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Retail Trade’s Middle Market Defined
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Most Difficult Aspects of Running a  Business in the Current Environment

Percent of respondents ranking these as first, second, or third most difficult 
*Includes companies also represented in other industries, e.g., computer manufacturers, IT services, healthtech, fintech.
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ONGOING UNCERTAINTY

CONTINUITY OF OPERATIONS

WORKING CAPITAL  
MANAGEMENT/CASH

MAINTAINING CUSTOMER 
RELATIONSHIPS AND ENGAGEMENT

FOSTERING COMPANY CULTURE

STAYING CURRENT WITH TECH  
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SOMETHING ELSE

INCREASED RISKS  
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EMPLOYEE COMMUNICATION, 
ENGAGEMENT, AND PRODUCTIVITY

TRANSFORMING TO BE A MORE 
DIGITALIZED COMPANY
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