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Task 1 – Research Question
1.0 Introduction 
     World Health Organisation officials classified the COVID-19 outbreak a pandemic. Following this declaration, governments moved to safeguard their citizens. For instance, in order to preserve social distance within key retailers' storefronts, nonessential retailers were shut down, which made customers wait outside of the stores. As a result of these obstacles to in-store visits, many customers started purchasing online. Global retail e-commerce rose as a result of this shift in buying habits. Moreover, COVID-19 has not changed in two years, despite the emergence of new versions. Consumers appear to be happy with their online shopping experience and are doing more of it now than they were before the epidemic, despite restrictions being relaxed and stores reopening in certain nations. 
     An overview of the effects of COVID-19 on online buying patterns and behaviour is the goal of the current study. Since the release of COVID-19, the survey will examine global consumer perceptions of online purchasing trends. Use of the scanning method is made in this quantitative study. Examined are the most recent research studies, publications, and news reports regarding COVID-19's effects on trends and online buying behaviour. There isn’t many research on internet purchases during the COVID-19 pandemic crisis, but one of them is this one. In detail this research will add value to the online shopping culture and decode the perception of the consumers especially after the pandemic. 

1.1 Research Questions
i) What effects has Covid-19 had on people to shop online?
ii) What factors come into play when a consumer shops online?
iii) What level of satisfaction do customers have with the items' quality?

   The Covid-19 epidemic is still a major factor in our day-to-day life, and it is still happening now. There is also a dearth of information about consumer behaviour about internet purchasing during this period and what elements were most important in people's altered attitudes, despite restrictions gradually vanishing and vaccination becoming widespread. It is difficult to determine whether or if these behavioural changes would last beyond the Covid-19 epidemic, even while it is on the decline. In addition, with these research question it will add up more value on this research to explore the perception of the consumer’s purchasing behaviour since the pandemic.  


1.2 Research Approach
    This research approach will undergo mixed methods with deductive and inductive research. In detail, this research can be classified quantitative approach as few questions will be asked to evaluate the customer’s perception on online shopping. In depth, deductive approach. The finest and most popular technique in practise is the deductive one. Using an existing body of evidence concerning consumers' perceptions of online purchasing since COVID-19, the strategy for this research highlights or outlines an argument. Furthermore, the deductive technique begins with a thorough justification or a statement that is meant to be true, and then continues with predictions for clear-cut observations that support it. 
    Moving on to the inductive approach. Common but less efficient than deductive methods are the inductive technique. However, the primary focus of this study is on how consumers perceive online purchasing after COVID-19, after which an argument is presented that is based on further data. In depth, inductive research begins with results that are very narrowly focused and precise in nature, such as literature reviews and findings pertinent to consumers' perceptions of online shopping after the pandemic, and then moves on to a result or conclusion that is more general but less certain in light of the data gathered. The premises in an inductive method are there to help the conclusion.
      In this study on consumer purchasing behaviour after the pandemic, quantitative research is used to further our knowledge and comprehension of the topic. In order to track occurrences or events that influence people's purchasing behaviour, quantitative methodologies were utilised in this study. Through the use of statistics and figures in this study, quantitative methods provide objective facts that can be effectively articulated. 











2.0 Literature Review
     It has been observed that the COVID-19 pandemic significantly altered online consumer demand for specific items and product categories. The online demand for some items declined as a result of COVID-19-generated circumstances, while it dramatically grew for other products (WTO, 2020).  These products were from various types such as clothing, food and beverages, luxury consumer products, electronic products and especially health care products (Çiçek, Y., & Muzaffaer, H. 2021). That is because, people who are concerned about this epidemic have made significant attempts to obtain items like surgical masks, hand sanitizer, toilet paper, and bread. masks, hand sanitizers and disinfectants, which fall into the area of cleaning and health items, were found to be the most commonly searched products on the internet around the time when the Covid-19 began. 
       In that case, not only health care products were much needed, daily necessary products were in so much demand and all the goods and transactions tend to happen on online. This is where the online purchasing kicks in. In depth, when a product used in everyday life needs to be acquired promptly, it is anticipated to be done so through online sales rather than going to the store in person. Additionally, in order to offer clients a quicker and higher-quality service, businesses will develop new models and place more emphasis on social media advertising (Çiçek, Y., & Muzaffaer, H. 2021). With that the consumer’s perception have tuned up the entire purchasing behaviour via online since COVID-19.   

3.0 Data Collection Method
     To collect the data, questionnaires were completed by participants with a range of gender, age, and educational backgrounds. The participants were asked closed-ended questions. Anybody with the URL could access the survey because it was created by survey monkey. The questionnaire was created and internally evaluated with the study objectives described in the section above in mind.  This is done to offer trustworthy responses so that we may simplify analysis in the parts that follow with more than 35 responses. As it is, the survey would be my primary research where the data of the consumer’s online shopping perception and the secondary research will raised from other finding such as literature review.
3.1 Sampling Method
    This research will undergo probability sampling method. That is because every participant in the population has a known chance of getting chosen for the sample where they have to answer specific questions by the survey. Making accurate and trustworthy deductions about traits of a large population of interest from a smaller sample is the goal of probability sampling. In depth the sample size would be 20 where the target to achieve 20 responses from the participants. 
    
Task 2 – Research Techniques 
    Data that has never been collected previously is obtained during primary research. It is able to be gathered using any method, including personal field research like interviews, surveys, observations, or questionnaires. In that case, this research undergoes a survey of more than 35 respondents answering accordingly about their own perceptions on online shopping since COVID-19. The survey’s result can be accessed in this following link, https://www.surveymonkey.com/results/SM-1JJ05qb9GYE6etIYZCpGJw_3D_3D/ . 
     Besides that, for secondary research under literature review I found various subject that prompted the question. In depth, this literature review has given me to comprehend the current discussions and research in a specific field about the perception of consumer's purchasing behaviour of study and to communicate that understanding. Moreover, I got to advance my understanding in the consumer's perception on online purchasing since COVID-19 by carrying out a literature review. Not only that, raising questionaries on the effects of COVID- 19 on the people who shop online. This literature review enlightens the research by giving an idea on how the pandemic changed the purchasing behaviour on the consumers. In addition, this literature review has also raised question on the factors which plays when a consumer purchase online and the level of satisfaction of the consumer’s when they purchase goods from online. 













Task 3 – Presentation on Ideas

3-minutes video elevator pitch link: https://drive.google.com/file/d/19he2nRSF2GLNcD7XuXUFsuWVGaRIbal4/view?usp=sharing

Reflection on Feedback
   Reflecting upon my 3-minutes presentation video’s feedback, I should do my presentation more calmly. I should present my ideas slow and steady. However, I got to know that I have very good pitch and tone on my voice which elevated the presentation to reach more understanding clearly. Moreover, I should have included the question in the beginning which will hook to capture the attention of the audience. In addition, I have to give time for the audience to view my slides which was taken down quickly. Giving more time for the audience to view the slides will improve their understanding on the topic which is being presented. Other than that, the slides were very clear and consistent and I had a very good discussion around the content of the slides which added more value together with the topic. However, there always room for improvement, in that case hearing back the feedback on my presentation video I will improve more on my presentation skills. 













Task 4 - Data Analysis

Conference poster’s link: https://1drv.ms/i/s!Anhevhg6FSd_mD-whnnswk6ForvT?e=RQiQEh
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