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Abstract 

Presently, the whole world is facing the Covid-19 outbreak and its repercussions. 

With the covid-19 outbreak came many challenges. The retail sector is very important 

for the economic growth of any country. Some previous studies have explained the 

impact of Covid-19 on the retail industry. However, there is still a lack of research of 

the challenges faced and how to overcome them in Palestine. This research will try to 

fill that gap. Through a qualitative and descriptive study, the influence of covid-19 on 

clothes retail shops in the Palestine with the interview as a tool was evaluated. In 

depth interviews were conducted on a sample of Palestinian managers and shop 

owners whom shared their first-hand experience of the influence of covid-19 on their 

clothes retail establishments. A comparison was used to understand the influence on 

Men's, Woman's and Children's clothes retail establishments to evaluate if there were 

any differences between them and Recommendations were given on how they 

overcame challenges faced in their clothes retail shop after the covid-19 outbreak. The 

study concludes with a common answer, there should be a greater focus on the online 

presence of their shops because the main tool used to help overcome the covid-19 

challenges despite some shortcomings of purchasing and selling online.  

Keywords  COVID-19, clothes retail, e-commerce, Palestine,   
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Abstract (Arabic) 

 

 99-ٚذذاػٍاذٗ. ِغ ذفشً ِشض وٛفٍذ  99-فً اٌٛلد اٌحاظش ، ٌٛاجٗ اٌؼاٌُ وٍٗ ذفشً وٛفٍذ 

جاء اٌؼذٌذ ِٓ اٌرحذٌاخ. لطاع اٌرجضئح ُِٙ جذا ٌٍّٕٛ الالرصادي لأي تٍذ. أٚظحد تؼط 

ػٍى صٕاػح اٌثٍغ تاٌرجضئح. ِٚغ رٌه ، لا ٌضاي ٕ٘ان ٔمص  99-اٌذساعاخ اٌغاتمح ذأشٍش وٛفٍذ 

حاز حٛي اٌرحذٌاخ اٌرً ذٛاجٙٙا فٍغطٍٓ ٚوٍفٍح اٌرغٍة ػٍٍٙا. عٍحاٚي ٘زا اٌثحس عذ فً الأت

ػٍى ِحلاخ تٍغ اٌّلاتظ  99-٘زٖ اٌفجٛج. ِٓ خلاي دساعح ٔٛػٍح ٚصفٍح ، ذُ ذمٍٍُ ذأشٍش وٛفٍذ 

تاٌرجضئح فً فٍغطٍٓ تاعرخذاَ اٌّماتٍح وأداج. أجشٌد ِماتلاخ ِرؼّمح ِغ ػٍٕح ِٓ اٌّذٌشٌٓ 

اٌّراجش اٌفٍغطٍٍٍٕٓ اٌزٌٓ شاسوٛا ذجشترُٙ اٌّثاششج ٌرأشٍش فٍشٚط وٛسٚٔا ػٍى  ٚأصحاب

ِؤعغاخ تٍغ اٌّلاتظ تاٌرجضئح اٌخاصح تُٙ. ذُ اعرخذاَ ِماسٔح ٌفُٙ اٌرأشٍش ػٍى ِؤعغاخ تٍغ 

اٌّلاتظ تاٌرجضئح ٌٍشجاي ٚإٌغاء ٚالأغفاي ٌرمٍٍُ ِا إرا وأد ٕ٘ان أي اخرلافاخ تٍٕٙا ، ٚذُ 

ذٛصٍاخ حٛي وٍفٍح ذغٍثُٙ ػٍى اٌرحذٌاخ اٌرً ٚاجٙٛ٘ا فً ِرجش تٍغ اٌّلاتظ تاٌرجضئح ذمذٌُ 

تؼذ ذفشً فٍشٚط وٛسٚٔا. ذخررُ اٌذساعح تئجاتح ِشرشوح ، ٌجة أْ ٌىْٛ ٕ٘ان ذشوٍض أوثش ػٍى 

اٌرٛاجذ ػثش الإٔرشٔد ٌّراجشُ٘ لأْ الأداج اٌشئٍغٍح اٌّغرخذِح ٌٍّغاػذج فً اٌرغٍة ػٍى ذحذٌاخ 

 ػٍى اٌشغُ ِٓ تؼط أٚجٗ اٌمصٛس فً اٌششاء ٚاٌثٍغ ػثش الإٔرشٔد. 99-فٍذ وٛ

 

 :اصٍٗالاخر اٌىٍّاخ

 99-وٛفٍذ  ذجضئح اٌّلاتظ، ذجاسج اٌىرشٍٚٔح، فٍغطٍٓ، 99-وٛفٍذ 
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CHAPTER ONE 

Introduction: Research Framework  

1.1 Introduction  

Despite technological advancements in the digital age, experts believe the world is not 

adequately prepared to deal with disasters, infections, or global crisis scenarios in the 

twenty-first century (Hall, M et al 2020).The COVID-19 virus serves as a warning to 

societies and economies, which have been impacted globally and on a huge scale as a 

result of their lack of preparedness. The recent outbreak has quickly expanded over 

the world, wreaking havoc on people's health, social, political, and economic lives.  

In order to thrive in this new reality, countries will need to develop new policies, 

practices, and habits. (Donthu, N 2020) In the short term, clothes retail was one of the 

most affected sectors, as it was forced to: be more concerned with the safety and 

health of its employees, improve hygiene of their physical spaces, better manage their 

workforce, overburden their employees to ensure the civilian population's livelihood, 

and address other issues. (Li, Q. et al 2020).  

According to (Pantano, E 2020), pandemics will continue to exist. As a result, this 

research tries to comprehend the influence of the COVID-19 pandemic outbreak on 

the clothes retail sector in the Hebron governorate. Because the pandemic has had an 

impact on the clothes retail industry, it has provided an opportunity to look at this 

real-life occurrence. 

On March 5, 2020, the ministry of health announced that seven tourists had tested 

positive in Bethlehem, West Bank, marking the first COVID-19 cases in Palestine. 

(PCBS, 2020) On March 22, 2020, the Palestinian administration imposed a state of 

emergency and a total prohibition on visitors entering Palestine. The pandemic 

completely upended an already vulnerable way of life in Palestine. (AlKhaldi 

M. 2020) 

Covid-19 has had an impact on people who were not directly affected by the virus. It 

has had a physical, mental, and economic impact on almost every Palestinian.  

Lockdown measures intended to stop the spread of infection had an unforeseen 

negative impact on Palestine's already ailing economy. Within a month of the first 
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COVID-19 cases being discovered in Palestine, earnings from trade, tourism, and 

money transfers had plummeted to levels not seen in nearly 20 years. (PCBS, 2020)  

The economic effects of the pandemic and the occupation have combined to make 

2020 the worst year for Palestinians in more than two decades. In the period 2020-

2021, Palestine lost almost 121,000 jobs. (PCBS, 2021) Sixty-two percent of 

Palestinian families say the outbreak has caused a decrease in their income. The 

coronavirus has wreaked havoc on economies all across the world. However, unlike 

many other countries' governments, Palestinian authorities were unable to establish 

emergency financial policies to help people and companies survive.  

The Palestinian central bureau of statistics (PCBS, 2021) conducted a survey of 2600 

business establishments during the period of March 5, 2021 to May 25, 2021 to 

reference the period of lock down the previous year. The results of the sample 

revealed that the Coronavirus pandemic caused demand and supply shocks, as well as 

financial shocks, forcing businesses to employ financial and administrative measures, 

as well as digital solutions, to deal with the pandemic's effects. 

The study also stated that in 2021, forty-nine percent of establishments reported 

having difficulty obtaining inputs and raw materials, compared to sixty-three percent 

of establishments during the same period of March 5th to May 31st in 2020.  

It also revealed an improvement in the indication of cash flow shortfall in businesses, 

with eighty-nine percent of businesses experiencing a cash flow shortage in 2020 

compared to seventy-four percent in 2021. Meanwhile, the percentage of returned 

checks decreased in 2021, from thirty-six percent in 2020 to twenty-six percent in 

2021. While thirty-five percent of the businesses said, they were having trouble 

providing financial services that are normally available in a typical circumstance.   

To deal with the cash flow shortage, forty-seven percent of businesses accepted loans 

from non-financial institutions such as friends, family, relatives, other sources of 

income, and so on.  

Many Palestinian establishments were influenced by the covid-19 in different ways 

and dealt with the aftermaths in differently. Our focus will be on the clothes retail 

sector in the Hebron governorate, and what the major influences of covid-19 were on 

these establishments.   
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1.2 Research problem  

This study looks into the experiences of Palestinians working in the retail sector in the 

West Bank, notably the Hebron governorate. The researcher seeks to investigate the 

impact of covid-19 on their business as well as suggestions to deal with covid-19 

difficulties experienced by them, drawing on interviews with 21 managers and retail 

shop owners. 

The reason Hebron retail industry was taken in this subject is that Hebron is a 

prominent economic business source in Palestine. There is even common knowledge 

that the people residing in Hebron are known to be good businesspersons.  

Customers gain from retailing because businesses use marketing strategies to give 

customers access to a variety of goods and services. A sense of space, time, and 

ownership is also facilitated by retailing. A retailer's service can also serve to improve 

the image of a product. (Cox, N.C. and Dannehl, K, 2017) Retailers keep things on 

hand and ensure that products and services are available when customers need them. 

Convenience stores are open longer hours during the week, giving customers more 

flexibility and options.  

The importance of retailing is also that consumers do not value products and services 

until they are purchased and used by them. Retailers obtain items and services from a 

variety of sources. Arrange them in a single location to meet the demands of clients 

and so make access easier.  

According to (Lambda, A.J., 2013) thriving retail industry benefits consumers by 

efficiently supplying a diverse choice of products and services. Retailing can take 

place in physical stores or online. Subordinate services, such as delivery, are included 

in retailing. The term "retailer" is also used when a service provider, such as a public 

utility like electric power, serves the needs of a significant number of people. 

Retailing also contributes to higher living standards by allowing consumers to own a 

variety of goods, services, and utilities. 

The supply chain is an interconnected structure that includes retailers. A retailer 

purchases large quantities of goods or items from producers or wholesalers, and then 

resells them to customers in smaller quantities for a profit. By assembling a variety of 
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products and services from many sources and making them accessible for purchase, 

retailers aid in the sorting process. Each retailer's approach determines the range's 

depth and breadth. Retailers serve as a crucial link between producers and end users. 

(Dannehl, K, 2007) 

Throughout the supply chain, the merchant delivers essential information. He teaches 

and informs customers about the characteristics and benefits of products. Advertising, 

displays, signage, and sales personnel are used to give information to customers. 

Other outlets and members receive marketing research assistance. In some ways, 

retailing is the last stage of consumer product promotion. He also gives manufacturers 

and distributors input on consumer needs, which assists them in planning production 

and supply.  

The retail industry has an important impact on the economic development of a 

country. Retail has become an integral part of our lives. The retail industry employs a 

lot of people, and consumer spending on retail goods drives much of the world's 

economy. (Berens, J.S., 2013) A strong retail sector can be observed in countries with 

the greatest economic and social success. Retailing is one of the most important 

industries in the world and is critical to a country's economic success. Healthy retail 

expansion has accelerated the economy. 

There are several individuals and organizations involved in the production, marketing, 

and sale of goods. After agriculture, retail is the industry that generates the second-

highest amount of income and jobs globally. It provides opportunities for both the 

educated and competent and the least educated and skilled people. Merchandising, 

store management, and running a retail store are just a few of the many job choices 

available in the industry, which is a significant source of employment. (Vedamani, 

G.G., 2012) 

There is a phenomenon that occurred that had a major impact on all aspects of our 

lives, this phenomenon is the corona virus pandemic. The 'normal' before the corona 

virus has changed the retail industry in Hebron; through the interviews conducted, the 

influence of corona virus on the clothes retail sector was taken.  
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1.3 Research Objectives   

This study is relevant in this time and age and is a very important matter for research 

because covid-19 has affected everyone and the repercussions of this pandemic will 

have long lasting effects that will become apparent in the coming years. The retail 

sector was taken into account because according to studies is one of the most 

important industry for economic development. The Hebron governorate is one of the 

most important cities in Palestine in terms of economic development.  

The purpose of this research is to determine the influence of coronavirus on the retail 

business in Hebron, Palestine. The purpose of this research is not focused on financial 

gains or losses of clothing retail stores; the purpose is to see what the influence of 

covid-19 was on purchasing merchandise from suppliers and selling merchandise to 

end users in clothes retail businesses in Hebron, Palestine for the years after 2020. 

The study is very important because, as humans we all learn from experience; the 

experience of managers was summarized through their interviews in order to gain 

insight. Based on their experience, recommendations were given to any manager or 

retail shop owner to gain knowledge to avoid any pitfalls or shortcomings in 

managing a retail shop in the times of a major crisis.  

 

 

The objectives of this study are as follows:   

1. To determine the influence of the covid-19 pandemic on men's, women's and 

children's clothing retail businesses in Hebron governorate on purchasing from 

vendors. 

2. To determine if there is a difference between the answers of men's, women's 

and children's retail clothes shop owners concerning in the influence of covid-

19 on purchases from vendors. 

3. To find out the influence of the covid-19 pandemic on men's, women's and 

children's clothing retail businesses in Hebron governorate on selling their 

clothing items to customers 
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4. To determine if there is a difference between the answers of men's, women's 

and children's retail clothes shop owners concerning in the influence of covid-

19 on selling to customers 

5. To learn what recommendations, based on the experience of men's, women's, 

and children's retail managers can be given to people working in the same 

retail sector 

6. To find if there a difference between the recommendations given of the 

managers or shop owners of men's, women's and children's retail clothes shops 

concerning in the influence of covid-19 on their business 
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1.4 Research questions  

In this study, the researcher aims to answer the following questions: 

1. What is the influence of the covid-19 pandemic on men, women's and 

children's clothing retail businesses in Hebron governorate on purchasing from 

suppliers? 

2. Is there a significant difference between the answers of men's, women's and 

children's retail clothes shop owners concerning in the influence of covid-19 

on purchases from suppliers?  

3. What is the influence of the covid-19 pandemic on men, women's and 

children's clothing retail businesses in Hebron governorate on selling their 

clothing items to customers? 

4. Is there a significant difference between the answers of men's, women's and 

children's retail clothes shop owners concerning in the influence of covid-19 

on selling to customers?  

5. What recommendations, based on the experience of men's, women's, and 

children's retail managers can be given to people working in the same retail 

sector? 

6. Is there a significant difference between the recommendations given of the 

managers or shop owners of men's, women's and children's retail clothes shops 

concerning in the influence of covid-19 on their business?  
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1.5 Limitations  

Unfortunately, this study has certain caveats and limitations. The purpose of this study 

was initially to collect a larger sample. One of the limitations of this study is the low 

rate of adherence. Initially, we contacted 43 randomly selected companies to 

participate in the study, but 22 companies declined to participate in the study. The 

reason for the refusal was the fear of sharing information with competitors. They don't 

want to endorse other retail outlets that they consider competitors. Each participant is 

promised complete anonymity and the information provided will be used for research 

purposes only. In addition, the high rejection rate is due to the lack of time of the 

respondents. 

The scope of this study extended only to the Hebron governorate and only took the 

clothes retail shops into consideration. There are some unregistered clothes shops in 

Hebron, but our study is based on the retail shops that are registered in the Hebron 

Chamber of Commerce (HCC). However, there is no clear list of all registered and 

unregistered clothes retail shops, the scope of this study could only take the registered 

list into account.  
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Chapter 2 

Literature Review and Similar Studies  

2.1 Introduction  

The associated literature will be explored in this chapter. This chapter will review 

previous studies, in this regard; there are not a large number of studies done in the 

clothes retail sector post covid-19. The state of emergency was implemented in 

Palestine in the beginning of March of the year 2020. This chapter will look at the 

study's theoretical framework in order to provide a clear explanation of the terms and 

content explored in this research, as well as the study's background. 

