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Introduction
Besides the large-scale disruption in the global economy, the COVID-19 pandemic also exposed the small and medium enterprises to various challenges, consequently forcing them to develop innovative ideas to ensure the sustenance of business operations. In addition to the massive disruptions and the subsequent innovations, the pandemic has also forced others to look for second income streams. As a result, there were many new innovative products and services. Similarly, due to isolation and increased social media engagement, there was a significant increase in entrepreneurial activities. Many upcoming business people could introduce their small businesses and reach a large audience through social media platforms. For this reason, this current research paper, therefore, aims to provide insights into the association between the pandemic, innovation, and the subsequent increase in entrepreneurial activities during this period. 
Aim of this study
The impacts of the pandemic are observably shaking up the global socioeconomic structures. As a form of emergency response, businesses and individuals have promptly developed innovative ideas to effectively counteract the impacts of the pandemic to ensure continued survival. The main aim of this study is to explore the implications of the pandemic on the productive structures of the economy and the development of innovative ideas due to isolation and restrictive measures imposed by the various world governments. Additionally, the paper aims to provide a conclusive view of how sustainable these innovations and businesses would be past the COVID-19 period. 

Literature review
Since the emergence of the COVID-19 pandemic in December 2019, it has resulted in notable negative impacts on the economy. Governments' imposition of various regulations and guidelines globally resulted in disastrous consequences on the local economies and the global supply chain systems. Social distancing and quarantines imposed in several countries resulted in significant distortions in the global systems of demand and supply of goods. Ideally, this slowed down the economies in many countries. Bouey (2020) argued that many organizations resorted to virtual operations with minimal physical engagement as required by the world health organization because of these disruptions. 
Omar et al. (2020) & Oyewale et al. (2020), as cited in Adam & Alarifi (2021), noted that the period of closure and restrictions on movement during the period of the pandemic significantly impacted the small and medium businesses whose financial positions were adversely affected. In essence, it is essential to understand that most of the operations of the SMEs were adversely paralyzed, consequently exposing them to financial risks. Also, because of reduced production, many organizations experienced reduced sales, thus impacting their abilities to fulfill their financial obligations effectively. 
Tandon et al. (2020) observed that aside from the marred supply chains, the problem also coincided with decreased consumer spending due to reduced income and widespread feelings of uncertainty. 
It is noted that during the early periods of the pandemic, most entrepreneurs did not know how to address the situation effectively. For this reason, their businesses stopped operating and remained closed for the better part of the first phase of the pandemic (Tandon et al., 2020). Information obtained from a plethora of past research indicates that SMEs are usually incapable of withstanding the consequences of pandemics and crises. Latham (2009) noted that SMEs often close and halt their operations due to limited technical capacities during pandemics. However, during this pandemic period, most business entrepreneurs increased their social media engagement to reach and maintain a wider consumer audience. 
Business owners across the globe adopted several strategies and practices to confront the ramifications of the crisis effectively. Fairlie & Fossen (2021) observed that during the early outbreak of the pandemic, to enhance business performance, business owners increased their presence in social media platforms to survive and cope with the challenges created by the COVID-19 crisis. Similarly, Gerald et al. (2020) also noted that as a practical managerial approach, most entrepreneurs during the pandemic engaged in various innovative activities that were believed to improve the potential for efficiency. 
Over 70% of the small and medium businesses terminated the contract of their full-time employees since the beginning of the pandemic. Similarly, many entrepreneurial activities have pivoted to effectively meet the new needs for goods and services borne out of the COVID-19 pandemic.  Individuals and companies have engaged in various activities that have consequently led to increased entrepreneurial activities. In this view, it is essential to note that people and companies have devised new ideas that are mainly meant to respond to the emerging trends due to the pandemic. 
Social distancing and isolation regulations have also driven people to come up with innovative ideas. The closure of many stores worldwide has resulted in downward demand shifts, prompting business owners to look for ways to enhance sales and consumer engagement (Fairlie & Fossen, 2021). Anecdotal evidence indicates that the widespread outbreak of the pandemic and the subsequent mass quarantines, and the travel ban negatively impacted the confidence levels of domestic and international businesses alike. Empirical studies on small businesses globally during the pandemic indicated that for most organizations, the cash on hand could not sustain effective business operations for the next three months. Similarly, many companies also expected approximately 30% revenue loss in the first year of the pandemic. 
Technology has been very instrumental in helping entrepreneurs adapt to the new changes brought about by the COVID-19 pandemic. Besides helping in adaptation, technology has also been fundamental in helping the world navigate the crisis. During this period, entrepreneurs have noted that prioritizing innovation is key to unlocking post-crisis growth. Innovation during the pandemic has been more critical than ever because the pandemic has affected virtually almost every aspect of life and the economy at large (Ramalingam & Prabhu, 2020). Some of the critical areas in business impacted by the pandemic that appreciates innovation include how companies interact with their consumers, how consumers choose and purchase goods and the supply chain systems. 
Because the pandemic has impacted the way in which businesses operate, entrepreneurs expect a lasting impact on the customer’s needs over the next five years. Aside from the challenges, although varying by industry, the pandemic has presented significant new opportunities for growth to entrepreneurs, mainly through innovation. Because of these changes, innovation is considered a key solution to help consumers adapt to the new normal. Because of the radical shift in the economy, technological innovation is the only answer to ensure predictable growth in the future. 
