of improvement in 
corporate culture/cooperation are improved team cohesion (n = 33), thoughtfulness (n = 
8), understanding (n = 8), improved communication (n = 5), gratitude for secure 
workplace (n = 5) and flexibility (n = 5). 

The participating florists unanimously mentioned that improvements had been made 
in the corporate culture in the context of team spirit, interaction with one another and 
work motivation. 

Fifty-six entries received from the participating florists have been analysed for the 
question the pandemic has deteriorated our corporate culture/the interaction of our 
employees. 

The most frequently mentioned topics describing the type of deterioration in 
corporate culture/collaboration are reduced collaboration with colleagues (n = 13), lack of 
personal interaction (n = 8), fear of job loss (n = 7), poor mood (n = 7), tension (n = 6) 
and frustration (n = 5). 

Like the hairdressing entrepreneurs, the statements of floristry entrepreneurs can be 
assigned to the category stressful emotions; fear of the future/existence; social isolation; 
followed by negative effects on team spirit; interaction with each other; work motivation. 
Negative influences on the interaction/corporate culture such as impact on structure, 
processes, offers and team composition on the other hand, seem to play a lesser role. 
According to possible spheres of alienation, the majority of statements of floristry 
businesses can be assigned to alienation in social interaction as well. 

5 Discussion 

The research questions has the pandemic changed the corporate culture/interaction of 
employees in hairdressing and floristry businesses?, does this have an impact on the 
person-organisation fit? and how can pandemic-related changes in the corporate 
culture/in-house interaction in hair salons and flower shops be assessed against the 
background of digital adaptation processes from the perspective of alienation? cannot be 
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answered completely unambiguously, even by the results of the quantitative analysis. For 
hair salons, a significant correlation between the introduction of new online formats 
and/or interactive online services after the start of the COVID pandemic and a 
deterioration in corporate culture and employee interaction could be detected. 
Furthermore, a positive correlation of the introduction of social media marketing after the 
first lockdown with an improvement of the corporate culture or the interaction of the  
co-workers can be observed. It should be noted, however, that the results of the 
regression analyses could not be readily interpreted as causal effects because they are 
cross-sectional data (with some retrospective questions). The question about possible 
changes due to the COVID pandemic was posed for one time period only, namely 
retrospectively for the period from the beginning of the COVID crisis until the time of 
the survey. This means that it is not possible to determine whether a change in corporate 
culture occurred or whether new technologies or services were introduced first. Thus, it 
could be assumed that companies that experienced a deterioration in corporate culture 
due to the challenges of the COVID pandemic tried out new interactive online services or 
new technologies such as new online formats for this very reason. It cannot be 
determined on the basis of the available data, which interpretation is more appropriate. 
However, both interpretations indicate that hairdressing companies have generally not 
succeeded in avoiding a change in corporate culture with an uncertain outcome or in 
achieving an improvement in corporate culture by introducing new online formats or 
interactive online services. The influence of social media marketing on corporate culture 
in hair salons is not self-evident. As found in the literature review, on the one hand, social 
media has potential for alienation (Rosa, 2003, 2010); at the same time, however, it can 
also increase identification with the company (Men et al., 2020). Moreover, in the crisis 
of the COVID pandemic, a certain sense of optimism and a strengthening of cohesion 
during the crisis could favour a positive effect of social media marketing on identification 
with the company. In addition, it can be assumed that both the managing directors and the 
staff and employees can relate better with advertising via social media, which have now 
become an integral part of life, than with other digital forms of work. The fact that social 
media marketing is associated with positive changes in corporate culture/employee 
interaction, but the introduction of new online formats and interactive services is not, 
may also be due to the high cost of the latter. In particular, the introduction of new online 
services is likely to bring new demands on staff skills and organisational challenges. 

It is interesting to note that the online formats and/or interactive online services 
already used and/or social media marketing used before the COVID pandemic had no 
influence on whether and how the corporate culture or the interaction between employees 
in hairdressing businesses changed. This suggests that these effects do not emanate 
primarily from digital technologies as such and that it is a matter of change processes in 
connection with their introduction. Accordingly, the correlations could be due to the 
special situation in the COVID crisis. At the same time, however, it is also plausible that 
– even independently of the COVID pandemic – the introduction phase of new digital 
technologies poses a particular challenge and is followed by stabilisation. 

In the case of floristry businesses, the results are different: longer use of online 
formats is more likely to be accompanied by a change in corporate culture or in the 
interaction between employees, but there is no clear evidence of an improvement or 
deterioration in corporate culture. This underscores the importance of digital technologies 
as a catalyst and that it depends on the design of the use of technology and its framework 
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conditions. Furthermore, a positive correlation of investments in hardware or software 
during the pandemic on the corporate culture can be observed. Harnessing the positive 
potential of digital work for corporate culture and teamwork is apparently more likely to 
succeed if investments are also made in this area. On this basis, it is neither possible to 
clearly prove nor disprove alienation due to pandemic-related digitisation in the logistics 
industry. 