2.2 Theoretical Framework 

2.2.1 Covid-19 

According to Oxford Dictionaries, the acronym COVID-19, which stands for 

"coronavirus disease 2019," refers to an infectious disease brought on by the SARS-

CoV-2 coronavirus. In the Chinese province of Hubei, the city of Wuhan, it was first 

discovered in December 2019. The World Health Organization (WHO) proclaimed 

COVID-19 a pandemic in March 2020 after it had rapidly spread throughout the 

world. 

The symptoms of COVID-19 include typically fever, cough, headache, exhaustion, 

trouble breathing, and loss of taste and smell. (WHO, 2020) One to fourteen days 

after virus exposure, symptoms may start to show. At least one-third of infected 

individuals show no symptoms at all. (WHO, 2020) While 14% and 5% of those with 

symptoms severe enough to be categorized as patients, respectively, had severe 

symptoms (respiratory failure, shock, or multiple organ dysfunction), the majority of 

those with symptoms substantial enough to be categorized as patients, had mild to 

moderate symptoms (up to and including mild pneumonia). J. Page; D. Hinshaw; 

2021 In older persons, severe symptoms are more prevalent. Some people (Long-

COVID) report having symptoms even after they have recovered for several months. 

Studies are still being conducted to find out more about the disease's long-term 

implications. (MA Islam, 2020) 
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When virus-carrying droplets and tiny airborne particles are ingested, COVID 19 

becomes airborne. It can be breathed at wider distances, especially indoors, but it is 

most deadly when individuals are close together. Additionally, transmission can 

happen when contaminated liquid splashes or sprays onto infected surfaces and enters 

the mouth, nose, or eyes. After getting the virus, a person can remain contagious for 

up to 20 days and can spread it even when no symptoms are present. (WHO, 2021) 

To identify the illness, several COVID-19 tests have been developed. Real-time 

reverse transcription polymerase chain reaction (rRT-PCR), transcription-mediated 

amplification (TMA), and reverse transcription loop-mediated isothermal 

amplification (RT-LAMP) are common diagnostic techniques for detecting viral 

nucleic acid. Swab from the nose. (J. Saniasiaya and M. A. Islam, 2021) 

Many COVID-19 vaccines have been approved and provided in a number of nations, 

and widespread vaccination campaigns are still ongoing. (MA Islam, 2020) Other 

preventive measures include physical or social isolation, quarantining, ventilation of 

indoor spaces, masking coughs and sneezes, hand washing, and keeping dirty hands 

away from the face. To lessen the danger of transmission, wearing face masks or 

coverings has been suggested in public areas. (J. Saniasiaya and M. A. Islam, 2021) 

The main form of treatment is symptomatic, while drugs to inhibit the virus are now 

being explored. The management procedure includes the treatment of symptoms, 

supportive care, isolation, and experimental methods. 

2.2.2 Retail 

According to (Pride, W.M.,et al 2018) in contrast to wholesale, which is the sale of 

goods and services to organizations and institutions, retail is the sale of goods and 

services to consumers. A retailer makes a profit by purchasing goods in bulk from 

manufacturers—directly or via a wholesaler—and reselling them to customers in 

smaller quantities. The final link in the supply chain between producers and 

consumers is the retailer. Shopping is the process of making purchases. This is done 

occasionally as a pleasurable hobby and other times to obtain essential goods like 

food and clothing. While browsing and window shopping are frequent leisurely 

shopping activities, they are not necessarily followed by a purchase. 

Markets and retail establishments have a long and distinguished history that dates 

back to antiquity. The earliest shopkeepers were traveling salespeople. Over the years, 
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retail establishments have developed from basic "rude booths" to the sophisticated 

shopping malls of the present. (Pride, W.M.,et al 2018) 

Most modern retailers make strategic choices regarding the type of store, the target 

market, the best product assortment, customer service, auxiliary services, and the 

store's overall market placement. Retailers develop the retail mix, which consists of 

the product, pricing, location, promotion, personnel, and presentation, after putting the 

strategic retail plan into practice. (Jones, Brian D.G.2006) By selling through a variety 

of channels, including both brick and mortar stores and online merchants, many 

businesses are aiming to reach more consumers in the digital age. The evolution of 

consumer payment options is also a result of digital technologies. Retailing support 

services include credit, delivery, counseling, stylist services, and a wide range of other 

services. 

Despite being usually associated with the purchase of goods, the term "retail" can also 

refer to service providers who engage in consumer commerce. (Gelade & Young, 

2005) Other retail service providers include those in retail banking, travel, insurance, 

private healthcare, private education, private security agencies, law firms, and public 

transit. A tourism company might, for instance, have a retail part that arranges travel 

and lodging for consumers and a wholesale division that purchases bulk amounts of 

lodging, hospitality, travel, and sightseeing and organizes these into a holiday tour for 

retail travel agents to sell. 

Certain businesses promote themselves as "wholesale outlets" offering "wholesale 

prices." A store that sells the majority of its goods directly to customers is defined as a 

retailer rather than a wholesaler in a strictly legal sense, despite the fact that this tactic 

may give consumers the impression they have access to reduced pricing in exchange 

for crowded in-store environments. Depending on the proportion of consumer to 

business sales, various legal systems define a retail business. (Thomson DB, 2013) 
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Retail theories  

Cyclic retail Theories 

According to cyclical theories, the retail industry will exhibit competitive behavior 

that repeats itself somewhat and has distinct stages. 

1. Wheel of Retailing Theory 

One of the most popular cyclic retailing theories is the wheel of retailing hypothesis. 

One of the earliest retailing hypotheses, this was first put forth by McNair in 1958 and 

is frequently quoted. Retailers will enter the market and go forward through a cycle of 

strategies, according to the plan. At first, McNair thought that merchants would enter 

the industry by accepting low profit margins and a low-cost strategy for attracting 

customers.  During this stage, costs are maintained to a minimal because the shop 

only provides a small number of services and products. The entering phase was used 

to describe this. (Theories of Retailing – Cyclic and Non-Cyclic Theories, n.d.). 

The retailer enters the trading up phase of the cycle as they gain consumers and 

earnings. The merchant is now able to invest in the company to increase profits 

because they have gained customers. Obtaining better facilities, such as moving to 

higher positions, raising the service bar, broadening the selection of products, and 

boosting spending on displays and advertising are some strategies that may be used at 

this stage. It should be noted that when a store enters this phase, they may leave a 

space in the retail market for new discounters to fill. (Theories of Retailing – Cyclic 

and Non-Cyclic Theories, n.d.). 

The retailer is an established company with possibly substantial overhead costs in the 

third stage, which is known as the vulnerability phase. The firm may be dealing with a 

diminishing return on investment at this point and may need to update its strategy in 

order to keep their current customers from defecting to rival companies that provide 

lower prices and a high degree of differentiation. In order to attract new customers, 

which is frequently done through increasing pricing and cost-cutting to relieve the 

heavy overheads, the mature retailer may return to the entrance phase. (Theories of 

Retailing – Cyclic and Non-Cyclic Theories, n.d.). 
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This model's flaw is that it just considers expenses and is unable to explain why 

profitable premium market specialist companies continue to exist. (Theories of 

Retailing – Cyclic and Non-Cyclic Theories, n.d.). 

2. Retail Accordion Theory 

The retail accordion theory was created to explain how retailers decide how many and 

what kinds of product categories to carry. Its underlying premise is that businesses 

cycle through a range of general goods, more specialized products, and then back to 

general goods. (Theories of Retailing – Cyclic and Non-Cyclic Theories, n.d.). 

To meet the demands of many customer categories, retail businesses would stock a 

wide variety of products in the early phases of establishment and sale. There are more 

experts vying for customers' attention as the retail landscape expands. Consumers 

may, however, be drawn to the ease of finding a variety of things in one location. As a 

result, specialist stores may need to become more generalist in order to compete. 

(Theories of Retailing – Cyclic and Non-Cyclic Theories, n.d.). 

3. Retail Lifecycle Theory 

This idea was devised in response to flaws in the retail model's wheel, with a focus on 

costs to counteract the accordion theory's problem of emphasizing products/goods.  

The overall product lifecycle theory is reflected in this theory, which postulates that 

retail outlets will go through a lifecycle beginning with development and introduction, 

followed by growth that may be split into early and later growth with the possibility 

of an accelerated growth category. After that, the company reaches its maturity, which 

may be followed by a decline or a renewal that restarts the lifespan. These can be used 

for retail formats and selling channels as well as retail stores. Retailers might be 

drawn to new forms and trends that have promise, but they might encounter fierce 

competition because many companies might be drawn to the new opportunities. 

Disruptive breakthroughs may also lead to new possibilities. As with catalogs in the 

nineteenth century and e-commerce in the twenty-first, department shops were a 

disruptive invention when they were first introduced in the nineteenth century. 

(Theories of Retailing – Cyclic and Non-Cyclic Theories, n.d.). 
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Non-Cyclic Retail Theories 

Non-cyclic patterns show the retail environment as one where several factors are at 

play and where ongoing adaptation occurs without a repeating pattern being present. 

1. Conflict Theory 

Dialectic theory, a well-known conflict theory based on Marx's Theory of Evolution, 

is the cornerstone of conflict theory. The fundamental tenet is that conflict is 

necessary for progress to occur in any setting, with new ideas replacing the outdated 

ones. These new ideas may then be imitated to produce a hybrid or novel structure, 

which will ultimately be superseded. (Theories of Retailing – Cyclic and Non-Cyclic 

Theories, n.d.). 

This implies that in a retail setting, a firm or format will face competition from other 

firms or formats.  The older companies or formats will imitate the new concepts in an 

effort to create a synthesis as the new form or format becomes more successful. For 

instance, by offering online grocery buying, supermarkets have imitated the online 

shipping environment.  With Amazon's "save and subscribe" service, which delivers 

recurring items on a set time, including some groceries, and the recent introduction of 

the grocery shop offering same-day delivery in test areas, online businesses have 

recently tried to outbid supermarkets. (Theories of Retailing – Cyclic and Non-Cyclic 

Theories, n.d.). 

It is predicted that the best elements of the earlier models will probably be kept and 

merged with fresh, competitive concepts to produce new retail versions. (Theories of 

Retailing – Cyclic and Non-Cyclic Theories, n.d.). 

This theory could help to explain how and why some patterns seem to emerge, 

become adopted, and then spread, resulting in hybrid models. The model does not 

explain why many traditional retail businesses do not alter and evolve, and the claim 

that the blending of ideas is not always obvious makes this model appear confusing 

are two of its flaws. (Theories of Retailing – Cyclic and Non-Cyclic Theories, n.d.). 
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2. Environmental Evolution Theory 

The basic tenet of the environmental evolution theory is that retail businesses will 

adapt and develop as their microenvironment changes. According to this hypothesis, 

businesses that can adapt and benefit from environmental changes have the best 

chance of surviving and thriving. Planning, for instance, can supply information that 

can be exploited by using methods like a PEST analysis or a Porter's Five Forces 

Analysis. (Theories of Retailing – Cyclic and Non-Cyclic Theories, n.d.). 

There are, however, flaws in this concept. While many businesses do react to outside 

influences, many merchants adopt a proactive stance in an effort to achieve 

competitive advantages. (Theories of Retailing – Cyclic and Non-Cyclic Theories, 

n.d.). 

 

2.2.2.1 Retail Channel: Physical Retailing 

Brick and mortar refers to a company's or organization's actual physical location 

within a building or other structure. A brick-and-mortar firm is a corporation that 

owns or rents retail storefronts, industrial production facilities, or warehouses for its 

operations. (Moore, K., and Reid., S., 2018) In the lingo of e-commerce enterprises in 

the 2000s, brick-and-mortar businesses are businesses having a physical presence (for 

example, a retail store in a building) that offer in-person client interactions. 

This phrase is frequently used to contrast a transient business or an internet-only 

presence, such as fully online shops, which do not have a physical location where 

customers may visit, chat with employees in person, touch and handle items, or make 

purchases directly from the business. On the other hand, these internet businesses 

often have private physical locations where they either conduct business operations 

(such as corporate headquarters and back office locations) or product storage and 

delivery warehouses. (Moore, K., and Reid., S., 2018) Brick-and-mortar businesses 

are more likely to experience challenges like foot traffic, storefront exposure, and 

appealing interior design than internet ones. A successful, well-designed website, a 

reputable e-commerce payment system, a reliable delivery or shipping service, and 

effective online marketing methods are all necessary for an online-only firm. 
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2.2.2.2Retail Channel: Online Retailing  

Online shopping is a form of electronic commerce that enables users to purchase 

products or services directly from vendors via the Internet using a web browser or a 

mobile application. Customers locate a product of interest by going to the retailer's 

website directly or by utilizing a shopping search engine to look up alternative 

vendors. Shopping search engines evaluate the pricing and availability of the same 

goods across several e-retailers. (Bloomenthal, A. , 2019) 

Business-to-consumer (B2C) online shopping is the act of purchasing goods or 

services from an online store in a manner physically similar to visiting a traditional 

"bricks-and-mortar" store or shopping mall. Business-to-business (B2B) online 

purchasing is the process of setting up an online store to allow businesses to purchase 

from other businesses. (Bloomenthal, A. , 2019) A typical online store enables the 

user to explore the selection of goods and services offered by the business, examine 

pictures or photographs of the goods, and access details such as prices, features, and 

specs.  

 

2.2.3 Importance of Retail  

Customers gain from retailing because businesses use marketing strategies to give 

customers access to a variety of goods and services. A sense of space, time, and 

ownership is also facilitated by retailing. The assistance of a store may also help a 

product's reputation (Tan et al., 2009). Retailers stock up on supplies to guarantee that 

goods and services are available for use by customers. Because convenience stores are 

open for longer during the week, customers have more alternatives and flexibility.  

Retailing is crucial because, until a product or service is bought and used by a 

customer, it has no value in their eyes. Retailers receive their goods and services from 

a range of suppliers. To better serve customers' needs and facilitate access, group 

them in one location.  (Berens, J.S., 2013) 

A nation's economic progress is significantly influenced by the retail industry. Our 

lives now cannot be separated from retail. The retail sector employs a sizable 

workforce, and consumer spending on retail goods drives the majority of the global 

economy. (Berens, J.S., 2013) The nations that have experienced the greatest 
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economic and social success tend to have a robust retail sector. One of the most 

significant businesses in the world, retailing is essential to the prosperity of the 

nation's economy. Healthy retail sector growth speeds up economic development.  

There are several individuals and organizations involved in the production, marketing, 

and sale of goods. After agriculture, retail is the industry that generates the second-

highest amount of income and jobs globally. It provides opportunities for both the 

educated and competent and the least educated and skilled people. Merchandising, 

store management, and running a retail store are just a few of the many job choices 

available in the industry, which is a significant source of employment. (Vedamani, 

G.G., 2012) 
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2.2.4 Classification of Retail Formats  

Retailers have altered substantially in response to shifting consumer demands and 

changing trends. According to Vichoray (2012) various retail formats have arisen over 

time, each of which is an improvement on previous ones. Store-based and non-store-

based retail stores can be divided into two categories: store-based and non-store-

based. Store-based stores are those that employ the traditional format, whilst non-

store-based businesses do not. Store ownership is further separated into two 

categories: ownership and merchandise. This section goes over some of the most 

popular formats in each classification. 

