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[bookmark: _Toc143829945]Task 1 – Formulate a Research Question 
[bookmark: _Toc143829946][bookmark: _GoBack]1.0 Introduction 
The rise of the Internet and digital technology has reshaped retail, altering how consumers shop and make decisions. Even before COVID-19, shoppers were embracing the digital landscape (CETINĂ et al., 2022). Online shopping offers benefits like price monitoring, time savings, product comparisons, and sharing purchase opinions.

During the COVID-19 pandemic, there was a surge in online shopping and food delivery, driven by changing consumer habits (Eger et al., 2021). The pandemic triggered panic buying, causing shortages of various products worldwide (Sheth, 2020). Due to the timing of most prior research, which predates the onset of the COVID-19 pandemic, there exist unresolved areas in the examination of the pandemic's influence on online shopping. This study explores The COVID-19 impact on online shopping. 

[bookmark: _Toc143829947]1.1 Research Question 
Q1: Did the pandemic lead to an increase or decrease in online shopping?

Despite relaxing regulations, customers prefer online buying in 2023 due to better digital satisfaction (Shaw et al., 2022). Due to pandemic-related lockdowns, e-commerce sales in the United States increased by more than 30% in 2020 compared to 2019. Because the epidemic restricted people to their homes, online buying became more convenient (Flanagan et al., 2021). Fear of COVID-19 also discouraged in-store shopping (Ali, 2020). Given the scarcity of Malaysian studies, our research looks into the influence of the pandemic on Malaysians' online buying habits.

Q2: What were the most common reasons for people to shop online during the pandemic?

The increase in internet purchasing during the pandemic is primarily due to its convenience, which includes home delivery and protection from crowds (Shaw et al., 2022). Due to limited physical store access, e-commerce has grown, fueled by favorable experiences and direct home delivery (Kim, 2020). According to Gruntkowski and Martinez (2022), pandemic-driven internet buying saves money and time. In the absence of current data, a Malaysian study tries to determine the major motives for internet buying.

[bookmark: _Toc143829948]1.2 Research Objectives 
1. Determine whether the pandemic leads to an increase or decrease in online shopping.
2. Determine what were the most common reasons for people to shop online during the pandemic.

[bookmark: _Toc143829949]1.3 Research Approach
A deductive approach focuses on "developing a hypothesis based on existing theory, and then designing a research strategy to test the hypothesis" (Wilson, 2014). To put it another way, the deductive approach is concerned with deducing conclusions from premises or propositions. Furthermore, deduction starts with an expected pattern "that is tested against observations" (Babbie, 2010).

Quantitative data involves numbers and math for the "what" of a project. It's systematic, uses surveys, and random sampling. Results are comparable, summarized, and generalized. (Kabir, 2016).

[bookmark: _Toc143829950]1.4 Data Collection Method 

According to Mazhar et al. (2021), data is the plural form of "datum," referring to discrete pieces of information. This information is typically acquired through methods such as studies, censuses, observations, experiments, surveys, or independent investigator efforts. Data is categorized into two types: primary and secondary data. Primary data is original info collected directly such as surveys or interviews. Secondary data is existing info collected by others such as books and articles.

As delineated in section 1.2, this research will employ a quantitative approach for data gathering. Therefore, in this section, the researcher will adopt a primary data collection methodology to acquire the requisite data. The prevalent techniques for gathering primary data encompass structured interviews and questionnaires (Mazhar et al., 2021).

In this survey, the researchers have organized our inquiry into distinct sections to comprehensively explore the dynamic landscape of online shopping behavior and its evolution in response to the COVID-19 pandemic. 

