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Reflective Essay
[bookmark: _Toc144680335]1.0 Introduction 

[bookmark: _GoBack]In December 2019, there was an unidentified cause pneumonia outbreak in Wuhan, Hubei Province, China (Hui et al., 2020). Pneumonia cases have been linked by epidemiological data to the Huanan Seafood Wholesale Market (Zhu et al., 2020). The betacoronavirus SARS-CoV-2 is a member of the subgenus Sarbecovirus. The global spread of SARS-CoV-2 and the hundreds of fatalities brought on by coronavirus sickness (COVID-19) prompted the World Health Organisation to declare a pandemic on March 12, 2020, according to the World Health Organisation (2020). The COVID-19 outbreak, according to Ciotti et al. (2020), has impacted peoples' lifestyles. In addition, Gu et al. (2021) claim that the COVID-19 epidemic has changed many people's goals and lifestyles, which has also affected how they act while making purchases. In this reflective essay, the researcher will delve into the research process that the researcher did for the first assessment, using the Gibbs reflective model (1988). Students typically use the Gibbs reflection Cycle as a structure for the required reflection writing of lecture assignments. This model was created by Professor Graham Gibbs and published in Learning by Doing (Milson et al., 2005). The growth of digital technology has reshaped retail, with online shopping gaining traction even before COVID-19 (CETINĂ et al., 2022). The pandemic accelerated this trend, causing a surge in online shopping and food delivery due to changing consumer habits (Eger et al., 2021), including panic buying (Sheth, 2020). However, a potential weakness is the need for more specific research questions to guide the investigation. As a result, the study focuses on exploring the impact of the COVID-19 pandemic on online shopping. 
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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. 

Besides, 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.

As a result, the research questions in this study are: (1) Did the pandemic lead to an increase or decrease in online shopping? (2) What were the most common reasons for people to shop online during the pandemic?
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The research method chosen for this study is the deductive method. According to Wilson (2014), this method entails developing a hypothesis based on an existing theory and creating a research plan to test it. Primary data will be collected through a structured questionnaire (Mazhar et al., 2021). These methods will be used to collect information on respondents from three sections: "Changes in Online Shopping Behavior During the Pandemic," "Motivations and Experiences of Online Shopping During the Pandemic," and collecting demographic information for context.

Next, 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.
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In the questionnaire for this study, the researchers focused on Malaysian citizens with online shopping experience. The target sample size was 30 people, but at the end of the survey, the researchers had 41 respondents to the questionnaire. According to the summary of RQ1's research results, people did not shop online much during the pandemic, but during the pandemic lockdown, a lot of people started shopping online. Secondly, during the epidemic, more than half of the respondents began to gradually increase their online shopping habits. This can be demonstrated in the study of Fandrejewska et al. (2022). In their research report, they stated that the proportion of online shopping increased from 7.3% before the epidemic to 19.8% during the epidemic; since the outbreak of COVID-19, weekly online shopping has increased from 21.9% to 29.2%.

Results from RQ2 showed that the main reason respondents shopped online during the pandemic was because they wanted to reduce the risk of exposure to COVID-19. The second is because there is a door-to-door delivery service. And the third is because of government lockdowns that limit visits to physical stores. Furthermore, most people’s online shopping experience is satisfactory.

According to the research results of RQ1, 7 of the 41 respondents said that they never shop online before the epidemic, 10 shop online very frequently, 11 shop online somewhat frequently, and 13 shop online rarely. But during the pandemic lockdown, seven of the 41 respondents still shopped rarely online, but 23 shopped somewhat frequently, and finally, 11 shopped online very frequently during the lockdown. Next, during the epidemic period, 28 respondents’ online shopping habits increased, 6 declined, and 7 remained unchanged.

The results of the RQ2 study showed that more than half of the 41 respondents prompted them to shop online during the pandemic because they wanted to reduce the risk of exposure to COVID-19. The second reason why many people choose is because there is a door-to-door delivery service. The third reason many people choose is because of government lockdown measures that restrict visits to physical stores. Furthermore, 4 respondents indicated that their online shopping experience during the pandemic was very dissatisfied, 9 were dissatisfied, 11 had an okay online shopping experience, 11 were satisfied, and 6 were very satisfied. The reason why they feel very unsatisfied or dissatisfied with their online shopping experience may be because they encountered some challenges or problems. For example, delivery delays, product quality problems, size problems, and technical problems, etc.

After conducting a questionnaire survey among Malaysian citizens with experience in online shopping, it was concluded that during the Covid-19 period, the number of times people shop online has increased. The main reason they choose to shop online during Covid-19 is because they want to avoid being infected by the virus. The second is because there is a door-to-door delivery service. And the third is because of government lockdowns that limit visits to physical stores. Those three are the reasons people are shopping online more often during the pandemic. However, due to the short time of the study, the researchers also limited the target sample size and could only obtain the survey results of 41 people, which may lead to inaccurate data. Because the survey only got a small number of respondents, and it does not represent the views and thoughts of Malaysian citizens as a whole, the research results obtained may not be accurate. But, according to Adibfar et al. (2022), people prefer to stay at home because of the fear of exposure to Covid-19, which increases the chances of online activities. Additionally, the findings of the study conducted by Adibfar et al. (2022) showed that the frequency of irregular and weekly online transactions increased and persisted throughout and after the pandemic.
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In conclusion, the huge societal shifts observed during the global health crisis inspired beliefs about the impact of the pandemic on online commerce. When researchers realised the importance of comprehending changing customer behaviour, they came up with the concept. This concept's strength is its relevance and practicality for consumers and enterprises. Besides, researchers encountered challenges or limitations during the research process. First, due to the short study period, the researchers were unable to provide more reliable information and judgement. Second, due to the short study period, the researchers had a limited target sample size and could only acquire survey data from 41 persons. Third, because of the small target sample size, the results obtained may be inaccurate. This is due to the fact that the survey received a limited number of responses, which does not represent the opinions and beliefs of the total Malaysian population, and hence the study results acquired may be inaccurate. As stated by Ross et al. (2019), research limitations may have an impact on study findings. However, the researchers persisted for research objectives and to give communities with more information about the study. This research experience improved the researcher's awareness of essential ideas linked to consumer behaviour, data analytics, and the impact of factors such as pandemics in changing markets, according to a personal learning reflection on this study. Furthermore, researchers got an in-depth grasp of the purpose and reasons why customers choose online purchasing, which will aid researchers in providing consumers with services that fit their needs in future work. Furthermore, feedback from mentors/stakeholders assisted in refining the study topics (Yeong et al., 2018). Fong et al. (2018) claim that constructive criticism teaches researchers how to add value to research efforts. Finally, after performing study on the subject, the findings will help many groups or businesses. The government is the first. These findings can be used by government agencies to better understand the resilience of various industries during times of crisis and to build economic recovery measures. Second, there are professors and researchers. This report can be used as a reference by researchers and academics to analyse the social and economic consequences of the outbreak, draw conclusions, and expand existing knowledge. Lastly, there are e-commerce operations. E-commerce companies can use insights gained from pandemic-altered consumer behaviour to refine their strategies and cater to shifting preferences. Again, the number of people shopping online has surged during the Covid-19 pandemic. People avoid internet purchasing since it can save them time, energy, and gasoline for their cars, and because they don't want to contract the virus. To place an order, all they have to do is relax on their sofa while they wait for the product to be delivered to their doorstep. Customers become more interested in and eager to spend more time purchasing on online shopping platforms when such convenient services are made available to them.
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