Figure 1 Classification of retail formats  

 

 

Source: Author based on IIBM Institute of Business Management (2015) and 

Vichoray (2012) 
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Ownership Based Retailing  

The types of ownership based retailing are as follows: 

1. Independent Retailers: They run a single store on their own, according to their 

own rules. The firm can be run by their family members, and it can be passed 

down from one generation to the next. The ability to immediately forge close 

bonds with clients is the main benefit. Independent grocery stores, flower 

shops, stationery stores, and book stores are a few examples.  

2. Chain Stores −A collection of stores that are all owned by the same person is 

referred to as a chain. Chain stores stock and sell comparable goods. They are 

scattered over many cities and areas. Retailers can preserve particular 

products based on regional customer preferences, which is advantageous. 

Examples include Shopper's Stop, Westside Stores, and others. 

3. Franchises −These are stores that operate under a well-known brand name or 

a certain format thanks to a franchisee-franchisor relationship. There are two 

types of them. 

 Business format. For example, Pizza Hut. 

 Product format. For example, canned coffee of Starbucks. 

4. Consumers Co-Operative Stores −These are consumer-owned and operated 

businesses with the goal of delivering essentials at a lower cost than the 

market. To keep the business healthy, they must remain current with current 

business and political policies. (Vichoray (2012) 

Merchandise Based Retailing  

The types of Merchandise based retailing are as follows: 

1. Convenience Stores −They are small establishments that are usually found 

near residential areas and are open till late at night or 24 hours a day. Food, 

eggs, milk, hygiene, and groceries are all available in these businesses. They 

cater to customers who wish to make purchases quickly and easily. 

2. Supermarkets −These are enormous stores with poor profit margins and high 

volume. They cater to the mass market, with sales areas ranging from 8000 to 

10,000 square feet. They sell fresh and canned foods, as well as toiletries, 
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groceries, and other household supplies. At least 70% of the retail space is 

dedicated to food and grocery items. 

3. Hypermarkets − These are one-stop shopping retail establishments with a 

minimum of 3000 square feet of sales space, with non-groceries taking up 

35% of total space. They typically share space with restaurants and coffee 

shops and serve a variety of consumers. The hypermarket can be anywhere 

between 80,000 and 250,000 square feet in size. Along with other things, they 

sell electronic devices, books, CDs, DVDs, bikes, and fitness equipment. 

4. Specialty Stores − Home furnishings, household electrical equipment, 

computers and related products, and other items are available in these retail 

outlets. They also provide consumers with high-quality service and product 

information. They have at least 8000 square feet of selling space. 

5. Departmental Stores −It is a multi-level, multi-product retail store that ranges 

in size from 20,000 to 50,000 square feet. It provides food, clothing, and 

home items with selling space ranging from 10% to 70%. 

6. Factory Outlets − These are retail establishments that sell things in excess 

quantities at a reduced price. These outlets are situated near production 

facilities or in close proximity to other factory outlets. 

7. Catalogue Showrooms − Consumers can refer to product catalogs kept in 

these retail outlets. The customer must choose a product, write down its 

product code, and hand it over to the clerk, who will subsequently deliver the 

merchandise from the company's warehouse. (Vichoray (2012) 

Non-Store Based (Direct) Retailing 

It is a type of retailing in which the shopkeeper interacts directly with the customer at 

work or at home. The consumer learns about the goods through an email or phone 

call from the retailer, or through a television or Internet advertisement. The vendor 

throws a party in order to meet new individuals. The product is then introduced and 

demonstrated, along with its utility and benefits. Buying and selling take place in the 

same location. The consumer is a distributor in and of itself. 
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Non-Store based retailing consist of non-personalcontactbasedretailingsuchas− 

1. Mail Orders/Postal Orders/E-Shopping − The customer can use an online 

product catalog to place an order for the product by email or postal mail. 

2. Telemarketing −On television, the products are advertised. The end of the 

advertisement includes descriptions of the cost, warranty, return policies, 

purchasing options, contact information, etc. Calling the retailer's number 

allows customers to place orders. The merchandise is subsequently delivered 

to the customer's door by the retailer. 

3. Automated Vending/Kiosks − It provides regularly purchased things like 

drinks, candies, chips, newspapers, etc. round-the-clock and is quite 

convenient for the customers. (Vichoray (2012) 

The success of non-store based retailing immensely lies in timely delivery of correct 

product. 

 

Service Based Retailing 

These merchants offer a variety of services to their customers. Banking, car rentals, 

power, and cooking gas container delivery are among the services available. 

Service quality, customization, distinction, and timeliness of service, technical 

advancements, and consumer-oriented pricing all contribute to the success of service-

based retailers. (Vichoray (2012) 
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2.2.5 Clothing Retail Sector 

Clothing, like food, is one of humanity's most fundamental needs. Ready-to-wear 

apparels such as shirts, T-shirts, trousers, jeans, ladies wear, children's wear, baby 

clothes, and hosiery garments such as socks, gloves, and inner wear are the most 

common types of clothing. 

Figure 2 Clothing and Textile Types 

 

Source: Rowley, J. (2009) 
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2.2.6 E-Commerce  

Online business transactions are referred to as "e-commerce," or "electronic 

commerce." It involves online buying and selling of goods and services, as well as the 

platforms and resources required to carry out these transactions. (Bloomenthal, A. 

,2019) E-commerce, which can be performed on computers, tablets, or smartphones, 

can be thought of as the online equivalent of catalog shopping. Almost any good or 

service may be purchased online, including books, music, airline tickets, and financial 

services like stock trading and online banking. 

 

E-commerce operates in all four of the following major market segments: 

 

1. Business to business (B2B): The most popular e-commerce model describes 

business-to-business interactions when the customer is another company. 

Examples consist of Sage, a cloud-based accounting and invoice management 

software for small businesses. 

2. Business to consumer (B2C): online transactions that take place between 

businesses and customers. Online stores sometimes use a business-to-

consumer (B2C) business model; for instance, IKEA, Tesco, and Walmart 

allow customers to make purchases online. 

3. Consumer to consumer (C2C): One of the earliest ecommerce business 

ideas is transactions between consumers. On an online marketplace like eBay, 

C2C transactions take place. 

4. Consumer to business (C2B): transactions in which customers provide 

businesses with their goods or services in exchange for money. Examples are 

websites that allow individuals to purchase stock photos directly from various 

photographers and crowd funding initiatives. 
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2.2.6.1 E-Commerce in Palestine  

In Gaza and the West Bank, the Palestinian economy is mainly reliant on Israeli 

imports. In 2018, overall imports amounted for more than 50% of GDP, with Israel 

accounting for over 55%. (PCBS,2019)  Furthermore, Israeli-imposed restrictions and 

roadblocks result in expensive import and export transaction costs. These costs are 

passed on to customers in the form of higher prices. 

 

Online shopping is becoming more popular in the West Bank and Gaza. The 

Palestinian postal service said in November 2019 that it has received over half a 

million post items since the beginning of the year, with China accounting for over 

85% of the total. (PP,2019) This suggests that e-commerce purchases of Chinese 

goods are rapidly increasing. Users typically identify things they need on social media 

and negotiate pricing and delivery directly with the seller, according to interview 

results. If the customer has a bank account, they can pay for the merchandise ahead of 

time. Consumers in the West Bank, on the other hand, prefer to pay by cash on 

delivery in most situations, especially when purchasing from local merchants. In 

addition, elderly buyers like to inspect things before making a purchase, according to 

interview results. 

 

2.2.6.1.1 Buying from Local Vendors 

Traditional local vendors have been more aware of the possibilities of e-commerce to 

help them form their businesses over the last two years. Many have enlisted the 

assistance of technological specialists to help them develop an online presence. 

Generating accounts on social media platforms, mainly Facebook and Instagram, and 

capitalizing in digital marketing efforts were enough for some vendors. Others have 

built their own e-commerce platforms, accounting software, and point-of-sale (POS) 

systems. Even some of these more digitally competent firms, however, conduct 

business online using outmoded technology.  

 

Traditional local vendors have been more conscious of the possibilities for e-

commerce to help them build their businesses over the last two years. Many 

companies have enlisted the assistance of technological specialists to help them 
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develop an online presence. Creating accounts on social media platforms, particularly 

Facebook and Instagram, and spending in digital marketing efforts were sufficient for 

several vendors. Others have developed their own e-commerce platforms, accounting 

software, and point-of-sale (POS) systems. Even some of these more technologically 

advanced vendors, however, conduct business online using obsolete technologies. 

COD is the most typical payment method when buying from a local dealer. COD 

causes various challenges for local merchants in emerging countries, according to 

studies on e-commerce in the region, including high return rates. Local vendors' 

digital marketing experience is low, and it must be strengthened in order for them to 

reach more customers online through targeted marketing campaigns on strategically 

chosen social networks. Customers in the West Bank and Gaza interact with brands 

through social media accounts, therefore search engine optimization (SEO) is not 

widespread. 

 

2.2.6.1.2 Buying from International Vendors 

Palestinians in the West Bank and Gaza are growing interested in purchasing products 

from international vendors and well-known e-commerce websites, in accordance with 

worldwide trends. Only a small percentage of the population can buy items and 

services online due to a lack of financial access in the area. These transactions are 

hampered even further by the lack of specific e-payment technologies in the West 

Bank and Gaza. 

 

When purchasing products from international vendors, Palestinian consumers in the 

West Bank and Gaza encounter numerous logistical challenges. Several online 

marketplaces and e-commerce platforms do not ship directly to the West Bank and 

Gaza. Buyers frequently utilize P.O. Box addresses of contacts in Israel to ensure that 

their products are delivered. Certain websites provide shipping to Palestine, but due to 

Israel's control over incoming mail to the West Bank and Gaza, deliveries are 

regularly delayed. Buyers are frequently required to notify their local post office 

ahead of time that a cargo is expected and leave their contact information in order to 

ensure delivery. This causes delays in corporate processes and raises risk, which 

disadvantages Palestinians. 
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2.2.7 The Emergence of Online Platforms and the Switch to Online 

Retail 

Without a doubt, the internet shopping platform has propelled the retail industry to 

new heights. Customers benefit from lesser operating expenditures and retailers profit 

from lesser operating expenses thanks to communication technologies (Steel et al., 

2013). The internet channel has progressed from a "alternative" to the physical 

business to a mainstay as payment and distribution methods have improved. 

Discussions have centered on whether the online and "brick-and-mortar" channels are 

substitutes or complements in nature (Fornari, et al, 2016), as well as the online and 

offline channels' comparative roles in the buying process. 

Several research on "substitution" effects imply that a consumer who has been 

familiarized to one shopping channel will quit the other. Customers will "migrate" 

from physical stores to online stores as the attractiveness of online shopping grows 

(Zhang et al., 2016). In this way, internet platforms compete with old-fashioned 

businesses as a sales channel for products and services. 

On the other hand, more research is beginning to focus on the many activities of 

physical stores in the multi-channel environment, as well as the "synergy" effect of 

online and in-store shopping. The first use is "showrooming," which involves 

displaying product information in a real store and allowing customers to access the 

product during their "research shopping". Despite the fact that the transaction is not 

made in-store, Fornari et al. (2016) imply that the physical store presence enhances 

the retailer's overall income through direct and indirect synergy effects. 

Another role that an internet channel cannot (completely) replace is the in-person 

meeting of specific services, such as tailored service appointments, customer 

grievances, product restoration, and refills (Miquel-Romero et al, 2020). In 

experimental shopping, physical stores provide products and store design to 

"immediately amplify the physical experience" of customers (Alexander & Cano, 

2020) and integrate the promoting influence from many channels (Fornari et al, 2016), 

therefore increasing sales prospects. 

Meanwhile, retailers assess the effectiveness and profitability of various distribution 

methods. Online platforms assist merchants in lowering operating costs (Baen, 2000; 
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Dixon & Marstn, 2002), increasing corporate efficiency (Burt & Sprks, 2003), while 

also increasing competition pressure through greater transparency (Hendershott & 

Hendershott, 2000). Numerous studies have found that the cost of making online 

platforms, as well as the performance of virtual retailing, influence e-commerce 

adoption. Colla and Lapoule (2012), alternatively, believe that e-commerce allows 

merchants to expand their market coverage and draw attention to their physical 

storefronts. 

While many of these have been emerging over the previous few decades, the COVID-

19 pandemic has proven to be game-changing. The next section focuses on the 

impact, which is huge, deep, and widespread. 

 

 

2.2.8 Covid-19 Impact on the Fashion Industry 

The Covid-19 project has had a significant impact on the fashion industry. Many 

fashion enterprises have been forced to temporarily close their doors, which has led to 

furloughs or job losses for their staff. Others were compelled to permanently close 

their doors after failing to reach the established income sales targets for each of their 

separate retail outlets, while other local fashion retailers and well-known fashion 

businesses were obliged to do so. The lack of a website or social media presence to 

facilitate online sales also meant that small, independent fashion retailers were losing 

out on daily income from any potential sales. (Auld, 2021) 

Despite having primarily negative consequences on the fashion industry, Covid-19 

also had a number of positive effects. Large fashion e-commerce businesses, for 

instance, have benefited greatly from the general public's incapacity to make in-

person purchases. (Auld, 2021) 

Of course, when talking about fashion, famous fashion shows must be brought up. 

Fashion weekends including London Fashion Week, Paris Fashion Week, Milan 

Fashion Week, and others must reschedule or even cancel their yearly events as a 

result of COVID-19. For the general public to see as well as any fashion retail buyers 

eager to buy new lines for their stores, major fashion houses like Dior and Chanel 

figured out a way to continue showcasing their newest clothing lines in a fashion 

show/catwalk format. There are speculations that post-covid fashion shows won't be 
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the same because they will reportedly take place virtually rather than in person. (Auld, 

2021) 

Covid-19 has also significantly improved the fashion industry by making modern 

clothing more environmentally friendly. As a result, the environmental impact of 

clothing and material waste has decreased. Even though fast fashion apparel is 

popular, secondhand or antique clothing is frequently recycled and reimagined to 

resemble brand new while yet following current fashion trends. (Auld, 2021)   
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2.3 Similar Studies  

 

2.3.1 Lessons From The Covid19 Pandemic: The Case Of Retail And Consumer 

Service Firms (2022)  

Author(s)  

Louise Grimmer  

Summary 

Business activities have been impacted by the COVID-19 epidemic in every industry 

and sector worldwide. The influence of government stimulus and support programs, 

the impact of lockdowns and other trade restrictions, and how firms have changed 

their operations are all topics that scholars, practitioners, and policymakers continue 

to study. The ability to conduct empirical scholarly research into how retail and 

service businesses have responded to the challenges and potential opportunities 

presented by the pandemic, as well as how owner/managers have pivoted in a (often) 

uncertain trading environment, is made possible by the dynamic nature of the virus 

and the changing sociopolitical and economic landscape. 

Methodology 

This study examined the effects of the first wave of the pandemic in 2020 on business 

owners (N = 268) of SME retail and service businesses in Tasmania, an Australian 

island state. Survey is the tool used in this research study.  

Major Findings  

In spite of the fact that more than sixty-five percent of respondents said their 

business's income dropped in 2020, almost eighty percent said they were confident it 

would survive into 2021. Although businesses did not generally consider the level of 

environmental hostility as being primarily high, there was a strong association 

between assessments of business performance and the degree of confidence in the 

survival of the business. During the epidemic, businesses changed how they operated 

by introducing new goods and services, stepping up marketing efforts, shifting to the 

use of technology, and emphasizing their "localness."  
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2.3.2 The Influence Of Covid-19 In Retail: A Systematic Literature Review 

(2021) 

Author(s) 

Marisa Lopes and João Reis 

Summary  

The goal of this study is to discuss the current state of knowledge about COVID-19's 

impact on retail, particularly from the economic, social, and health perspectives.  

