
The pandemic has changed the world, 

or to a large extent, the business world. 

Covid-19 has devastated and decimated 

many businesses across different sectors 

and no one anticipated the economic 

downturn and the extra hurdle that 

Covid-19 created. The impact of 

Covid-19 has come as an exogenous 

shock to many business owners 

leaving their businesses in a precarious 

position.
However, many business owners 

refused to succumb to the crisis and the 

virus’s grip on the economy by forging 

ahead, taking concrete steps and trying 

to make it work. They are scrambling 

to figure out how to use digital tools 

correctly for their benefits. 

Covid-19 has changed customer 

behaviour, spending priorities and habits 

almost overnight as they ditch the in-

person shopping and switch to online 

shopping. Majority of the customers 

are preferring online shopping over 

regular traditional shopping. Hence, 

business owners are tapping into 

online businesses keeping the Covid-19 

requirements in mind; even Facebook 

and Instagram accelerated the rollout of 

e-commerce features allowing businesses 

to replicate digital storefronts on social 

networking sites.

Sumaiya Sultana Nisha, a student at 

the University of Dhaka said, “Though I 

was not habituated to online shopping, 

I chose it anyway due to the lockdown 

situation. I ordered foods, dresses, and 

necessary commodities using online 

platforms to avoid unnecessary crowds 

since many of us are not concerned 

about coronavirus and even roaming 

around without any mask. Also, I 

found online services fairly quick and 

affordable, and if we think from the 

societal point of view, it is a radical 

solution for the unemployment crisis. 

So, I think I will continue shopping 

online in the future as it is a great way to 

support local businesses”.

As business owners are moving their 

businesses online trying to find their 

way through the pandemic and by 

availing online facilities and services to 

the customers, creative entrepreneurs 

are stepping in harnessing the power of 

innovation and technology conveniently. 

“The advantages of online business 

include reaching a larger base of 

customers easily as most of the people 

are now online. Moreover, the flextime 

and flexible workplace make it all the 

easier for me to keep it going. During 

these trying times, when it is difficult to 

go out for work or start a business from 

scratch without a significant amount of 

money, starting up online seems like a 

feasible option even if one has limited 

resources. All these make online business 

an opportunity to showcase talents and 

a great source of income or a perfect 

side-hustle for many, especially students. 

However, online business is not without 

its problems or host of complaints. 

The adversities startups face for being 

online is that since all the transaction are 

executed online, customers sometimes 

tend to delay the payment. I’ve started 

taking advance payment recently, which 

made a change for the better for sure”, 

remarked Abdullah Al Maruf, owner of 

Marutoonz.

E-commerce was booming previously 

in the pre-Covid time too; but, now 

that physical stores have to operate at 

limited capacity, aspiring retailers or 

entrepreneurs began to test the water by 

trying out the best of the online business 

world. People, being furloughed, now 

have all these newfound free time and 

a solid chance to put their passion in 

good use and earn some extra bucks 

while capitalizing on this upsurge trend. 

Independent businesses are expanding 

despite pandemic, or perhaps it can be 

said that they are thriving because of this 

pandemic. The economic pandemonium 

surrounding Covid-19 became a call 

to action for prospective entrepreneurs 

or first-time business owners to finally 

launch their business- a desire that was 

put on hold for so long.

Many people are getting started on 

new ventures across multiple online 

platforms. According to Naiem Ahmed, 

who has recently launched his own 

clothing business Trend Apparels, 

“Covid-19 has spread so rapidly that 

people can not go outside like they 

used to. However, we are all trying to 

live in-between this situation. So, now 

that no one can go shopping and buy 

anything from physical shops, I decided 

to start this online business to help 

people and, in the process, help myself 

as well. Moreover, since my business 

is quite new, it now does not have that 

much of an online customer base yet, 

but I am trying my best to find ways to 

promote it to the consumers. I plan on 

continuing this business post-pandemic; 

I am determined not to quit hoping the 

services will be beneficial to all.”

It is safe to say that Covid-19 will 

have lasting implications in the coming 

years. The trend of online business 

became the “new normal”, and although 

the brick-and-mortar businesses or 

retail shops prominently remain in the 

picture representing significant retail 

sales, e-commerce or the trend of online 

business is not temporary either. These 

businesses are here to stay.
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With the world acquiring a knack 

for anything and everything retro, 

we turn back the clock to 1995, with 

Johnny Shah’s EP82 starlet GT. If 

you’re wondering if the name sounds 

familiar, then you’re probably right. 

We featured a 2ZZGE swapped corolla 

aeons ago belonging to Johnny’s older 

brother, Omar Shah, a veteran in the car 

community. Like all project cars, this little 

starlet has had its own phases, just like a 

teenager. And the tuner bug bit.

During one of Johnny’s dad’s trips to 

japan back when import year rules were 

not so restricted, the bug-eyed hatch caught 

his attention, and onto a boat, it went. 

And then the tuner bug hit. A plethora of 

quintessential aftermarket parts including, 

and not limited to —genuine Momo steering 

and gear knob, Cusco coilovers, HKS hi-

power exhaust system— started piling up 

the mod list. The comparatively standard 

bony seats were replaced with much sturdier 

ones from a seventh-gen Celica. The outside 

got a set of genuine Enkei RPF1’s, and last 

but not least, a Livesport body kit which 

transformed the moderately warm hatch to a 

proper hot hatch. It spent years donning the 

almost deep purple-esque blue, until earlier 

this year. 

Now, if you are a petrolhead not living 

under a rock, you will be familiar with 

the liquid yellow craze Dhaka’s cars went 

through a few years back, namely with a 

handful of Evo’s and STI’s. Allow me to 
explain why this Starlet GT is the most 

deserving to be draped in the holy liquid. 
Liquid Yellow is a factory Renault colour, 
once a special rare option on their Sport 
Clio V6, now found in the ballistic Clio 
RS200 as a factory option. Now, what else 
is a hatchback, like a Renault 5 Turbo, 
with a relatively small turbocharged 

displacement but a neatly packaged front-

wheel-drive instead? The 1.3 4-EFTE Starlet 

GT of course. Japan’s version of the Renault 

5 Turbo but more reliable. I’ll let the 

pictures do the talking now.
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Moderately mild to hot
AHBAR MILKY

Toyota, the mild, timid, 
rational brand is going 
through a bit of a 
renaissance, or if you ask 
me, puberty. The company 
started adulting ever since 
they killed off anything 
and everything with a 
tiny bit of semblance to 
being sporty. Then came 
the revival of the 86 
moniker, a hot Yaris, and 
the much contentious 
and conspicuously badge-
engineered (don’t be fooled 
I’m a Zupra person) Supra. 
They’ve also been on a 
winning streak at WRC this 
season with their relatively 
recent Gazoo Racing 
department and WRC 
presence with rally legend 
Tommi Makinen as Team 
Principal, keeping Ford and 
Hyundai at bay. 


