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Abstract
This study deals with the changes in consumers' buying behaviour due to the development of online advertisement in the modern era. The website is a constantly developing medium that continues to become increasingly and is expanding swiftly both in terms of applicability and rate of adoption due to its special traits of freedom, interaction along with personalisation. The aim is also related to this online advertisement and findings the impact on the buying behaviour of the consumers in the modern period. This further moves on to the methodology part where it is found that this study has followed the mixed method as primary quantitative and secondary qualitative data have been used. Various journals, articles and government reports have been used to collect the secondary data whereas, for the primary data, the survey process has been followed. A time plan of 22 weeks has been followed to complete this dissertation. Moreover, it is found that online advertising has a huge impact on consumer buying behaviour as well as it helps organisations to run the business in a more suitable way where the organisations can expand their business and earn profit with the help of this online advertisement. It is concluded that the knowledge that is made accessible via internet marketing has had a big influence on consumer purchasing behaviour.
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[bookmark: _Toc117634143]Chapter 1: Introduction
[bookmark: _Toc117634144]1.1 Introduction
Consumer buying behaviour due to online advertisement in the modern era is the subject of the present study. In the case of the modern era, the buying behaviour of people is changing people are buying those products which the brand values more in their life (Karami, Olfati and Dubinsky, 2017).  Online advertisement has an impact on the changing buying behaviour of people. The current chapter has concentrated on creating an outline of it and attempting to explain the context of this circumstance as a result. Accordingly, this chapter also placed a strong focus on classifying the study questions and goals. There is the possibility to lead the investigation after taking into account the relevance of the research and its constraints. The framework that must be observed for the appropriate conduct of this investigation is also developed in this chapter.
[bookmark: _Toc117634145]1.2 Research Background
According to Childs et al. (2020), consumer buying behaviour describes the steps that customers undertake before purchasing a good or service, both online and offline. Search engine research, participation in social media discussions, and a range of other activities might be part of this procedure. Due to the development of online advertisement, the buying patterns of consumers changed. Due to the online advertisement and presence of the companies on the online platforms the consumers of the modern era like to search the similar kinds of products from various company then they compare those products after this they choose the best one for themselves. In the modern era, there is no lack of information thus the consumer has more power than ever. With the power, the buying behaviours of the consumers have been changed which is forced by online advertisement (Chukwu, Kanu and Ezeabogu, 2019). Thus in the cases of shifting buying behaviours, the business needs to understand the present buying behaviours and what changes consumers made in purchasing any items or services. Without understanding the changes in the buying behaviours the business cannot satisfy the existing customers and engage new customers to the business. Mobile advertising, social media advertising, display advertising, search engine advertising, email advertising are the best example of E-advertising. Like previous forms of advertising media, digital advertising commonly includes both of the publisher and advertiser. Publishers mainly use this online marketing process for incorporates advertisements into online content and the advertiser mainly use this strategy to offer the advertisements to be displayed on the contents of the publics. 
The term online marketing, internet marketing and web marketing are all used to refer to online advertising. To reach the consumer with promotional marketing messages, this style of marketing and advertising employs the internet. Due to its distinctive qualities of flexibility, interactivity and personalisation, the internet is a persistently evolving source that tends to grow more and is increasing rapidly in both its application and user base. Childs et al. (2020) mentioned that as it is more adaptable than traditional advertising methods, the internet is a powerful medium. E-marketing is a very adaptable medium that enables the customer to make modifications as needed throughout the campaign without incurring significant additional costs. Due to the very dynamic nature of the economic environment in developing countries, internet use is becoming increasingly vital. The number of internet users worldwide is rising each day and all ages and demographic groups use it rapidly. As opined by Bartosik-Purgat (2019), the use of traditional marketing mediums like radio, newspapers, magazines, television and many more is fading and the processes of internet marketing are now taking the place. It is noticeable that today the majority of organisations and businesses rely on digital marketing and also on marketing strategies and many of them reported that this strategy helps them to increase their revenue and sales. When compared to traditional means of advertising and marketing, online marketing has so far proven to be productive and efficient (Sima et al., 2020). The current study focuses on the buying behaviours and changes in the buying behaviours of consumers which is significant in the modern era as all businesses should know about the buying behaviours of the consumers in this current situation.