Methodology  

To accomplish so, the researcher conducted a systematic literature review, a process 

that allows for an efficient description of the literature and allows for the provision of 

a comprehensive understanding of the phenomena through the interpretation of 

relevant published publications.  

Major Findings  

The results showed that the sector required to develop fresh strategies to reduce the 

effects of the corona virus, including social and physical isolation, safety and hygiene 

precautions, modifications in distribution and communication channels, and clearer 

merchant messaging. The use of multiple digital payment systems and new 

distribution techniques to comply with the new sales and delivery rules, as well as 

other crisis-related efforts to stop the spread of the corona virus, have accelerated the 

phenomenon of digital transformation. The significance of these components in 

creating a new retail action model that meets consumer wants is emphasized in this 

essay. 
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2.3.3 The Impact Of The Covid-19 Pandemic On Retailer Performance: 

Empirical Evidence From India (2020) 

 

Author(s)  

Amgad S.D. Khaled, Nabil Mohamed Alabsy, Eissa A. Al-Homaidi, Abdulmalek M.M. Saeed 

Summary  

The goal of the study is to compile a list of the issues that shops are encountering 

during the COVID-19 situation. The study is conclusive, useful, and based on a single 

cross-sectional research design.  

Methodology  

Quantitative data was generated using the research instrument (a questionnaire). 

Employees of major retail stores in India were surveyed and provided with 500 

responses.  

Major Findings  

The results of the current study show that while consumer and brand protection, use 

of technology, and supply chain have a major negative influence on retailer 

performance, employee well-being and government restrictions have a considerable 

positive impact. This study will help retailers recognize the significance of technology 

in the modern world and create employee protection measures. This study highlights 

the need of flexibility in carrying out strategic strategies, but businesses must also 

create comprehensive action plans that involve selecting project managers and 

defining objectives and deadlines. It is vital to take decisive action if the current 

reality of retailers deviates from the former standard. 
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2.3.4 The Impact Of Coronavirus (Covid-19) Pandemic On Retail Business In 

Saudi Arabia: A Theoretical Review (2020) 

Author(s)  

 Saad Alflayyeh , Haseebullah , Fozi Ali Belhaj 

Summary  

This study's major objective is to examine how the coronavirus (Covid-19) outbreak 

has affected Saudi Arabia's retail sector. E-commerce has expanded exponentially as 

the traditional brick and mortar retail sector has been in decline in recent years due to 

the corona pandemic lockdown. Additionally, it has been noted that consumer 

preferences and purchasing habits are slowly moving away from earlier fads. 

Following these problems, when businesses have failed, the study has attempted to 

understand the factors influencing the retail sectors in the kingdom, with some 

significant discoveries.  

Methodology  

The study is descriptive in character and conducts a thorough analysis using both 

primary and secondary data. In order to critically analyze the state of Saudi Arabia's 

retail industry and its effects on customer behavior, secondary data was gathered from 

the Ministry of Commerce's websites, Research Reports, magazines, and other 

publications. This investigation into the effects of coronavirus on the retail industry is 

likely the first of its type in the kingdom. 

Major Findings 

The customary brick and mortar retail industry has been lessening over time, while e-

retailing has developed immensely during the lockdown of the corona epidemic. 

Additionally, it was observed that consumer tastes and buying habits are gradually 

changing from previous trends. There are some crucial lessons that can be drawn from 

the retail industry's experiences in the wake of such adversity, where businesses have 

failed, that may aid smaller players and other retail establishments in managing their 

businesses more effectively and reacting quickly to the shifting dynamics of demand 

era. 
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2.3.5 The Impact Of The Covid-19 Pandemic On Retail In City Centres (2022) 

Author(s)  

Yasaman S. Lashgari and Sina Shahab 

Summary  

City centers and their retail spaces have seen substantial modifications over the past 

few decades and have fought to stay commercially viable. This condition has 

worsened because of the COVID-19 epidemic and the public health response to the 

disaster, which has presented a significant challenge to the city centers' already 

precarious economic situation. Despite the pressing need for recommendations on 

how city centers should handle the current crisis, very few research have concentrated 

on how COVID-19 has affected city center retailing.  

Methodology 

 In order to better understand how the pandemic has influenced retail in city centers, 

this research conducts a systematic review. Additionally, it gives recommendations 

for ensuring a sustainable future for city centers and insights to enable improved 

decision-making regarding the future of shopping in city centers.  

Major Findings  

The analysis, carried out between 20 November 2021 and 20 January 2022, reveals 

that the COVID-19 pandemic and the following public health response have 

intensified some significant changes in consumer preferences and the function of city 

centers.  These changes have led to an increase in the number of retailers using 

multichannel retailing and repositioning tactics. This article concludes that decision-

makers should encourage the repurposing of vacant and failing retail spaces, promote 

an experience economy, and establish episodic retail spaces in order to create lively 

and viable city centers post-pandemic. 
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2.3.6 The Negative Effect Of The Covid-19 Pandemic On The Acceleration Of 

Startup Innovation In The Retail Supply Chain (2021)  

 

Author(s)  

Kum-Jong Jung and Byung-Hoon Jeon 

Summary  

Globally, the covid-19 pandemic has prompted the deployment of stringent measures 

including social isolation and lockdown, which have had a significant impact on the 

retail sector. This study will look at how the COVID-19 pandemic has slowed down 

innovation among startups in the retail sector.  

Methodology  

The data collection process in this procedure begins with a formulated and direct 

research question, which means that instead of asking how a change in one variable 

leads to a change in the other, the research question seeks to understand the meanings 

and experiences derived from the piece of communication. The current authors used 

the qualitative content approach in this procedure. 

Major Findings  

The negative impact of the Covid-19 pandemic on the acceleration of startup 

innovation in the retail industry is discussed in this section along with possible 

solutions. The majority of the answers come from peer-reviewed literature. To 

maintain their viability and spur innovative developments in the industry, all stores 

should react to the negative effects of the COVID-19 epidemic. According to this 

study, the retail sector should support innovations and modifications in order to 

combat the harmful consequences of the COVID-19 epidemic. The study has 

demonstrated how important flexibility is for adjusting amid a crisis. 
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Chapter 3 

Research Methodology  

3.1 Introduction  

This chapter delves into the technique used in this study. It demonstrates how the 

answers to the research questions in Chapter One were obtained. The methodology for 

this study outlines the population and sample unit, as well as the interview and 

interview questions, which were utilized to collect data for this study. 

3.2 Research Design  

This is a qualitative explorative study, the method used to collect data is the interview. 

Interviews are most effective for qualitative research because they help you explain, 

better understand, and explore research subjects' opinions, behavior, experiences, and 

phenomenon.( Dipboye, R. L., et al ,2012). In this case the phenomenon was the 

covid-19 pandemic. By using the interview as a tool, we were able gain insight into 

the experiences and follow the sequence of events following the covid-19 outbreak 

with the managers or shop owners. Two types of interviews were conducted, face to 

face interviews and phone interviews. Each interview took approximately from thirty 

minutes to an hour in length. The Interview questions were open-ended questions so 

that in-depth information will be collected. 

Before each interview, consent was taken from the participants. The reason and aim 

of the interview were explained to the participants and that any data would be solely 

for research purposes. Complete anonymity was clarified to each manager or shop 

owner before the interview commenced. A copy of the transcribed answers were 

given to the interviewees.  

In order to comprehend events in particular circumstances, such as "real-world 

situations where the researcher does not attempt to influence the phenomenon of 

interest" (Patton, 2001, p. 39), qualitative research adopts a naturalistic approach. 

According to Strauss and Corbin (1990, p. 17), qualitative research is "any kind of 

research that produces findings that are not arrived at through statistical procedures or 

other means of quantification" and is instead "any kind of research that produces 

findings that are arrived at through real-world settings where the "phenomenon of 
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interest unfold naturally" (Patton, 2001, p. 39). Qualitative researchers aim for 

illumination, comprehension, and extrapolation to similar circumstances rather than 

cause determination, prediction, or generalization of data (Hoepfl, 1997). 

 

3.3 Population and Sample 

The population of the study consists of all registered clothes retail shop owners in the 

Hebron governorate. There are 284 clothes retail shops in the Hebron governorate. 

The sample size taken were 21 selected managers and shop owners. The sampling 

technique was purposive and convenience sampling. The reason 21 managers and 

shop owners is considered representative in this study is that the tool used in this 

study is the interview and according to Guest et al. (2006), 12 interviews should be 

adequate to reach data saturation in homogeneous research using purposive sampling, 

like many qualitative studies. 

Of the 21 interviewees, seven were taken from the Men's retail, nine from women's 

retail and five from children's retail shops. 

Time of the interviews collected took place during the months of March and April 

2022.  

3.4 Data Collection 

A semi-structured interview was conducted with 21 randomly selected managers and 

shop owners in the Hebron governorate to test the influence of covid-19 on their retail 

business. Of the 21 interviewees, seven were taken from the Men's retail, nine from 

women's retail and five from children's retail shops.  

A list of all the clothing retail shops in Hebron was acquired from the Hebron 

chamber of commerce. The total number of registered retail companies in Hebron 

governorate is 284 shops.  

Initially 43 randomly selected businesses were contacted to be interviewed to be part 

of this research study but 22 rejected to be a part of this study. The rejection rate was 

51 percent. When the reason of rejection was asked the answer was mostly a fear of 

sharing secret information so no one would gain a competitive advantage over them 
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based on their acquired experience. They did not want to give any recommendations 

to other retail shops whom they perceived as their competitors. Even though complete 

anonymity was promised to each participant and any information given would only be 

used for research purposes.  Another reason for rejection was that the interview was 

relatively long and time consuming. 

3.4.1 Steps Undertaken to Evaluate Interview Results  

Step1: Two types of interviews were used: face to face (14 out of 21) and phone 

interviews (7 out of 21). Phone interviews were taken at the request of the 

interviewees because of convenience. A list of the questions was prepared before each 

interview. The language of the interview is Arabic. The duration of the interviews 

ranged from 45 minutes to 90 minutes. The interview started with an introduction for 

the purpose of the interview and complete anonymity was insured to create rapport 

with the interviewee. Each question was asked and the answers for each question were 

transcribed and a copy was given to the interviewee.   

Step2: The transcripts were read more than once in order to point out similarities and 

differences of the answers. The transcripts were divided into three piles, Men's retail, 

women's retail and children's retail. All the similar answers of all three piles and 

topics were pointed out and underlined in each transcript for each interviewee.  

Step3: The most significant answers to the questions of interviews were taken and 

placed into the main categories. A separate list of all the most correlated answers 

given was transcribed for each question. 

Step4: The frequency of answers was given to each answer by all participants was 

taken. 

Step5: The main ideas were then added to tables were the frequency of each answer 

was tallied and added to the table in order to see the percentage of the frequency that 

each answer was repeated.  
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3.4.2 The Interview Questions are as Follows:  

Interview question 1: How did you start up your business in retail sector? 

Interview question 2: Did you face any major challenges in your retail business?  

Interview question 3: How was it like working in clothes retail before the Covid-19 

outbreak in purchasing merchandise from suppliers? 

Interview question 4: How was it working in retail before the Covid-19 Outbreak in 

selling merchandise to customers? 

Interview question 5: What were the main changes after the Covid-19 outbreak in 

purchasing merchandise from suppliers? (All) 

Interview question 5A: What were the main changes after the Covid-19 outbreak in 

purchasing merchandise from suppliers? (Men) 

Interview question 5B: What were the main changes after the Covid-19 outbreak in 

purchasing merchandise from suppliers? (Women) 

Interview question 5C: What were the main changes after the Covid-19 outbreak in 

purchasing merchandise from suppliers? (Children) 

Interview question 6: What were the main changes after the Covid-19 outbreak in 

selling merchandise to customers? (All) 

Interview question 6A: What were the main changes after the Covid-19 outbreak in 

selling merchandise to customers? (Men) 

Interview question 6B: What were the main changes after the Covid-19 outbreak in 

selling merchandise to customers? (Women) 

Interview question 6C: What were the main changes after the Covid-19 outbreak in 

selling merchandise to customers? (Children) 

Interview question 7: How did you overcome the challenges of Influence of Covid-

19 on your retail business?  

Interview question 8: What do would you liked to have done differently before the 

outbreak to better prepare you for corona outbreak? 
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Interview question 9: What recommendations, if any, for people working in the 

clothes retail sector post covid-19 outbreak times? (All) 

Interview question 9A: What recommendations, if any, for people working in the 

clothes retail sector post covid-19 outbreak times? (Men) 

Interview question 9B: What recommendations, if any, for people working in the 

clothes retail sector post covid-19 outbreak times? (Women) 

Interview question 9C: What recommendations, if any, for people working in the 

clothes retail sector post covid-19 outbreak times? (Children) 

 

3.5 Reliability and Validity 

The researcher conducted this research in an unbiased manner; the purpose of this 

research was to gain information about the influence of covid-19 on the clothes sector 

based on the experiences of managers and shop owners. There was no previous 

perception of the influence of covid-19 on the clothes retail sector in the Hebron 

governorate.  

A pilot study was conducted on five participants and it was found that the questions 

were clear, well understood and concise. The researcher conducted a pilot study on 

five participants.  

By making sure that informants are extremely clear about the nature of the research, 

why the researcher is there, what she is studying, how she will collect data, and what 

she will do with it, the researcher was able to assure validity. The researcher spent a 

lot of time getting to know the individuals and developing a trusting relationship with 

them. 

During each interview the researcher transcribed all the answers given by the 

participants, and took the time to read the written answers to them in order to make 

sure that what was written was the intended answer of the participant. A copy of the 

questions and transcribed answers were given to each interviewee.  
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3.6 Summary 

The research strategy, which used a qualitative technique and was referred to as a 

descriptive study, was covered in chapter three of this study. the sample, population, 

and data gathering techniques utilized to assess the interviews. Justification for 

validity and dependability was provided. The methods used to conduct this study was 

thoroughly explained. 
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Chapter 4 

Research Findings and Analysis  

4.1 Introduction 

This chapter aims to present the findings of the research. The results based on the 

interview questions is presented in the tables throughout this chapter.    

 

4.2 Qualitative Research  

In order to comprehend events in particular contexts, such as "real-world situations 

where the researcher does not attempt to influence the phenomenon of interest" 

(Patton, 2001), qualitative research adopts a naturalistic approach. According to 

Strauss and Corbin's definition of qualitative research, it is "any kind of research that 

produces findings that are not arrived at through statistical procedures or other means 

of quantification" (Patton, 2001). Rather, it is "any kind of research that produces 

findings that are arrived at through real-world settings where the "phenomenon of 

interest unfold naturally."  

The interview questions were structured based on the comparative questions in order 

to find the influence of covid-19 on each retail clothes shop in the Hebron 

governorate. Interview questions were asked on how the retail shops were like before 

the phenomenon of covid-19 and what the main differences faced by the managers 

and shop owners are after the pandemic. The questions were derived from the 

questions asked in the study of Lopes and Reis (2021) and the survey questions of 

Grimmer (2022). The interview questions were open-ended questions; however, the 

different interviewees frequently repeated many of the answers.  

In order to answer the research questions, the researcher identified some categories 

that encompass repetition among the 21 participants to each interview question. 

To avoid repetition, the repeated answers were listed and a percentage given to the 

frequency of the answer by all the interviewed managers and shop owners. This 

method of filling out the data into tables is based on the methodology of Lopes and 

Reis's research.  
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4.3.1 Table 1 Interview Question 1:  

How did you start up your business in retail sector?  

 

Answers given to question Frequency 

/21 

% of 21 

Worked in family business 8 38% 

Started working at a young age in this field  16 76% 

Wanted to start a business  14 67% 

Personal preference  11 52% 

No response   2 10% 

 

The purpose of this question was to start the interview and establish rapport in order 

to get more in depth answers from the interviewees. 