It should be noted, however, that the results of the regression analyses in both surveys 
could not be readily interpreted as causal effects, because the data are cross-sectional 
(with some retrospective questions). 

The question about the change of the COVID pandemic was only asked for one 
period, namely retrospectively for the time from the beginning of the COVID crisis until 
the survey. This makes it impossible to determine whether the independent variables, 
such as the company’s economic framework and the services offered, changed first, or 
whether there was a change in the company’s culture first. Thus, it could be assumed that 
companies that experienced a deterioration in corporate culture due to the challenges of 
the COVID pandemic tried out new services or new technologies such as new online 
formats for this very reason. The results for floristry companies are also somewhat 
limited by the number of cases. As a result, it may not have been possible to demonstrate 
significant relationships of existing or newly introduced services to changes in 
organisational culture or staff interactions. Due to low case numbers (cooperation with 
Fleurop, vending machine store), not all services of the floristry businesses could be 
examined individually or in relation to their introduction during the COVID crisis. 

The research question posed at the beginning, has the pandemic changed the 
corporate culture/interaction of employees in hairdressing and floristry businesses? Does 
this have an impact on the person-organisation fit? Does this impact on the  
person-organisation fit? cannot be answered clearly for the evaluation part of the 
qualitative content analysis. Both positive and negative changes can be identified. On the 
one hand, there are effects at the level of team spirit, work motivation and interaction 
with one another. In addition, structures, processes of cooperation as well as service 
offers were subject to strengthening as well as weakening influences. Even though the 
majority of the participating companies reported an improved team spirit, many 
companies described stressful emotions, social isolation and fear of the future/existence 
as a significant effect. Giving the disruptions and challenges that were imposed by the 
COVID-19 pandemic on organisations such as hair salons and flower shops, it can be 
assumed that some organisations managed to handle the arising changes better than 
others did. 

With regard to the qualitative analysis of the research question how can  
pandemic-related changes in the corporate culture/in-house interaction in hair salons 
and flower shops be assessed against the background of digital adaptation processes 
from the perspective of alienation? and the reported negative impacts, it can be assumed 
that alienation in the spheres of work products, work processes, social interaction and 
performing abilities has taken place (Bayram et al., 2017; Rosa, 2003, 2010). The sensual 
experience, which arises with the offered services, for employees and customers, is 
influenced by the changed working conditions in the pandemic or sometimes even fails to 
occur and leads to negative emotions (Hardering, 2021; Laaser and Karlsson, 2022; 
Tarafdar et al., 2011). 

The social interaction between colleagues but also with clients seems to be most 
affected, which consequently also influenced on working processes. This is not surprising 
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due the lockdown situation and restrictions described before. Also, the features of the 
person-organisation fit approach (Kristof-Brown et al., 2005; Kristof, 1996), seem to be 
impacted or might have experienced disruptions, which in some organisations has led to 
person-organisation misfits and resulted in deteriorated corporate culture/interaction 
(Carnevale and Hatak, 2020; Chawla et al., 2020). 

The set-up of the survey questions makes it difficult to say, whether the alienation has 
led to this misfit or vice-versa or whether there is a causal relationship at all. 

Nevertheless, both hairdressing and floristry companies that reported such negative 
impacts, are still challenging to overcome this misfit. 

The omission of the usual joint work, hand-in-hand work and social exchange with 
customers as well as with colleagues as an element of the working environment and a 
component of a visit to a hair salon or flower shop play a major role here. Whether, for 
example, there is a causality between social changes and changes in structure, processes 
and offers was not explicitly investigated, but can be assumed. The extent to which the 
other components of alienation through digitisation named by Rosa (2003, 2010), such as 
alienation from one’s own actions, alienation from time; alienation from things, 
alienation from things and self-alienation, also have an influence on the interaction of 
employees and the corporate culture cannot be validly deduced on the basis of the 
questions asked and answers received. However, that they can come into play can be 
anticipated from the answers received. Nevertheless, aspects of alienation also seem to 
have an effect on customers. Reasons for that can be only assumed and need to be 
investigated further. Whether fear of becoming ill or passing on the disease had a 
dominant effect on the behaviour of employees and customers here cannot be answered 
conclusively. Due to the circumstances of the pandemic, the increased use of digitisation 
tools was of existential importance for many hairdressing and floristry businesses, as it 
was only made possible in some cases to work and thus secure their existence. Additional 
expenditure and financial losses were named interestingly only in few cases in the 
context of deterioration of the corporate culture/collaboration. According to the FDF 
[Association of German Florists (Fachverband Deutscher Floristen (FDF)], the online 
services introduced should be maintained and expanded even in post-pandemic times. 
However, sales, advice and customer contact on site cannot be replaced because of the 
sensory experience associated with them (Onlinehändler News, 2021). For hairdressing 
businesses, this two-pronged approach can also be assumed beyond the COVID 
pandemic. Financial improvements were also only mentioned in individual cases in 
connection with improvements in corporate culture/cooperation. 