[bookmark: _Toc117634146]1.3 Problem Statement
The study seeks to comprehend the process of the growth of online advertising has consumer behaviour. It is crucial to comprehend that customers are an organisation’s assets and that adjustments in the purchasing patterns can either support or obstruct the company’s ability to expand. Digital marketing is the idea behind online advertising, which is also known as a marketing strategy that uses the internet. The ever-evolving technological landscape can significantly alter consumer behaviours. It is crucial to comprehend this and this research which is based on the changes in the consumer’s buying behaviour due to the development of online advertising in the modern era will assist in doing so. 
[bookmark: _Toc117634147]1.4 Research Aim
This present study aims to investigate the changes in the consumers buying behaviours due to the development of  online advertising in the modern era.
[bookmark: _Toc117634148]1.5 Research Objectives
The objectives of the current study are
· To assess the progress and significance of internet advertising.
· To comprehend the shifts in customer behaviour in light of expanding internet advertising.
· To evaluate the difficulties a company encounters while creating internet advertisements and alterations in customer purchasing habits.
· To make recommendations for solutions to address these issues and have a positive influence on the organisation.
[bookmark: _Toc117634149]1.6 Research Questions
The research questions for the current study are
· What are the contributions of online advertisement?
· What changes are seen in the consumer's behaviours in light of expanding internet advertising?
· What are the challenges associated with developing online advertisement and changes in consumer buying behaviours for a company?
· What are the solutions for those challenges while creating a positive impact on the organisations?
[bookmark: _Toc117634150]1.7 Research rationale
Consumer buying behaviour is a crucial component of the external and internal factors. It plays a vital role in the decision-making process of the organisation. Online marketing includes internet advertising, web advertising and online marketing. In the present day, with rapid technological advancement, the number of internet users has increased (Sima et al., 2020). Advertising is a type of communication which is utilised to influence a particular segment of people. In the competitive business environment, advertising is a crucial element that helps in the economic development of the businesses. As mentioned by Chukwu, Kanu and Ezeabogu (2019), advertising is a paid-form of promotional materials. Traditional media in advertising include television advertisement, print media advertisement, radio advertisement, pamphlets. In these modern days, the traditional form of advertising has changed. Presently, businesses mostly rely on the online marketing such as social media marketing; SEO; e-mail marketing; content marketing. Technological advancement has enabled promotional activities to create stronger and influential impact in the mind of the customers.
Advertising on the internet in the modern-day business has become crucial, specifically for the companies which operate business activities outside the local community. In these days, consumers utilise internet for more than just entertainment or information purpose, unlike what they do with magazine, newspapers, television and radio. As stated by Kim (2020), in recent days, individuals use internet in every aspect of life. In this way, numerous opportunities have been created to place targeted and relevant advertisement message. As opined by Bartosik-Purgat (2019), the wide use of internet enables advertisers to reach a greater number of people rather than traditional advertisement at a fraction of cost. According to Sima et al. (2020), internet advertising is appropriate for the organisations that set the target market nationally or internationally as well as large-distribution capacities. According to the number of the targeted customers, the cost of the internet advertising changes. Targeting more customers through internet help the businesses to reduce cost of advertising. In addition to this, internet advertising also helps to reach more customers at a time than the traditional media. This also ensures that messages are seen by the most relevant targeted customers. In relation to the consumer behaviour, the significance of online advertising is more as this helps the marketers to understand the changing behaviour through the social media activities as well as their preferences. This also enables the marketers to understand the demand of the customers as well as changing trends. 
People are spending more time on the social media platforms like Facebook, Twitter and Instagram. In addition to this, the trend of online shopping has also enhanced. During the Covid-19 pandemic, due to the country wide-lockdown, people were choosing the online websites as their preferred shopping option (Kim, 2020). As opined by Bartosik-Purgat (2019), with the increased use of the internet, the buying behaviour of the customers has also changed. Therefore, this study is significant to understand the buying behaviour of the modern-day customers and impact of the internet marketing on it. In these days, online marketing has become more effective than the traditional form of marketing. Organisations are constantly trying to boost up the shopping experience of the customers as well as sales. In the fast-paced business environment, gaining sustainable competitive advantage has become crucial for the businesses. This study is crucial as this study sheds light on the different types of online marketing and their impact on the business. In this way, this study provides in-depth knowledge about how online advertising influence the behaviour of the customers. In line with this, this study also captures the changes in the behaviour of the customers concerning the development of internet advertising. Due to the changes in the customer behaviour, it is important to the change the online marketing strategies. In addition to this, the difficulties an organisation faces while designing internet advisements according to the customer behaviour have also been stated in this study. Recommendations at the end of this study is supposed to evaluate the advantages gained from this study. In this regard, this study is relevant because it will to understand how online marketing impacts the changes in the consumer behaviour as well as the challenges faced by organisations to create online advertisement strategies.