In table 4.3.1 the results show that thirty eight percent of the participants work in a 

family business. The participants that started working in this industry at a young age 

is seventy-six percent. Sixty-seven percent of participants started a business of their 

own. The table shows that fifty-two percent started mainly because of preference to 

work in the clothes retail sector. Ten percent of participants did not feel comfortable 

sharing this answer.  
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4.3.2 Table 2 Interview Question 2:  

Did you face any major challenges in your retail business at startup?  

 

Answers given to question Frequency 

/21 

% of 21 

Finance  16 76% 

Location of shop  17 81% 

Had no experience in the clothes industry 6 29% 

Friends and family not supportive  3 14% 

Lack of planning ahead 18 86% 

No response   1 5% 

 

The purpose of this question was to start the interview and establish rapport in order 

to get more in depth answers from the interviewees. 

In table 4.3.2 the results show that seventy-six percent of participants faced financial 

challenges. Eighty-one percent of participants stated that there is a problem with the 

location of the shop. Twenty-nine percent of participants had no prior experience in 

the clothes retail industry. Fourteen percent of participants had friends or family that 

did not support them in working in the clothes retail industry. Eighty-six percent of 

participants said they lacked planning for the future while working in this field. Five 

percent of participants were not comfortable sharing.  
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4.3.3 Table 3 Interview Question 3:  

How was it like working in clothes retail before the Covid-19 outbreak in 

purchasing merchandise from suppliers?  

  

Answers given to question Frequency 

/21 

% of 21 

Easy travel 17 81% 

Low margin of error in product from vendor  13 62% 

No shipping delays  9 43% 

Chose materials and quality personally  19 90% 

No response   1 5% 

 

The purpose of this question is for comparative purposes and to help identify the 

differences of before and after covid-19 pandemic. 

In table 4.3.3 the results show that eighty-one percent of participants stated easier 

travel before the covid-19 outbreak. Sixty-two percent of participants stated a low 

margin of error with the products purchased before covid-19. As one participant 

stated ' we got exactly what we ordered'. Forty-three percent of participants stated that 

there were no shipping delays. Ninety percent of participants choose the materials and 

quality of the garments purchased personally. Five percent were not comfortable 

sharing. 
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4.3.4 Table 4 Interview Question 4:  

How was it working in retail before the Covid-19 Outbreak in selling 

merchandise to customers?  

 

Answers given to question Frequency 

/21 

% of 21 

Shop had more foot traffic 15 71% 

Minimal online selling  7 33% 

Customers could try-on products/ low returns 16 76% 

Easily build customer relationship trust (face to 

face) 

8 38% 

No response   1 5% 

 

The purpose of this question is for comparative purposes and identify the differences 

of before and after covid-19 pandemic. 

In table 4.3.4 the results show that seventy-one percent of participants stated that their 

shops had more foot traffic before the covid-19 outbreak. Thirty-three percent stated 

that there was minimal online selling. Seventy-six percent stated the customers could 

try on garments in the dressing rooms of the shops; this caused a low return rate. 

Thirty-eight percent of participants stated that it was easier to build customer trust and 

have a relationship with the customer face to face. Five percent were not comfortable 

sharing.  
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4.3.5 Table 5 Interview Question 5:  

What were the main changes after the Covid-19 outbreak in purchasing 

merchandise from suppliers? (All)  

 

Answers given to question Frequency 

/21 

% of 21 

Not the same product ordered  18 86% 

Difficulty to travel to China  14 67% 

Turned to online purchasing  21 100% 

Difficulty to travel to Turkey  8 38% 

Factories closed that they previously worked with 7 33% 

Higher shipping cost of goods from supplying 

countries  

17 81% 

Chinese factory started manufacturing masks 

instead of garments  

6 29% 

Stricter inspection policies at Israeli borders for 

products entering  

19 90% 

Traveling costs increased  12 57% 

Factories produced less quantities  14 67% 

Cost of merchandise increased  19 90% 

Looked for local vendors  19 90% 

No response  0 0 

  

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.5 the results show that eighty-six percent stated the products they received 

were not the same as the product ordered; there was a high margin of error in products 

received. Sixty-seven percent of participants had difficulty traveling to china. A 

hundred percent of participants interviewed turned to online purchasing after the 

covid-19 outbreak. Thirty-eight percent of participants had difficulty traveling to 

Turkey. Thirty-three percent stated that factories they previously worked with 

completely shut down in china. Eighty-one percent stated the cost of shipping 
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increased from supplying countries. Twenty-nine percent of the factories that 

previously worked in garment manufacturing started manufacturing facemasks instead 

of garments. Ninety percent of participants stated that there were stricter inspection 

policies at the Israeli border for products entering, this added cost. Fifty-seven percent 

stated that traveling costs increased. Sixty-seven percent stated factories were 

producing garments in fewer quantities. Ninety percent stated that the actual cost of 

merchandise increased. Ninety percent of participants looked for local vendors. None 

of the participants were uncomfortable sharing an answer to this question.  
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4.3.6 Table 6 Interview Question 5A:  

What were the main changes after the Covid-19 outbreak in purchasing 

merchandise from suppliers? (Men)  

 

Answers given to question Frequency /7 % of 7 

Not the same product ordered  7 100% 

Difficulty to travel to China  4 57% 

Turned to online purchasing  7 100% 

Difficulty to travel to Turkey  1 14% 

Factories closed that they previously worked with 2 29% 

Higher shipping cost of goods from supplying 

countries  

6 86% 

Chinese factory started manufacturing masks 

instead of garments  

1 14% 

Stricter inspection policies at Israeli borders for 

products entering  

7 100% 

Traveling costs increased  3 43% 

Factories produced less quantities  6 86% 

Cost of merchandise increased  7 100% 

Looked for local vendors  5 71% 

Not comfortable sharing 0 0 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.6 the results show, with the focus of Men's clothes retail shop participants, 

there were many changes to purchasing merchandise from suppliers after the covid-19 

outbreak. A hundred percent stated the products they received were not the same as 

the product ordered; there was a high margin of error in products received. Fifty-

seven percent of participants had difficulty traveling to china. A hundred percent of 

participants interviewed turned to online purchasing after the covid-19 outbreak. 

Fourteen percent had a difficulty traveling to Turkey. Twenty-nine percent stated that 

factories they previously worked with completely shut down in china. Eighty-six 
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percent stated the cost of shipping increased from supplying countries. Fourteen 

percent of the factories that previously worked with the participants started 

manufacturing facemasks instead of garments. A hundred percent of participants 

stated that there were stricter inspection policies at the Israeli border for products 

entering, this added cost. Forty-three percent stated that traveling costs increased. 

Eighty-six percent stated factories were producing fewer quantities. A hundred 

percent stated that the actual cost of merchandise increased. Seventy-one percent of 

participants looked for local vendors. None of the participants were uncomfortable 

sharing an answer to this question. 
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4.3.7 Table 7 Interview Question 5B:  

What were the main changes after the Covid-19 outbreak in purchasing 

merchandise from suppliers? (Women)  

 

Answers given to question Frequency /9 % of 9 

Not the same product ordered  9 100% 

Difficulty to travel to China  8 89% 

Turned to online purchasing  9 100% 

Difficulty to travel to Turkey  7 78% 

Factories closed that they previously worked with 5 56% 

Higher shipping cost of goods from supplying 

countries  

8 89% 

Chinese factory started manufacturing masks 

instead of garments  

4 44% 

Stricter inspection policies at Israeli borders for 

products entering  

9 100% 

Traveling costs increased  8 89% 

Factories produced less quantities  8 89% 

Cost of merchandise increased  9 100% 

Looked for local vendors  9 100% 

No response   0 0 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.7 the results show, with the focus of Women's clothes retail shop 

participants, there were many changes to purchasing merchandise from suppliers after 

the covid-19 outbreak. A hundred percent stated the products they received were not 

the same as the product ordered; there was a high margin of error in products 

received. Eighty-nine percent had difficulty traveling to china. A hundred percent of 

participants interviewed turned to online purchasing after the covid-19 outbreak. 

Seventy-eight percent had a difficulty traveling to Turkey. Fifty-six percent stated that 

factories they previously worked with completely shut down in china. Eighty-nine 
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percent stated the cost of shipping increased from supplying countries. Forty-four 

percent of the factories that previously worked with the participants started 

manufacturing facemasks instead of garments. A hundred percent of participants 

stated that there were stricter inspection policies at the Israeli border for products 

entering, this added cost. Eighty-nine percent stated that traveling costs increased. 

Eighty-nine percent stated factories were producing fewer quantities. Eighty-nine 

percent stated that the actual cost of merchandise increased. A hundred percent of 

participants looked for local vendors. None of the participants were uncomfortable 

sharing an answer to this question. 
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4.3.8 Table 8 Interview Question 5C:  

What were the main changes after the Covid-19 outbreak in purchasing 

merchandise from suppliers? (Children) 

 

Answers given to question Frequency /5 % of 5 

Not the same product ordered  2 40% 

Difficulty to travel to China  2 40% 

Turned to online purchasing  5 100% 

Difficulty to travel to Turkey  0 0% 

Factories closed that they previously worked with 0 0% 

Higher shipping cost of goods from supplying 

countries  

3 60% 

Chinese factory started manufacturing masks 

instead of garments  

1 20% 

Stricter inspection policies at Israeli borders for 

products entering  

3 60% 

Traveling costs increased  1 20% 

Factories produced less quantities  0 0% 

Cost of merchandise increased  3 60% 

Looked for local vendors  5 100% 

No response   0 0% 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.8 the results show, with the focus of Children's clothes retail shop 

participants, there were many changes to purchasing merchandise from suppliers after 

the covid-19 outbreak. Forty percent stated the products they received were not the 

same as the product ordered; there was a high margin of error in products received. 

Forty percent had difficulty traveling to china. A hundred percent of participants 

interviewed turned to online purchasing after the covid-19 outbreak. Zero percent had 

a difficulty traveling to Turkey. Zero percent stated that factories they previously 

worked with completely shut down in china. Sixty percent stated the cost of shipping 
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increased from supplying countries. Twenty percent of the factories that previously 

worked with the participants started manufacturing facemasks instead of garments. 

Sixty percent of participants stated that there were stricter inspection policies at the 

Israeli border for products entering, this added cost. Twenty percent stated that 

traveling costs increased. Zero percent stated factories were producing fewer 

quantities. Sixty percent stated that the actual cost of merchandise increased. A 

hundred percent of participants looked for local vendors. None of the participants 

were uncomfortable sharing an answer to this question. 
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4.3.9 Table 9 Interview Question 6:  

What were the main changes after the Covid-19 outbreak in selling merchandise 

to customers? (All)  

 

Answers given to question Frequency 

/21 

% of 21 

Less foot traffic in shop 17 81% 

Turned to online selling 20 95% 

Online selling challenging / high returns 16 76% 

Changes in consumption habits of consumers  18 86% 

Had to close down physical shop 21 100% 

Higher demand for sleep/lounge wear 14 67% 

Less sales 16 76% 

Returned checks  14 67% 

No response   0 0% 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.9 the results show, there were many changes to selling merchandise to 

customers after the covid-19 outbreak. Eighty-one percent stated less foot traffic in 

their shop. Ninety-five percent turned to online selling. Seventy-six percent found 

online selling challenging with a rate of high returns. Eighty-six percent stated that 

there was a change in consumption habits of their garments. A hundred percent had to 

close the physical shop during lock down. Sixty-seven percent found a higher demand 

for lounge or sleepwear. Seventy-six percent stated that they had less sales. Sixty-

seven percent of participants stated an increase in returned checks. None of the 

participants were uncomfortable sharing an answer to this question. 

 

 

 

  



55 
 

4.3.10 Table 10 Interview Question 6A:  

What were the main changes after the Covid-19 outbreak in selling merchandise 

to customers? (Men)  

 

Answers given to question Frequency /7 % of 7 

Less foot traffic in shop 7 100% 

Turned to online selling 7 100% 

Online selling challenging / high returns 3 43% 

Changes in consumption habits of consumers 6 86% 

Had to close down physical shop 7 100% 

Higher demand for sleep/lounge wear 5 71% 

Less sales 7 100% 

Returned checks  5 71% 

No response  0 0% 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.10 the results show, regarding the Men's clothes retail shops, there were 

many changes to selling merchandise to customers after the covid-19 outbreak. A 

hundred percent stated less foot traffic in their shop. A hundred percent turned to 

online selling. Forty-three percent found online selling challenging with a high return 

rate. Eighty-six percent stated that there was a change in consumption habits of their 

garments. A hundred percent had to close the physical shop during lock down. 

Seventy-one percent found a higher demand for lounge or sleepwear. A hundred 

percent stated that they had less sales. Seventy-one percent of participants stated an 

increase in returned checks. None of the participants were uncomfortable sharing an 

answer to this question.   
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4.3.11 Table 11 Interview Question 6B:  

What were the main changes after the Covid-19 outbreak in selling merchandise 

to customers? (Women)  

 

Answers given to question Frequency /9 % of 9 

Less foot traffic in shop 8 89% 

Turned to online selling 9 100% 

Online selling challenging / high returns 9 100% 

Changes in consumption habits of consumers  8 89% 

Had to close down physical shop 9 100% 

Higher demand for sleep/lounge wear 9 100% 

Less sales 7 78% 

Returned checks  8 89% 

No Response  0 0% 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.11 the results show, regarding the Women's clothes retail shops, there 

were many changes to selling merchandise to customers after the covid-19 outbreak. 

Eighty-nine percent stated less foot traffic in their shop. A hundred percent turned to 

online selling. A hundred percent found online selling challenging with high return 

rates. Eighty-nine percent stated that there was a change in consumption habits of 

their garments. A hundred percent had to close the physical shop during lock down. A 

hundred percent found a higher demand for lounge or sleepwear. Seventy-eight 

percent stated that they had less sales. Eighty-nine percent of participants stated an 

increase in returned checks. None of the participants were uncomfortable sharing an 

answer to this question.   
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4.3.12 Table 12 Interview Question 6C:  

What were the main changes after the Covid-19 outbreak in selling merchandise 

to customers? (Children)  

 

Answers given to question Frequency /5 % of 5 

Less foot traffic in shop 2 40% 

Turned to online selling 4 80% 

Online selling challenging / high returns 4 80% 

Changes in consumption habits of consumers  4 80% 

Had to close down physical shop 5 100% 

Higher demand for sleep/lounge wear 0 0% 

Less sales 2 40% 

Returned checks  1 20% 

No response 0 0% 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.12 the results show, regarding the Children's clothes retail shops, there 

were many changes to selling merchandise to customers after the covid-19 outbreak. 

Forty percent stated less foot traffic in their shop. Eighty percent turned to online 

selling. Eighty percent found online selling challenging with a high return rate. Eighty 

percent stated that there was a change in consumption habits of their garments. A 

hundred percent had to close the physical shop during lock down. Zero percent found 

a higher demand for lounge or sleepwear. Forty percent stated that they had less sales. 

Twenty percent of participants stated an increase in returned checks. None of the 

participants were uncomfortable sharing an answer to this question.   
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4.3.13 Table 13 Interview Question 7:  

How did you overcome the challenges of Influence of Covid-19 on your retail 

business?   

 

Answers given to question Frequency 

/21 

% of 21 

Managed for supply constraints 19 90% 

Sold product with loss  9 43% 

Kept a tight control on costs 17 81% 

Dealt with the decline of trust of customers 4 19% 

Turned to online platforms 20 95% 

No response  1 5% 

 

The purpose of this question is to find the reasons for giving the recommendation 

based on the experience of the participant.  