Innovation has been supportive in changing the sales models. Firms with a significant field of forces no longer rely on in-person dependence to market their products. Accordingly, during this period, a significant percentage of the business has shifted their go-to-market models during the pandemic period, with a considerable majority adopting both online and digital forms of consumer engagement. Virtual technology has allowed business owners to discover their hidden abilities enabling them to do things that were previously almost impossible (Akpan et al., 2020). Because of the virtual space, even smaller companies can now compete against big and established corporations. Additionally, business owners have been able to embrace digital direct-consumer channels of distribution during the period of the pandemic. Entrepreneurs, particularly those in the restaurant industry, have gone online totally as the pandemic has decimated their core restaurant sales. 
Social media and online streamlining sites have played key roles in advertising businesses and in offering sites for digital transmission of content. For instance, museums create and stream online content to consumers, consequently enabling them to enjoy the content from the comfort of their homes. Arguably, these new adjustments seem to be in line with the guidelines by the World Health Organization. Considering the rapid changes in consumer behavior, business owners have realized the potential in videoconferencing. Notably, this trend has proven beneficial, particularly for corporate consumers. Aside from enhancing social connections, sites such as Zoom and google have provided entrepreneurs with the best opportunities to advertise their goods online. 
Generally, given these changes and innovations, it is essential to note that businesses stand to gain long-term advantages. Information drawn from anecdotal evidence indicates that companies and organizations that have invested in innovation during past pandemics and crises have delivered superior growth and performance after the problem. Usually, these organizations are expected to show stronger performance that enables them to outperform the current market averages. Currently, with these expected trends, innovative entrepreneurs are expected to experience accelerated growth in the next coming years. For instance, the SARS epidemic ravaged most parts of Asia resulted in widespread adoption of e-commerce, consequently making China a leading hub in innovation and e-commerce in the Asian region. 
Statement of the problem
At the beginning of the pandemic, there was a widespread belief that we would soon emerge out of the situation and return to the new normal. However, as the pandemic continued to ravage on, most small and medium businesses closed down due to reduced turnovers as well as the restricted movement of goods and people. Ideally, the resulting situation forced business owners and organizations worldwide to develop new mechanisms and strategies to ensure the survival of their businesses. Because we are not sure of how the situation will be after the pandemic, there has been a widespread increase in social media engagement by small business owners. Additionally, business organizations have also been forced to develop new mechanisms and strategies to ensure continued profitable operations. 
This current paper is intended as a first step to provide insights into the innovative interventions undertaken by individuals and business organizations during the pandemic. Aside from exploring the innovative interventions employed by businesses across the world, this paper intends to make sense of how profitable these businesses and new startups would be after the period of the pandemic. It is important to note that information drawn from this research project would benefit the future, particularly for the policymakers who would incorporate these fundamental changes as resilience and sustainability to become more prominent on their policy agendas. Believably, this would be critical in building a more resilient, sustainable, and inclusive future, particularly during and after similar pandemics.
Research Questions
Sample Questions 
1. What did you do during your downtime during the pandemic?
2. What was your stress level sitting at between 1 to 5 (5 being the highest) regarding your financial situation during the pandemic?
3. How did you pay bills? What source of income did you rely on?
4. Do you tend to be more creative when you are isolated or alone?
5. Did you take on any new hobbies or interests during the pandemic?
6. Do you currently have a side business? Or a second stream of income? If so, what is it?
7. Do you think you were forced to think of a stream of income as a result of the pandemic?
8. If you ever had a business idea, did the pandemic encourage the idea to come to life? Did the isolation motivate you?
9. What were the social media platforms most used during Covid-19?
10. Did you find an influence by social media to create a business?
		If so, did you use any platforms for marketing your product/service?
11. Do you think your business succeeded because of the downtime consumers had? Did the pandemic influence sales/profits?
12. Did you create a business or service that was specifically for the pandemic? Or a venture you hope will make it past the pandemic?
13. Did you start a new business venture during Covid-19?
14. Would you consider yourself an entrepreneur?
References
Abiad, A., Arao, R. M., & Dagli, S. (2020). The economic impact of the COVID-19 outbreak on developing Asia.
Akpan, I. J., Soopramanien, D., & Kwak, D. H. (2020). Cutting-edge technologies for small business and innovation in the era of COVID-19 global health pandemic. Journal of Small Business & Entrepreneurship, 1-11.
Bouey, J. (2020). Assessment of COVID-19’s Impact on Small and Medium-Sized Enterprises. Implications from China. Testimony Presented Before the House, Small Business Committee on March, 10.
Fairlie, R., & Fossen, F. M. (2021). The early impacts of the COVID-19 pandemic on business sales. Small Business Economics, 1-12.
Gerald, E., Obianuju, A., & Chukwunonso, N. (2020). Strategic agility and performance of small and medium enterprises in the phase of Covid-19 pandemic. International Journal of Financial, Accounting, and Management, 2(1), 41-50.
Latham, S. (2009). A contrasting strategic response to economic recession in a startup versus established software firms. Journal of Small Business Management, 47(2), 180-201.
Ramalingam, B., & Prabhu, J. (2020). Innovation, development and COVID-19: Challenges, opportunities and ways forward.
Serbulova, N., Morgunova, T., & Persiyanova, G. (2020). Innovations during COVID-19 pandemic: trends, technologies, prospects. In E3S Web of Conferences (Vol. 210, p. 02005). EDP Sciences.
Tandon, A., Roubal, T., McDonald, L., Cowley, P., Palu, T., de Oliveira Cruz, V., ... & Kurowski, C. (2020). Economic Impact of COVID-19.