[bookmark: _Toc117634151]1.8 Research Gap
Changes in consumer buying behaviour as a result of the modern era's development of online advertising are mainly analysed in this research study. This research topic is largely based on earlier research that was done by others and attempted to evaluate the results in light of how consumer behaviour is now changing with the changes in the online advertising procedure. While conducting this study, numerous research gap has been identified as a result this study has some crucial gaps. The lack of research resources, the majority of which exclusively concentrates on consumer behaviour in terms of their needs and expectations from the online marketing process, is another factor that contributes to the gap in this study. This study mainly occurred because most of the studies did not clearly mention how a company can meet consumer needs through online advertising or marketing processes. On the other hand, to analyse consumer behaviour, the behavioural theory is much needed to be analysed which the majority of research studies did not analyse so this is one of the main research gaps of this research. 


[bookmark: _Toc117634152]1.9 Structure of the research
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[bookmark: _kgcv8k]Figure 1: Structure of the dissertation
(Source: Author)
The study's framework lays out what this study course must follow it. It is mostly dealt with before to make clear the objectives and the direction it must go in. The entire study project, which includes all objectives and research areas, has been divided into five main chapters, each of which is extremely important. The research for this study is based on the introductory portion, which in turn depends heavily on the original study base. The literature part was mostly based on thorough research, and as a result, there are many studies based on the customer purchasing habits that have changed due to the growth of internet advertising in the current period have been analysed. The third chapter of this research's section on research techniques demonstrates the full procedure by which the entire study will be conducted in an efficient manner. Since all of the important research data has been analysed in the fourth chapter, so it is the most important chapter. The final chapter or chapter five of this study contains the conclusions and suggestions for reducing the difficulties identified.


[bookmark: _Toc117634153]Chapter 2: Literature review
[bookmark: _Toc117634154]2.1 Introduction 
The present chapter of the research includes the background of the literature. Here, the effects of internet advertising on modifying customer purchasing decisions have been assessed. Here, the numerous consumer behaviour categories and the variables influencing such behaviours are discussed. The difficulties posed by changing customer behaviour and the growth of internet advertising have also been covered in this portion of the research. For clarity of presentation, the systematic review of the chosen research has been divided into sections with a conceptual framework at the end.
[bookmark: _Toc117634155]2.2 Importance of Online advertisement in the modern era
As per Leiss et al. (2018), to spur company expansion, advertising is crucial. Advertising helps business to reach the correct demographic with a pleasant, customised message that turns prospective consumers into paying customers and amplifies the company's marketing efforts. The traditional marketing is followed by various companies from long days back. In modern times many businesses also consider online advertisement with traditional marketing. Online marketing is starting to gain attention due to its popularity in the market. In modern times a business may advertise itself on online platforms to reach a worldwide audience and advertise it beyond the local market.  Businesses can easily connect with the target market with the help of online marketing. Thus online advertising helps a business become known to millions of potential clients. For e-commerce companies, online advertisements have completely changed the advertising landscape. The company may create more prospects and boost its profitability as it increases its internet profile. They undoubtedly contribute to increasing revenue, the key indicator for the company. Online buyers are seeing more tailored and pertinent adverts thanks to increasingly effective targeting (Alalwan, 2018). The majority of businesses depend on online advertising to succeed. Businesses and advertisers may benefit from this emerging advertising platform by expanding their clientele, their marketing reach, generating leads and their revenue streams.
One of the biggest benefits of online advertising is how affordable it is. It usually costs less to advertise a company's goods and services when contrasted to conventional techniques. Online marketing is frequently a more affordable option for entrepreneurs to advertise their brands. You can find and draw in the most eager potential clients with the help of online advertising. Reaching the targeted demographic is simpler with the use of tools like social media advertisements, online display ads and video commercials. The business may get more prospects as a result, which would boost the campaigns' effectiveness. 