In table 4.3.13 the results show, there were many challenges that faced each 

individual manager or shop owner. These were the answers given for how they 

overcame the challenges the resulted from the covid-19 outbreak. Ninety percent 

stated that they had to manage the supply constraints of the garments in their shops 

and warehouses. Forty-three percent sold products with loss in order to liquidify 

assets and have cash on hand. Eighty-one percent had to keep a tight control on costs 

in order to save cash. Nineteen percent had to deal with a decline of trust from 

customers. Ninety-five percent of them turned to online platforms. Five percent were 

not comfortable sharing how they overcame the challenges.  
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4.3.14 Table 14 Interview Question 8:  

What would you liked to have done differently before the outbreak to better 

prepare you for the covid-19 outbreak?  

 

Answers given to question Frequency 

/21 

% of 21 

Had more or less in storage  17 81% 

Worked in hygiene supplies (face masks and hand 

sanitizer) 

4 19% 

Had emergency cash on hand 16 76% 

Started working in online sales  12 57% 

No response  3 14% 

 

The purpose of this question is to find the reasons for giving the recommendation 

based on the experience of the participant.  

How would the participants have better prepared themselves for the covid-19 if they 

knew it was happening? In table 4.3.14 the results show, eighty-one percent stated 

that they would have more or less in storage. Nineteen percent stated that they would 

have worked in hygiene supplies such as facemasks and hand sanitizer. Seventy-six 

percent would have had emergency cash on hand. Fifty-seven percent would have 

started selling their garments online. Fourteen percent were not comfortable sharing 

their answer.   
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4.3.15 Table 15 Interview Question 9:  

What recommendations, if any, for people working in the clothes retail sector 

post covid-19 outbreak times? (All)  

 

Answers given to question Frequency 

/21 

% of 21 

Always have cash saved in case of emergency  14 67% 

Focus on online marketing and selling  19 90% 

Invest in loyal customers  8 38% 

New emergency plans  13 62% 

Build a close relationship to your suppliers 7 33% 

Adaptation to 'new normal' 16 76% 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.15 the results show, there were numerous recommendations given based 

on the experience of the managers and shop owners. Sixty-seven percent stated 

managers and shop owners should always have emergency cash on hand. Ninety 

percent stated to focus online marketing and selling. Thirty-eight percent stated 

investing in loyal customers. Sixty-two percent stated that they needed new 

emergency plans. Thirty-three percent stated that they should build a close 

relationship to their suppliers. Seventy-six percent stated that all shop owners should 

adapt to the 'new normal'. 
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4.3.16 Table 16 Interview Question 9A:  

What recommendations, if any, for people working in the clothes retail sector 

post covid-19 outbreak times? (Men)  

 

Answers given to question Frequency /7 % of 7 

Always have cash saved in case of emergency  7 100% 

Focus on online marketing and selling  7 100% 

Invest in loyal customers  2 29% 

new emergency plans 6 86% 

Build a close relationship to your suppliers 2 29% 

Adaptation to 'new normal' 6 86% 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.16 the results show, regarding the Men's retail shops, there were 

numerous recommendations given based on the experience of the managers and shop 

owners. A hundred percent stated managers and shop owners should always have 

emergency cash on hand. A hundred percent stated to focus online marketing and 

selling. Twenty-nine percent stated investing in loyal customers. Eighty-six percent 

stated that they needed new emergency plans. Twenty-nine percent stated that they 

should build a close relationship to their suppliers. Eighty-six percent stated that all 

shop owners should adapt to the 'new normal'. 
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4.3.17 Table 17 Interview Question 9B:  

What recommendations, if any, for people working in the clothes retail sector 

post covid-19 outbreak times? (Women)  

 

Answers given to question Frequency /9 % of 9 

Always have cash saved in case of emergency  6 67% 

Focus on online marketing and selling  9 100% 

Invest in loyal customers  5 56% 

new emergency plans 6 67% 

Build a close relationship to your suppliers 5 56% 

Adaptation to 'new normal' 9 100% 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.17 the results show, regarding the Women's retail shops, there were 

numerous recommendations given based on the experience of the managers and shop 

owners. Sixty-seven percent stated managers and shop owners should always have 

emergency cash on hand. A hundred percent stated to focus online marketing and 

selling. Fifty-six percent stated investing in loyal customers. Sixty-seven percent 

stated that they needed new emergency plans. Fifty-six percent stated that they should 

build a close relationship to their suppliers. A hundred percent stated that all shop 

owners should adapt to the 'new normal'. 
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4.3.18 Table 18 Interview Question 9C:  

What recommendations, if any, for people working in the clothes retail sector 

post covid-19 outbreak times? (Children)  

 

Answers given to question Frequency /5 % of 5 

Always have cash saved in case of emergency  1 20% 

Focus on online marketing and selling  3 60% 

Invest in loyal customers  1 20% 

new emergency plans 1 20% 

Build a close relationship to your suppliers 0 0% 

Adaptation to 'new normal' 1 20% 

 

The purpose of this question is to answer one of the mentioned research questions.  

In table 4.3.18 the results show, regarding the Children's retail shops, there were 

numerous recommendations given based on the experience of the managers and shop 

owners. Twenty percent stated managers and shop owners should always have 

emergency cash on hand. Sixty percent stated to focus online marketing and selling. 

Twenty percent stated investing in loyal customers. Twenty percent stated that they 

needed new emergency plans. Zero percent stated that they should build a close 

relationship to their suppliers. Twenty percent stated that all shop owners should 

adapt to the 'new normal'. 
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4.4 Research Questions Discussion 

1. What is the influence of the covid-19 pandemic on men, women's and 

children's clothing retail businesses in Hebron governorate on purchasing from 

suppliers? 

To answer this question table 3, table 5, table 6, table7 and table 8 will be referenced, 

the answer is that there were many changes to purchasing merchandise from suppliers 

after the covid-19 outbreak.  

Interviewees were asked how it was like working in retail before the covid-19 

pandemic, in terms of purchasing from suppliers. The results were as follows: eighty-

one percent of participants said traveling was easier. Sixty-two percent of participants 

stated a low margin of error in the products received from suppliers. Forty-three 

percent stated that there we no shipping delays. Ninety percent stated that they chose 

materials and quality personally.  

After the covid-19 outbreak, there were many changes that occurred according to the 

participants. Each influence on the table will be discussed; the influences are as 

follows: 

The first change is that traveling became highly challenging during post covid-19 

times, shop owners had resorted to online shopping in order to purchase products 

from suppliers in different countries. Eighty-six percent of all participants stated the 

products they received were not the same as the product ordered; there was a high 

margin of error in products received. Sixty-two percent of all participants stated that 

there was a low margin of error in products received from vendor before the 

pandemic. This means all the owners of the retail shops did not receive the same 

product they ordered. This is a challenge of online purchasing, the owner is not able 

to choose the material or quality or even color of the product personally. According to 

table 3, ninety percent of participants were able to choose materials and quality of 

products personally before the pandemic. This positively correlates to the study of 

Lopes and Reis (2021), which includes the difficulty of traveling due to lockdowns.  

The second change is that sixty-seven percent of all participants had difficulty 

traveling to china as compared to fifty-seven percent of the men's only participants. 

The main justification is that they shopped for the clothes from turkey and china, not 
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only china. Eighty-nine percent of women's retail shop participants stated that they 

faced this issue. China placed strict policies for anyone entering the country. Based on 

the experience of a shop owner who traveled to china in the later months of 2020, 

anyone traveling to china had the quarantine for 21 days before entering the country. 

Travelers were tested every few days during the quarantine period. This quarantine 

period and testing were at the expense of the traveler. Forty percent of children's retail 

shop owners had a difficulty traveling to china. It is a relatively lower percentage due 

to children's clothes being less seasonal. Eighty-one percent of all participants 

experienced easy travel before the pandemic. Online purchasing was the tool used to 

be able to overcome this challenge. 

The third change was that a hundred percent of all men, women's and children's retail 

shop participants interviewed turned to online purchasing after the covid-19 outbreak. 

Their justification was that 'business must go on, you can't just stop your work if you 

have a major challenge, even one as big as the covid-19 outbreak.' Online shopping or 

ecommerce helped overcome the challenge of lockdowns due to covid-19. This 

positively correlates with the studies of Alflayyeh et al (2020), Grimmer (2022), and 

Lopes and Reis (2021). All these studies stated a transition from traditional buying 

and selling to online buying and selling.  

The fourth change is that thirty-eight percent of all participants had a difficulty 

traveling to Turkey as compared to fourteen percent from the men's only retail shop 

owners. The justification is that they did not face troubles traveling to Turkey. As one 

interviewee stated ' it was definitely much easier to get into Turkey than China'. 

Seventy-eight percent of women's clothes retail owners had a difficulty traveling to 

Turkey. One participant stated 'In women's clothing, there are new designs coming 

out every hour, we have to stay relevant to women's fashion.' Zero percent of 

participants had an issue traveling to Turkey. 'There is no need to travel when you can 

choose the children's designs online.' One children's shop owner. 

The fifth change is that thirty-three percent of all participants stated that factories they 

previously worked with completely shut down in china as compared to twenty-nine 

percent of the men's only participants. As one participant stated 'there was a complete 

shutdown of all factories in china. They had no electricity, the government would 

only allow factories to work four out of seven days per week of electricity and shut 
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off'. This meant factories started producing fewer quantities, which increased cost. 

Fifty-five percent of women's retail shop participants had this issue. The participants 

facing this issue searched online for alternative factories to work with. Zero percent of 

children's retail shop owners faced this issue.  

The sixth change is that eighty-one percent of all participants stated the cost of 

shipping increased from supplying countries, which correlates with the eighty-six 

percent of men's only retail shops. As one participant stated 'All costs related to 

shipping increased, from packing to boarding to the actual shipping to receiving the 

product, it took extra time and cost.' Clothes retail shop owners started looking for 

alternatives. Eighty-nine percent of women's retail shop owners and sixty percent of 

children's shop owners had this issue. Many new steps the shipping and inspection 

were added, and with each additional step, the cost increased. 

The seventh change is that twenty-nine percent of all participants stated that the 

factories that previously worked with the participants started manufacturing 

facemasks instead of garments as compared to fourteen percent of men's retail only 

participants. The participants then had to look for alternatives. Forty-four percent of 

participants from the women's retail and twenty percent of participants from children's 

clothes retail shop faced this issue. According to studies, there was a high demand for 

facemasks and the only way to meet that demand was to transform operations of many 

factories in china to start to produce facemasks instead of garments. The participants 

facing this issue looked for alternative factories online. This correlates with the study 

of Grimmer (2021) which indicates that companies started introducing new goods and 

services.  

The eighth change is that ninety percent of all participants stated that there were 

stricter inspection policies at the Israeli border for products entering, as compared to a 

hundred percent of the men and women's clothes retail participants. These policies 

added delays and more inspections that are thorough, this added extra cost. Sixty 

percent of children's clothes retail shops participants faced this issue.  

The ninth change is that fifty-seven percent stated that traveling costs increased as 

compared to forty-three percent of men's only retail participants. Eighty-nine percent 

for women's retail shop participants and a mere twenty percent, for children's clothes 

retail shops faced this issue. Several of the participants who stated there was an 
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increase in travel costs were referring to traveling to china. 'Ticket costs to china were 

very high, the cost nearly doubled and tripled.' One participant stated. This was an 

added challenge of traveling to purchase merchandise. Participants were more 

inclined to turn to online shopping as a solution even though online purchasing had 

some shortcomings.     

The tenth change is that sixty-seven percent of all participants stated factories were 

producing fewer quantities as compared to 86 percent of the men's only retail shop 

participants.  One participant stated 'Factories were afraid to produce high quantities 

because the market was very uncertain.' Eighty-nine percent of women's only retail 

shops faced this issue. As one participant of the women's retail sector stated 'there 

were many times that I ordered online and the quantities would not be available 

because factories were afraid to manufacture large quantities.' Zero percent of all 

children's shop participants faced this issue.  

The eleventh change is that ninety percent of all participants interviewed stated that 

the actual cost of merchandise increased as compared to a hundred percent of men's 

only retail shop participants. All participants stated that all prices of garments 

increased. When asked why the participants stated ' the raw materials cost increased.' 

Which led to a cost increase of each garment.  

The twelfth change is that ninety percent all of participants looked for local vendors 

as compared to the seventy-one percent for all men's retail only participants. A 

hundred percent of women's and children's clothes retail shops looked for local 

alternatives. It is reinforced that all children's retail participants looked for local 

suppliers as an alternative. Several children's clothes retail shop owners stated that 

they bought merchandise from local shops and did not resort to the need to travel to 

purchase merchandise.   
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2. Is there a difference between the answers of men's, women's and children's 

retail clothes shop owners concerning in the influence of covid-19 on 

purchases from suppliers?  

To answer this question, first we will see what is compared a significant difference in 

our study, according to Michaela Mora 'statistical significance is a concern when we 

are interested in detecting differences not due to chance between two or more groups 

(people, objects, ads, etc.) being compared.' In a large sample, a difference of 1 or 2 

percentage points may be significant. On the other hand, in a smaller sample, where 

there is more variation, we may need to see more than 10 percentage points to detect 

significant differences. For this study, we will consider 10 percentage points in range, 

a difference.  

The results in table 5, table 6, table 7, and table 8 will be referenced; The comparison 

of the answers of the men, women and children's points are as follows: 

The first point is that traveling became highly challenging during post covid-19 times, 

shop owners had resorted to online shopping in order to purchase products from 

suppliers in different countries. Eighty-six percent of all participants as compared to a 

hundred percent of all men and women's retail shop owners stated the products they 

received were not the same as the product ordered, forty percent of children's shop 

owners had this issue. Participants from both the men and women's retail shops stated 

' the quality, the color and the fabric was even different from the pictures that were 

sent to us.' Only forty percent of participants in the children's sector had this issue, the 

justification from the participants was that men and women's clothing are highly 

seasonal and change with every season. While children's clothing is less seasonal.  

The answer is there is no difference between the results of men and women's shop 

owners, but there is a difference between the results of children's shop owners.  

The second point is that sixty-seven percent of all participants had difficulty traveling 

to china as compared to fifty-seven percent of the men's only participants. The main 

justification is that they shopped for the clothes from turkey and china, not only china. 

Eighty-nine percent of women's retail shop participants stated that they faced this 

issue. Forty percent of children's retail shop owners had a difficulty traveling to china. 

It is a relatively lower percentage due to children's clothes being less seasonal. The 
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answer is there is low range of difference between the results of men, women and 

children's shop owners. 

The third point was that a hundred percent of all men, women's and children's retail 

shop participants interviewed turned to online purchasing after the covid-19 outbreak. 

The answer is there no difference between the results of men, women and children's 

shop owners. 

The fourth point is that thirty-eight percent of all participants had a difficulty traveling 

to Turkey as compared to fourteen percent from the men's only retail shop owners. 

The justification is that they did not face troubles traveling to Turkey. As one 

interviewee stated ' it was definitely much easier to get into Turkey than China'. 

Seventy-eight percent of women's clothes retail owners had a difficulty traveling to 

Turkey. One participant stated 'In women's clothing, there are new designs coming 

out every hour, we have to stay relevant to women's fashion.' Zero percent of 

participants had an issue traveling to Turkey. 'There is no need to travel when you can 

choose the children's designs online.' One children's shop owner. The answer is there 

a difference between the results of men, women and children's shop owners. 

The fifth point is that thirty-three percent of all participants stated that factories they 

previously worked with completely shut down in china as compared to twenty-nine 

percent of the men's only participants. Fifty-five percent of women's retail shop 

participants had this issue. The participants facing this issue searched online for 

alternative factories to work with. Zero percent of children's retail shop owners faced 

this issue. The answer is there a difference between the results of men, women and 

children's shop owners. 