Section 1, "Changes in Online Shopping Behavior During the Pandemic". In Section 2, "Motivations and Experiences of Online Shopping During the Pandemic". Lastly, in Section 3, the researchers gather demographic information to provide valuable context to the insights shared throughout the survey. This structured approach enables us to capture a holistic understanding of the impact and lasting effects of the pandemic on online shopping trends. The questionnaire's URL attachment is as follows:
https://docs.google.com/forms/d/e/1FAIpQLSeG5r6xqRnAeGH54xNsFF9debLMEW8ASI3ZiwZE0IBPgprHCw/viewform?usp=sf_link

[bookmark: _Toc143829951]1.5 Sampling Method & Sample Size 
This method is used to select a representative sample from a larger population. This is a technique used by researchers to select items for their samples. Non-probability sampling was used by the researchers. Sample size is the number of participants in a research, determined prior to a clinical investigation. Inadequate representation due to a small sample size hinders generalizability to the larger population (Kadam & Bhalerao, 2010). In this research, the total sample size for this research was 30 people, and the sampling frame were used:
 
1. Malaysian citizens, there is no age limit. 
2. The only requirement for survey respondents is that they must have online shopping experience.
3. The Google Form will then be distributed to study subjects. In this case, all study subjects have an equal chance of being selected for this study.

[bookmark: _Toc143829952]1.6 Value/Contribute 
After conducting research on the topic, several groups or entities benefit from the results of the research. The first is governments. Government agencies can use these findings to understand the resilience of different sectors in times of crisis and develop strategies for economic recovery. Second, researchers and academics. Researchers and academics can use this study as a reference to analyze pandemic-related impacts on society and the economy, drawing conclusions and expanding existing knowledge. Finally, e-commerce businesses. E-commerce businesses can gain insight into pandemic-altered consumer behavior to refine strategies and cater to changing preferences.























[bookmark: _Toc143829953]Task 2 – Primary and Secondary Research Techniques 
As mentioned in Section 1.3, this research will use a deductive approach. The deductive method involves deriving a conclusion from premises or propositions. Furthermore, deduction starts from the expected pattern of "testing against observations" (Babbie, 2010). Not only that, quantitative data are also mentioned in Section 1.3. Quantitative data refers to numerical information that can be subjected to mathematical calculations. These methods focus on addressing the "what" aspect of a project and are characterized by their systematic and standardized approaches, often utilizing questionnaires and surveys. Quantitative data collection relies on random sampling and structured data collection tools, which categorize diverse experiences into predetermined response options. This approach yields results that are easily comparable, summarized, and generalized. (Kabir, 2016).

Also, as the researcher stated in section 1.4, data is divided into primary and secondary data. However, in this study, the researchers collected data through primary sources. The researchers wanted to collect the most up-to-date information on how the pandemic has changed people's online shopping preferences and habits in the present period. Furthermore, researchers believe that no pandemic of this magnitude has happened prior to 2019. Even if there was, technology at the time was not advanced, and there were no online shopping or home delivery services. 

The questionnaire is divided into three parts with a total of 14 questions. The first of which asks questions about research question 1 and the second of which asks questions about research question 2. The respondent's demographic data is also requested in the last section. The questions in the questionnaire were inspired by and referenced by Assadi Moghaddam, P., & Fedak, T. (2022) and Adibfar, A., Gulhare, S., Srinivasan, S., & Costin, A. (2022).





[bookmark: _Toc143829954]Task 3 – Presentation on Ideas 
After the researchers presented the content of the research, stakeholders provided constructive feedback concerning the research's content. Their observations included the suggestion that the research objectives should be structured as sequential steps aimed at addressing the research question. Additionally, stakeholders noted the need for heightened vigilance to prevent any content, such as the researcher's student number, from inadvertently disappearing from slides. This underscores the importance of meticulous attention to detail in slide preparation. Furthermore, stakeholders commented on the research question slides, noting that the level of formality and directness expected in a professional elevator presentation was compromised by excessive content density. In summary, while the presentation was commendable overall, the feedback provided offers invaluable insights for refining future presentations. Incorporating these suggestions in content adjustments promises enhanced efficacy and impact in future presentations.


















[bookmark: _Toc143829955]Task 4 – Data Analysis 
The link to the research poster is as follows:
https://drive.google.com/file/d/1ho5DLRCE5OnyX-HTfdqRKSKl88LdY1DU/view?usp=sharing
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