6 Conclusions 

This article looks at organisational adjustments in the service sector in the age of the 
COVID-19 pandemic from the perspective of alienation due to necessary digital changes. 
Core element of this study is a primary analysis based on a survey of German 
hairdressing and floristry businesses. 

As a conclusion, the following results can be highlighted again for hairdressing 
companies: 
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1 digitisation in the form of new online formats and/or interactive online services has 
led to a deterioration in the corporate culture/interaction of employees in the hair 
salons 

2 the pandemic introduction of social media marketing is an exception here, as it has 
led to an improvement in corporate culture/employee interaction 

3 training, development, and continuing education lead to improvement in corporate 
culture/employee interaction (hair salons that offer new online services due to the 
pandemic must also offer their employees training and continuing education in this 
area). 

In conclusion, it can be said that the pandemic-related digitalisation in hairdressing 
businesses certainly leads to an alienation of employees from their profession. 

The findings of the floristry companies are different, and can be summarised as 
follows: 

1 Longer-term digitalisation in the form of new online formats has contributed to a 
change in the corporate culture/interaction of employees in floristry companies. 

2 However, the direction of impact of new online formats on corporate 
culture/employee interaction is open. Thus, more information on the design and 
framework is needed to conclude whether corporate culture has improved or 
deteriorated. 

3 However, investments in hardware or software for online services tended to improve 
corporate culture in German florist businesses during the pandemic. Thus, alienation 
due to pandemic-related digitisation in floristry businesses can be neither clearly 
proven nor disproven. 

The different results in terms of digital tools and services in the hair salons and flower 
shops may also be related to the nature of the job. Working not only with but also on the 
customer is much more central for hairdressing businesses as a personal and body-related 
service than for floristry companies, which is a factual service. Digitisation is thus taking 
place in different contexts under different conditions. For research, this means that much 
more attention needs to be paid to the exact contextual factors and more comparative 
studies are needed. 

Despite the different results, it can be stated for both hairdressing and floristry 
companies that pandemic-driven digitisation in both industries was accompanied by both 
positive and negative effects on cooperation within the company. Positive effects include 
investments in the form of hardware, software and training. 

Based on that key challenges can be derived for SMEs in the service sector, which are 
also likely to be valid far beyond the hairdressing and floristry sector. It is crucial to 
stimulate new thoughts and approaches in the organisation and to emphasise digital 
transformation as a necessary step. Analogue and digital processes must be brought 
closer together. The introduction of new technologies in particular is a critical phase that 
requires accompanying measures and good leadership. In addition, employees must 
accept and live the digital transformation in order to seize the opportunities offered by 
digital business model innovations. At the same time, it might be necessary to study and 
recognise the limits and/or downfalls of digitalisation. In addition, how strengthening 
analogue services and digital processes at the same time needs further investigation. 
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Besides that, the impact of leadership on resilience and the person-organisation fit and 
alienation might be investigated further as well (Haider et al., 2022; Jie et al., 2021; Liu 
and Xie, 2023). 

The study conducted is subject to a number of restrictions that must be taken into 
account when discussing the results. One of these is the cross-sectional nature of the data, 
which cannot provide clear statistical evidence of causal relationships and must also be 
based on theoretical plausibility. 

A deeper understanding of causal relationships between pandemic-related restrictions, 
digitisation, changes in person-organisation fit and alienation, using the example of 
hairdressing and floristry businesses, could be developed through future research 
activities in this area, e.g., in order to be able to derive more concrete recommendations 
for action for these businesses. Likewise, the investigation of digitally-based business 
model innovations in companies in the sector as well as other labour science issues can 
provide important insights for digitisation approaches in the skilled trades. In-depth case 
studies could be suitable methodological starting points here. 
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Notes 
1 The question of online formats included Face Time, WhatsApp, Snapchat, Houseparty, 

Discord, Skype, Zoom, Microsoft Teams, Webex, Jitsi and others. 
2 In addition, a model was calculated without the characteristic of a changed company 

organization or structure. The results hardly change in this model. Only the AME, according 
to which the dismissal of permanent staff significantly reduces the probability of a corporate 
culture that has remained the same, is minimally weaker and just misses statistical significance 
(p > 0.05). However, in this model, the dismissal of permanent staff still increases the 
probability of a deterioration in corporate culture (+11 percentage points). 