The sixth point is that eighty-one percent of all participants stated the cost of shipping 

increased from supplying countries, which correlates with the eighty-six percent of 

men's only retail shops. As one participant stated 'All costs related to shipping 

increased, from packing to boarding to the actual shipping to receiving the product, it 

took extra time and cost.' Clothes retail shop owners started looking for alternatives. 

Eighty-nine percent of women's retail shop owners and sixty percent of children's 

shop owners had this issue. Many new steps the shipping and inspection were added, 

and with each additional step, the cost increased. The answer is there a difference 

between the results of men, women and children's shop owners. 
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The seventh point is that twenty-nine percent of all participants stated that the 

factories that previously worked with the participants started manufacturing 

facemasks instead of garments as compared to fourteen percent of men's retail only 

participants. The participants then had to look for alternatives. Forty-four percent of 

participants from the women's retail and twenty percent of participants from children's 

clothes retail shop faced this issue. The answer is there is no difference between the 

results of men and children's shop owners, but there is a difference between the results 

of women's shop owners. 

The eighth point is that ninety percent of all participants stated that there were stricter 

inspection policies at the Israeli border for products entering, as compared to a 

hundred percent of the men and women's clothes retail participants. These policies 

added delays and more inspections that are thorough, this added extra cost. Sixty 

percent of children's clothes retail shops participants faced this issue. The answer is 

there is no difference between the results of men and women's shop owners, but there 

is a difference between the results of children's shop owners. 

The ninth point is that fifty-seven percent stated that traveling costs increased as 

compared to forty-three percent of men's only retail participants. Eighty-nine percent 

for women's retail shop participants and a mere twenty percent, for children's clothes 

retail shops faced this issue. The answer is there a difference between the results of 

men, women and children's shop owners.    

The tenth point is that sixty-seven percent of all participants stated factories were 

producing fewer quantities as compared to eighty-six percent of the men's only retail 

shop participants.  Eighty-nine percent of women's only retail shops faced this issue. 

Zero percent of all children's shop participants faced this issue. The answer is there is 

no difference between the results of men and women's shop owners, but there is a 

difference between the results of children's shop owners. 

The eleventh point is that ninety percent of all participants interviewed stated that the 

actual cost of merchandise increased as compared to a hundred percent of men and 

women's retail shop participants. Sixty percent of children's retail that the cost of 

merchandise increased. The answer is there is no difference between the results of 

men and women's shop owners, but there is a difference between the results of 

children's shop owners. 
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The twelfth point is that ninety percent all of participants looked for local vendors as 

compared to the seventy-one percent for all men's retail only participants. A hundred 

percent of women's and children's clothes retail shops looked for local alternatives. 

The answer is there is no difference between the results of children and women's shop 

owners, but there is a difference between the results of men's shop owners. 

3. What is the influence of the covid-19 pandemic on men, women's and 

children's clothing retail businesses in Hebron governorate on selling their 

clothing items to customers? 

To answer this question table 4, table 9, table 10, table 11 and table 12 will be 

referenced. The answer is that there were many changes to managers and shop 

owners selling their clothing items to customers after the covid-19 outbreak.  

An interview question was asked to the interviewees about how it was like selling 

to customers before the pandemic. Before the covid-19 outbreak, in terms of 

selling to customers, seventy-one percent of participants stated their shop had a lot 

more foot traffic. Thirty-three percent of managers and shop owners stated there 

was minimal online selling. Seventy-six percent stated there was a low return rate 

from customers because customers could try on the clothes garments before 

buying. Thirty-eight percent stated it was easier to build customer trust and 

customer relationships because you could see the customer face to face.  

After the covid-19 pandemic, the participants gave many changes in terms of 

selling merchandise to customers.  The different changes are as follows: 

The first change is there was less foot traffic in the shop after the covid-19 

outbreak. Eighty-one percent of all participants stated less foot traffic in their 

shops as compared to a hundred percent of men's only retail shop owners. This is 

in agreement with Alfalayyeh, S et al (2020) studies that brick and mortar was in 

decline due to the pandemic. As on interviewee stated, 'the customers were afraid 

to leave their houses after the lockdown'.  

The second change is that ninety-five percent of all participants turned to online 

selling. This in in agreement with the all our similar studies that stated turning to 

online platforms was a useful tool in minimizing the negative effects of covid-19. 
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According to Alfalayyeh, S et al (2020) the pandemic accelerated the turn to 

online selling and e-commerce.  

The third change is seventy-six percent of the participants found online selling 

challenging. There were many challenges that arose when the participants turned 

to online selling. Among these challenges were high return rate, extra cost to 

market online, customers became price driven, low online demand and that they 

had low experience dealing with online selling. Even with using online selling as a 

tool to overcome the halt and shutdown of their shops, many of the participants 

had no previous experience selling. 'If I knew about online selling, I would have 

started a long time ago' said one of the participants.  

The fourth change is that eighty-six percent of participants stated there were 

differences in consumption and lower demand for garments purchased. Based on 

many of the interviewees, people were afraid to spend their money on non-

essential living items such as food. This highly decreased demand on garments 

and lowered sales in their shops. This in agreement with Alfalayyeh, S et al 

(2020), that the taste of customers changed. 

The fifth change were that all shops, a hundred percent of participants had to 

physically close down shops due to the lockdown during the pandemic. During the 

time of lockdown, all sales opportunities were halted until they started working on 

online selling.  

The sixth change was sixty-seven percent of all participants stated there was a 

high demand for sleep/lounge wear. Some shops that did not previously work with 

sleep/lounge wear had to supply them for their customers. For example, more than 

one shop that sold formalwear such as suits started working with pajamas and 

loungewear. The justification is that people were spending their days indoors due 

to lockdowns and did not need formal or outing wear. 

The seventh change with seventy-six percent stating that there were less sales 

during the post pandemic times for obvious reasons. In addition to the lock down, 

lower demand, and challenges faced with online selling of local Hebronian 

customers, sales also reliant on the non-locals. On Saturdays and Sundays pre 

pandemic, shops were expected to have higher sales from the customers coming to 

shop from the northern Palestinian and occupied Palestinian territories. The 
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customers from the occupied lands were not allowed to shop in Hebron due to 

restrictions, they were responsible for a large amount of sales. 'the sales were 

already very low from the pandemic, but the 48' Palestinians had a huge 

contribution for our sales and the shutdown made it even worse.' Stated one 

interviewee. Grimmer (2022)'s study identified 65% of business income fell in the 

retail businesses surveyed. 

The eighth change was a higher rate of returned checks; sixty-seven percent of all 

participants had an issue with a higher rate of returned checks. Due to business 

lockdown, salaries was halted and consumers started spending only on essential 

living items. 'During the pandemic, it was common knowledge that if you had a 

check from someone else, it would most likely not have a balance.' said an 

interviewee.  

 

4. Is there a difference between the answers of men's, women's and children's 

retail clothes shop owners concerning in the influence of covid-19 on selling 

to customers?  

The results in table 9, table 10, table 11, and table 12 will be referenced; The 

comparison of the answers of the men, women and children's points are as follows: 

 

The first change is there was less foot traffic in the shop after the covid-19 outbreak. 

Eighty-one percent of all participants stated less foot traffic in their shops as 

compared to a hundred percent of men's only retail shop owners. Eighty-nine percent 

of women's only shops had less traffic in their shops. Forty percent of children's shop 

owners stated less foot traffic in their shops. The answer is there is no difference 

between the results of men and women's shop owners, but there is a difference 

between the results of children's shop owners. 

The second change is that ninety-five percent of all participants turned to online 

selling. This in in agreement with the all our similar studies that stated turning to 

online platforms was a useful tool in minimizing the effects of covid-19. The answer 

is there no difference between the results of men, women and children's shop owners.    



74 
 

The third change is seventy-six percent of the participants found online selling 

challenging. As compared to forty-three percent of men's only retail and a hundred 

percent of women's only retail. Eighty percent of children's only retail shops faced 

this issue. The answer is there is a difference between the results of men, women and 

children's shop owners. 

The fourth change is that eighty-six percent of participants stated there were changes 

in consumption and lower demand for garments purchased. As compared to eighty-six 

percent of men's only retail, eighty-nine percent of women's only retail, and eighty 

percent of children's only retail. The answer is there no difference between the results 

of men, women and children's shop owners. 

The fifth change were that all shops, a hundred percent of participants had to 

physically close down shops due to the lockdown during the pandemic. During the 

time of lockdown, all sales opportunities were halted until they started working on 

online selling. The answer is there no difference between the results of men, women 

and children's shop owners. 

The sixth change was sixty-seven percent of all participants stated there was a high 

demand for sleep/lounge wear. As compared to seventy-one percent of men's only, a 

hundred percent of women's only and zero percent of children's only retail. The 

answer is there is a difference between the results of men, women and children's shop 

owners. 

The seventh change with seventy-six percent stating that there were less sales during 

the post pandemic times for obvious reasons. As compared to a hundred percent of 

men's only retail, seventy-eight percent of women's only retail and forty percent of 

children's only retail. The answer is there is a difference between the results of men, 

women and children's shop owners. 

The eighth change was a higher rate of returned checks; sixty-seven percent of all 

participants had an issue with a higher rate of returned checks. As compared to 

seventy-one percent of men's only retail, eighty-nine percent of women's only retail, 

and twenty percent of children's only retail. The answer is there is a difference 

between the results of men, women and children's shop owners. 
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5. What recommendations, based on the experience of men's, women's, and 

children's retail managers can be given to people working in the same retail 

sector? 

To answer this question table 13, table 14, table 15, table 16, table 17 and table 18 

will be referenced, the answer is that there were many recommendations given based 

on the experience of managers and shop owners to the people working in the same 

sector after the covid-19 outbreak.  

Before stating their recommendations, two questions were asked to the interviewees 

in order to understand the reasons behind their recommendations.  The first question 

is what would you have done differently before the outbreak to better prepare you to 

face the challenges of covid-19? The result were as follows:  

Eighty-one percent of all participants would have liked to have more or less in their 

storage. Nineteen percent would have liked to work with hygiene supplies such as 

hand sanitizer and facemasks. Seventy-six percent would have had emergency cash on 

hand. Fifty-seven percent would have started selling online sooner.  

The second question to the participants was how did you overcome the challenges of 

on your retail business? The results are follows: Ninety percent managed for supply 

constraints. Forty-three percent sold their products with loss. Eighty-one percent kept 

a tight control on costs. Nineteen percent dealt with the decline of trust of customers. 

Fourteen percent had no response.  

The recommendations of the managers and shop owners based on their experience are 

as follows: 

The first recommendation is to always have cash saved in case of emergencies; sixty-

seven percent of all participants had this recommendation. Many of the shop owners 

did not have emergency cash on hand because the lockdown came as a shock to them. 

When asked what the mangers would have done differently to better prepare you for 

the covid-19 outbreak, seventy-six percent of the managers and shop owners said they 

would have had emergency cash on hand to help sustain their business. This is in 

positive correlation with Lashgari and Shahab (2022)'s study with the 

recommendations of the research given to sustain retail business.  
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The second recommendation is to focus on online marketing and selling; ninety 

percent of all participants had this recommendation. According to Lopes and Reis 

(2021), they digital transformation of businesses was accelerated by covid-19. 

Grimmer (2022)'s study stated the retail businesses shifted to the use of technology. 

Furthermore, according to Alflayyeh S et al (2020) retail businesses should go from 

brick and mortar to e-commerce. Most of the studies agree with this recommendation.  

The third recommendation in to invest in loyal customers; thirty-eight percent of 

participants had this recommendation. According to the interviewees, with many 

competitors in the retail business, it is very important to take care of your customers 

in order to build long-lasting mutually beneficial relationships with the customer. 

'You must take care of the customer so they chose you over the competitors.' Said the 

manager.  

The fourth recommendation is to set new emergency plans; sixty-two percent of all 

participants had this recommendation. This is agreed upon by the study of Khaled A 

et al (2020) which states retail businesses must take bold action and build new action 

plans in order to sustain the business and adapt to the changes of the business after the 

pandemic.  

The fifth recommendation is to build a close relationship to supplier; thirty-three 

percent of all participants had this recommendation. Many issues with purchasing 

merchandise arose after the covid-19 pandemic, businesses worked closely with their 

suppliers in order to supply their shops. 'It was very important that we had a close 

relationship with our suppliers so we could come up with solutions together for use to 

both benefit.' Said a manger.   

The sixth recommendation is to adapt your business to the 'new normal'; seventy-six 

percent of all participants had this recommendation. The study of Khaled A et al 

(2020)'s research show that businesses with have to take bold action and get business 

to plan for the 'new normal'. One of the interviewees said, 'we have to get used to 

everything after the pandemic and make sure to do what we can, and God willing, 

everything will be better than the times before the pandemic.  
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6. Is there a difference between the answers of men's, women's and children's 

retail clothes shop owners concerning in the influence of covid-19 on the 

recommendations given?  

The results in table 15, table 16, table 17, and table 18 will be referenced; The 

comparison of the answers of the men, women and children's points are as follows:  

The first recommendation is to always have cash saved in case of emergencies; sixty-

seven percent of all participants had this recommendation. As compared to hundred 

percent of men's only retail, sixty-seven percent of women's only retail and twenty 

percent of children's only retail. The answer is there is a difference between the results 

of men, women and children's shop owners.  

The second recommendation is to focus on online marketing and selling; ninety 

percent of all participants had this recommendation. As compared to hundred percent 

of men's and women's only retail and twenty percent of children's only retail. The 

answer is there is no difference between the results of men and women's shop owners, 

but there is a difference between the results of children's shop owners. 

The third recommendation in to invest in loyal customers; thirty-eight percent of 

participants had this recommendation. As compared to twenty-nine percent of men's 

only retail, fifty-six percent of women's only retail and twenty percent of children's 

only retail. The answer is there is no difference between the results of men and 

children's shop owners, but there is a difference between the results of women's shop 

owners. 

The fourth recommendation is to set new emergency plans; sixty-two percent of all 

participants had this recommendation. As compared to eighty-six percent of men's 

only retail, sixty-seven percent of women's only retail and twenty percent of children's 

only retail. The answer is there is a difference between the results of men, women and 

children's shop owners. 

The fifth recommendation is to build a close relationship to their suppliers; thirty-

three percent of all participants had this recommendation. As compared to twenty-

nine percent of men's only retail, fifty-six percent of women's only retail and zero 

percent of children's only retail. The answer is there is a difference between the results 

of men, women and children's shop owners. 
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The sixth recommendation is to adapt your business to the 'new normal'; seventy-six 

percent of all participants had this recommendation. As compared to eighty-six 

percent of men's only retail, a hundred percent of women's only retail and twenty 

percent of children's only retail. The answer is there is a difference between the results 

of men, women and children's shop owners. 
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Chapter 5 

Conclusion and Recommendations  

5.1 Introduction 

 

This chapter's purpose is to discuss, determine whether the research study's questions 

have been addressed, and determine whether the study's goal has been met. The 

purpose of this chapter is to assess the study's contribution and to discuss its relevance 

as well as possible future research directions, suggestions, and recommendations. 

5.2 Discussion of Findings 

The influences of covid-19 on the Hebron Governorate retail clothes shops were taken 

in terms of purchasing merchandise from suppliers and selling clothing items to end 

users. In-depth interviews were taken from twenty-one managers and shop owners. Of 

the twenty-one interviewees, seven were taken from the Men's retail, nine from 

women's retail and five from children's retail shops. A comparison was taken to test if 

there was a significance difference in the answers given from women's, men and 

children's clothes retail shops.  

