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Abstract: 

The research aimed to identify the impact of the Corona pandemic on 

electronic commerce in the clothes sector in the Hebron Governorate 
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from the point of view of merchants. The study concluded the 

following results. 

The level of arithmetic averages and standard deviations of the impact 

of the Corona pandemic on the dimensions and components of 

electronic commerce for clothing trade in the city of Hebron was high, 

due to the total score on all axes of the study. 

The level of arithmetic averages and standard deviations of electronic 

commerce obstacles in Corona pandemic and its impact on e-

commerce for companies operating in the clothing sector in the 

Hebron Governorate was high the political situation, in which we live, 

and this will be reflected negatively on the future growth of electronic 

commerce in the Hebron Governorate as well as Palestine  

  The study recommended the need to rehabilitate traders in clothes 

sector and customers to deal with electronic credit cards through 

training workshops organized by relevant authorities such as local 

banks and chambers of commerce in Hebron governorates. 

Keywords: Electronic commerce, Corona Pandemic, Clothes Market, 

Hebron Governorate. 
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