The main influences on purchasing from suppliers are there were many added 

traveling obstacles, expenses, and changes in factories from supplying countries. A 

hundred percent of all managers and shop owners turned to online purchasing to 

overcome these obstacles. Mainly there were no significant differences between 

influences on women's and men's retail shop owners in terms of purchasing from 

suppliers with a significant difference in influence on children’s cloths retail shops.

The justification was that children’s clothes are less seasonal and therewere high 

quantities in storage. 

The main influences on selling merchandise to customers are there was less demand 

for clothes, people turned to lounge wear, changes in purchasing from customers and 

less foot traffic when the shops were open. A hundred percent of all managers and 

shop owners had to physically close their shops due to lockdown restrictions. Ninety-

five percent of all managers and shop owners turned to online selling to overcome the 

main obstacles. Despite having challenges with online selling. Ex. High returns  
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Mainly there was no significant difference between influences on women's and men's 

retail shop owners in terms of selling merchandise to customers. 

Recommendations given from managers and shop owners based on their first-hand 

experience with overcoming the challenge of the pandemic in this study are as 

follows: 

1. Always have cash saved in case of emergency  

2. Focus on online marketing and selling  

3. Invest in loyal customers  

4. New emergency plans to incorporate online 

platform 

5. Build a close relationship to your suppliers 

6. Adaptation to 'new normal' 

 

Thereweremainlynosignificantdifferencesinrecommendationsgivenfrommen’s,

women’sandchildren’sshopowners 

 

5.3 Future Studies 

Future studies to look at would be to study the influence of covid-19 on each industry 

and in other geographical areas of Palestine. More research should be done in 

Palestine to address this issue since knowing how covid-19 affects various industries 

would help firms tackle challenges quickly and successfully. Furthermore, it will help 

to learn from the shared experience and avoid the negative effects if any similar 

situations occur in the future.   

Furthermore, initially, additional interview questions were asked to all participants 

with their advice on overcoming them from their experience. The questions were as 

follows:  

1. What challenges did you face when you turned to online purchasing? How did 

you overcome these challenges based on your experience? 

2. What challenges did you face when you turned to online selling? How did you 

overcome these challenges based on your experience?  
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These questions were not included due to the scope of this study. This topic is very 

relevant, especially during the post covid-19 times, and there is an opportunity for 

learning from the experience of managers or shop owners throughout Palestine.  

 

5.4 Conclusion & Recommendations 

 

Although COVID-19 has caused an unprecedented calamity in Palestine, retailers 

must take into account a number of weaknesses that have already been discovered and 

come up with solutions to lessen the virus's consequences in the future. During 

pandemics, the retail industry had significant economic, social, and health effects; yet, 

a variety of opportunities may arise from these circumstances, which the retail sector 

must take into account when building a long-term and sustainable plan. Change and 

adaptability are essential success factors in the retail sector for surviving and 

competing. 

First, the retail industry in Palestine will be required to take continuous action in 

response to changes and solving challenges faced. Responding effectively to the 

corresponding consumer and employee expectations will increase employee loyalty 

for the retail industry. No one was expecting the pandemic, but we must get used to 

the 'new normal' of the aftermath and anything ahead that comes our way in order to 

sustain our Palestinian businesses.  

Next, the function of physical stores will be made obvious with the establishment of a 

new business model that supports new-normal consumers. Having overcome the 

drawbacks of traditional sales techniques, as demonstrated in this study, the turn to 

online purchases and sales was a main reason to overcome the obstacles that have 

come out of the pandemic. In this study, a hundred percent of participants turned to 

online purchasing and ninety-five percent turned to online selling. Moreover, this is 

backed by all the similar studies that turned to technology as one of the main tools to 

overcome challenges of the pandemic. 

 

In addition, product suppliers are the only real business partners that should be 

involved in the reevaluation of business continuity plans for retail enterprises, who 

depend on business continuity as a lifeline. A retail corporation must collaborate 
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closely with its suppliers in order to fulfill the responsibility of providing the goods 

that society need in an emergency. 

 

Finally, the main reason for our study was to gain knowledge and to learn from the 

experiences of the managers and shop owners who overcame the challenges of the 

pandemic. Recommendations from managers and shop owners based on their first-hand 

experience with overcoming the challenge of the pandemic in this study are as follows: 

 Always have cash saved in case of emergency  

 Focus on online marketing and selling  

 Invest in loyal customers  

 New emergency plans to incorporate online 

platform 

 Build a close relationship to your suppliers 

 Adaptation to 'new normal' 

 

Approach to Implement the Recommendations 

The first recommendation is to always have cash saved in case of emergency; the 

retailers should always have a percentage of cash in case of emergency. According to 

Schooly (2022) strategies to save cash on hand are as follows: Managers should- 

 The wait time to send invoices shouldn't be excessive.  

 Change their inventory as necessary. 

 Leasing rather than purchasing their equipment. 

 Obtain financing before you need it. 

 Reconsider their business operations. 

 Rearrange their expenses and collections.  

 Observe where their cash is going.  

 Take advantage of technology. 

 Contemplate loan selections. 

The second recommendation is to focus on online marketing and selling. The way to 

implement this recommendation is to first have a workshop for all mangers and shop 

owners on how to build an online presence for their business. There should also be a 
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follow up workshop with online marketing and selling experts passing on their 

experiences to the retail shop owners or managers.  

The third recommendation is invest in loyal customers. There are many customer 

loyalty programs. Added advantages and promotions are offered to loyal customers 

through loyalty reward programs. Every purchase results in a prize of some kind. 

Because they stimulate subsequent purchases, reward systems are excellent for 

increasing consumer loyalty and retention. One example is to make a membership 

card for the loyal customer and have a small discount on all purchases made from the 

same shop; this tool has been proven to be effective in many retail shops in many 

developed countries 

The fourth recommendation is to have new emergency plans. The most notable tool 

used to overcome the influence of covid-19 on retail shops is the switch to online 

selling and purchasing. Many shops should integrate the use of online buying and 

selling in their emergency plan.  

 

The fifth recommendation is to build a close relationship to your suppliers. In many 

firms, managing suppliers well is essential because it can result in lower operational 

and supply chain risk, better prices, and better planning and response to unfavorable 

occurrences. According to Page (2021) The way that you can build a close 

relationship with your supplier is as follows: 

 Select vendors who share your beliefs. 

 Display excellent client service.  

 Continue routine communication. 

 Provide timely criticism. 

 Reward loyal customers for good service. 

 

The sixth recommendation is to adapt to a 'new normal'. The way to implement this 

recommendation is to build resilience to the changed environment after the pandemic. 

Setting up contingencies and engaging in flexible resource planning are key to 

building resilience. Creating a flexible network of suppliers and partners is a crucial 

component of resilience. 
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Appendix (I) 

Interview questions (English) 

1. How did you start up your business in the clothes retail sector?  

Worked in family business 

Started working in a young age in this field  

Wanted to start a business  

Personal preference  

No response  
 

2. Did you face any major challenges getting into the clothes retail sector? 

Finance  

Location of shop  

Had no experience in the clothes industry 

Friends and family not supportive  

Lack of planning ahead 

No response 
 

3. How was it working in clothes retail before the Covid-19 Outbreak in 

purchasing merchandise from suppliers?  

Easy travel 

Low margin of error in product from vendor  

No shipping delays 

Chose materials and quality personally  

No response 

 

4. How was it working in clothes retail before the Covid-19 Outbreak in selling 

merchandise to customers? 

Shop had more foot traffic 

Minimal online selling  

Customers could try-on products/ low returns 

Easily build customer relationship trust (face to 

face) 

No response 
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5. What were the main changes after the Covid-19 outbreak in purchasing 

merchandise from suppliers? 

Not the same product ordered  

Difficulty to travel to China  

Turned to online purchasing  

Difficulty to travel to Turkey  

Factories closed that they previously worked with 

Higher shipping cost of goods from supplying 

countries  

Chinese factory started manufacturing masks 

instead of garments  

Stricter inspection policies at Israeli borders for 

products entering  

Traveling costs increased  

Factories produced less quantities  

Cost of merchandise increased  

Looked for local vendors  

No response 

 

6. What were the main changes after the Covid-19 outbreak in selling 

merchandise to customers? 

Less foot traffic in shop 

Turned to online selling 

Online selling challenging / high returns 

Changes in consumption habits of consumers  

Had to close down physical shop 

Higher demand for sleep/lounge wear 

Less sales  

Returned checks  

No response 
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7. How did you overcome the challenges of Influence of Covid-19 on your 

clothes retail business?  

Managed for supply constraints 

Sold product with loss  

kept a tight control on costs 

Dealt with the decline of trust of customers 

No response 

 

8. What do would you liked to have done differently to better prepare you for 

corona outbreak? 

Had more or less in storage  

Worked in hygiene supplies (face masks and hand 

sanitizer) 

Had emergency cash on hand 

Started working in online sales  

No response 

 

9. What recommendations, if any, for people working in the retail sector post 

corona outbreak times? 

Always have cash saved in case of emergency  

Focus on online marketing and selling  

Invest in loyal customers  

new emergency plans  

Build a close relationship to your suppliers 

Adaptation to 'new normal' 
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Appendix (II) 

Interview questions (Arabic)  

 وٍف تذأخ ػٍّه فً لطاع تٍغ اٌّلاتظ تاٌرجضئح؟ .9

 ػًّ فً ششوح ػائٍٍح 

 عٓ ِثىشج فً ٘زا اٌّجايتذأ اٌؼًّ ف ً 

 أساد أْ ٌثذأ ػًّ ذجاسي 

 ًذفعًٍ شخص 

 لا ٌٛجذ سد 

 

 ً٘ ٚاجٙد أي ذحذٌاخ وثٍشج فً اٌذخٛي إٌى لطاع تٍغ اٌّلاتظ تاٌرجضئح؟ .2

 ًٌّٛذ 

 ًِٛلغ اٌّح 

 ٌٍظ ٌذٌٗ خثشج فً صٕاػح اٌّلاتظ 

 ٍّٓالأصذلاء ٚاٌؼائٍح ٌٍغٛا داػ 

 ًػذَ اٌرخطٍػ ٌٍّغرمث 

 لا ٌٛجذ سد 

 

فً ششاء  Covid-19اٌؼًّ فً تٍغ اٌّلاتظ تاٌرجضئح لثً ذفشً فٍشٚط  وٍف واْ .3

 اٌثعائغ ِٓ اٌثائؼٍٓ؟

 عٌٙٛح اٌغفش 

 ٘اِش ِٕخفط ٌٍخطأ فً إٌّرج ِٓ اٌثائغ 

 ٓلا ذأخٍش تاٌشح 

 ًاخرش اٌّٛاد ٚاٌجٛدج شخصٍا 

 لا ٌٛجذ سد 

 

 فً تٍغ Covid-19وٍف واْ اٌؼًّ فً تٍغ اٌّلاتظ تاٌرجضئح لثً ذفشً فٍشٚط  .4

 اٌثعائغ ٌٍؼّلاء؟

 َواْ اٌّرجش أوصش حشوح اٌّشٚس ػٍى الألذا 

 اٌحذ الأدٔى ِٓ اٌثٍغ ػثش الإٔرشٔد 
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 ٌّىٓ ٌٍؼّلاء ذجشتح إٌّرجاخ / اٌؼٛائذ إٌّخفعح 

 )ٗتٕاء اٌصمح فً اٌؼلالح ِغ اٌؼّلاء تغٌٙٛح )ٚجٙاً ٌٛج 

 لا ٌٛجذ سد 

 

 ٌثعائغ ِٓ اٌثائؼٍٓ؟فً ششاء ا Covid-19ِا ً٘ اٌرغٍٍشاخ اٌشئٍغٍح تؼذ ذفشً  .5

 ٌرُ غٍة ٔفظ إٌّرج ٌُ 

 ٍٓصؼٛتح اٌغفش اٌى اٌص 

 ذحٌٛد إٌى اٌششاء ػثش الإٔرشٔد 

 صؼٛتح اٌغفش اٌى ذشوٍا 

 ًذُ إغلاق اٌّصأغ اٌرً ػٍّٛا ِؼٙا ِٓ لث 

 اسذفاع ذىٍفح شحٓ اٌثعائغ ِٓ اٌذٚي اٌّٛسدج 

  ِٓ ًاٌّلاتظ اٌجا٘ضجتذأ اٌّصٕغ اٌصًٍٕ فً ذصٍٕغ الألٕؼح تذلا 

 ذشذٌذ عٍاعاخ اٌرفرٍش ػٍى اٌحذٚد الإعشائٍٍٍح ٌٍّٕرجاخ اٌذاخٍح 

 صٌادج ذىاٌٍف اٌغفش 

 ًأٔرجد اٌّصأغ وٍّاخ أل 

 صٌادج ذىٍفح اٌثعائغ 

 ٍٍٍٓتحصد ػٓ اٌثائؼٍٓ اٌّح 

 لا ٌٛجذ سد 
 

 فً تٍغ اٌثعائغ ٌٍؼّلاء؟ Covid-19ِا ً٘ اٌرغٍٍشاخ اٌشئٍغٍح تؼذ ذفشً  .6

 ًاٌّرجش حشوح ألً ف 

 ذحٌٛد إٌى اٌثٍغ ػثش الإٔرشٔد 

 اٌؼٛائذ اٌّشذفؼح ذحذي اٌثٍغ ػثش الإٔرشٔد / 

  ٍٓاٌرغٍشاخ فً اٌؼاداخ الاعرٙلاوٍح ٌٍّغرٍٙى 

 اظطشسخ لإغلاق اٌّحً اٌّادي 

 اسذفاع اٌطٍة ػٍى ِلاتظ إٌَٛ / اٌصاٌح 

 ًِثٍؼاخ أل 

 اٌشٍىاخ اٌّشذجؼح 

 لا ٌٛجذ سد 
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 ػٍى ذجاسج اٌّلاتظ تاٌرجضئح اٌخاصح ته؟ Covid-19وٍف ذغٍثد ػٍى ذحذٌاخ ذأشٍش  .7

 ذذاس ٌمٍٛد اٌؼشض 

 تٍغ إٌّرج ِغ اٌخغاسج 

 احرفظد تشلاتح صاسِح ػٍى اٌرىاٌٍف 

 ذؼاًِ ِغ ذشاجغ شمح اٌؼّلاء 

 لا ٌٛجذ سد 

 

 ِا اٌزي وٕد ذٛد اٌمٍاَ تٗ تشىً ِخرٍف لإػذادن تشىً أفعً ٌرفشً وٛسٚٔا؟ .8

 ٌٓواْ أوصش أٚ ألً فً اٌرخض 

 ٍّد فً ِغرٍضِاخ إٌظافح )ألٕؼح اٌٛجٗ ِٚؼمُ اٌٍذٌٓ(ػ 

 واْ ٌذٌٗ ٔمٛد غاسئح فً ِرٕاٚي اٌٍذ 

 تذأ اٌؼًّ فً اٌّثٍؼاخ ػثش الإٔرشٔد 

 لا ٌٛجذ سد 

 

 ٌٍؼآٍٍِ فً لطاع اٌرجضئح تؼذ أٚلاخ ذفشً وٛسٚٔا؟ ٚجذخ،إْ  اٌرٛصٍاخ،ِا  .9

 ا تاٌّاي إٌمذي فً حاٌح اٌطٛاسا ًّ  احرفظ دائ

 غٌٛك ٚاٌثٍغ ػثش الإٔرشٔدسوض ػٍى اٌر 

 ٍٓاعرصّش فً اٌؼّلاء اٌّخٍص 

 خطػ غٛاسا جذٌذج 

 ِٛسدٌه ِغ ٚشٍمح ػلالح تٕاء  

 اٌرىٍف ِغ اٌٛظغ اٌطثٍؼً اٌجذٌذ 

 

 

 