One of the best mediums in modern times for contacting the target audience is usually the internet. Companies may identify the goods and services that the target market wants and learn about their impressions of particular items by conducting thorough research on them. Then companies may adjust and arrange their advertising strategies. The firm may discover which tactics work best for a specific product or service with the use of web analytics solutions. A firm may examine client information, such as keyword information, and pinpoint areas where company commercials and advertising plan needs work. To assess the success of the campaign, Companies can easily track conversions. According to Boerman, Kruikemeier and Zuiderveen Borgesius (2017), Online marketing and advertising are typically more efficient and simple than traditional marketing and advertising. With internet advertising, a company could begin to get quality leads as soon as the ad campaign launches. Business You may be able to fulfil their goals more rapidly as a result. The number of alternatives and methods accessible for contacting the target audience might rise with the capacity to properly categorise them, enhancing the possible effect of the marketing. Online advertising campaigns may be simply measured with the use of contemporary analytics solutions. Since it is not restricted to a tiny demographic group, the data the company collect could also be more indicative of the market than it would be using conventional techniques. To contact the targeted market anywhere in the world at any time of day Companies may utilise photos, videos, and texts. A device with Internet connectivity is all that is needed to post an advertisement on the appropriate channel at the appropriate moment, which has huge potential. Companies may deploy internet advertising very rapidly, even with important responsibilities like planning and creating content. Ads may be quickly and simply created and published across a variety of internet media.
[bookmark: _Toc117634156]2.3 The development process of the online advertisement 
In the present time, various digital platforms are being used to promote or expand business with multiple ideas where online platforms like Facebook, Instagram, Google, YouTube and other platforms are the main track (Mustafiz et al., 2021). It is all about the algorithm that provides the ultimate benefit where search engine optimisation ranking is highly significant. This is all about the non-paid advertisement whereas, in terms of the paid advertisements, algorithms do work differently where the impact or effect is different. Regardless of the platform, it is important to understand the development process of the online advertisement, which is further discussed below:
Create a target personality
Internet advertising starts with an organisation’s customer, just like all other digital advertising strategies. As per Khoo and Khoo (2018, September), it is important to select the target consumers first and make an aim that will attract the customers. Then it comes about age, income along with career. It is more important to note that the problem should be addressed along with the way it will be done. A company basically creates an "audience persona" by providing solutions to the above-mentioned issues. Moreover, as opined by Dhananjhay (2022), an organisation may use this useful tool to direct all of its digital marketing activities. It is important not to be hesitant to create numerous market personas because many organisations have multiple client types. However, as per Chaparro-Peláez, Hernández-García and Lorente-Páramo (2022), refrain from attempting to engage too many different types of consumers at once. 
Choose advertising networks (s)
It could have been obvious where an organisation’s customer would go for the answers that the organisation offers after developing the consumer persona (Bala and Verma, 2018). Focus on reaching out to the market where they are by using platforms and methods that will catch their notice when choosing an advertisements platform or network for the organisation’s online advertising. Which networks are ideal to employ for a certain format will depend on how most internet ads are typically presented. PPC online ads, including guidelines, advertising ads, television commercials, and networking ads are three of the most common ad types. 
Determination of selected keywords and intended parameters
This is essential to customise and target individual projects or ads once the Ad template and Networking have been chosen. An organisation must be possible to correlate the overall persona to each required targeted statistic, even though each advertising company might offer its unique focus and setup choices. As stated by Singh et al. (2022), the majority of display advertisements are based on the geographical or sociodemographic traits of the company’s Archetype as well as their interactive content. Advertisements are frequently based on demographic, subjects, intentions, or geographical location. The search engine is also necessary for search advertisements.
Instalment of tracking
It is important to make regular monitoring to get success from it. To generate a positive result, it is important to conduct regular monitoring which will generate fruitful outcomes for the company. Therefore, as per Mustafiz et al. (2021), to cover up this segment, it is vital to use some strong and useful tools like google analytics to regulate online advertising matters. The ROI of the online advertisement can be easily monitored with the help of this google analytics. 
Constantly Assess the Outcomes
Be prepared to eliminate any phrases or simple website activity that isn't generating prospects or improving conversions over time. However, according to Dhananjhay (2022), clicks are good, the most important number for an organisation’s online advertisement is engagement percentages. Without some conversions, a click is just an expenditure incurred, usually without a goal or a product that will benefit the company. It will be possible for any organisation to redistribute that revenue to certain other phrases or possibly other online marketing initiatives after determining as well as expelling these terms from the company ad budget.
[bookmark: _Toc117634157]2.4 Factors affecting consumer buying behaviours 
As per Chen and Yao (2018), numerous distinct aspects impact consumer behaviour. A marketing expert should take the time to understand the aspects that influence customer behaviour The following are the five most essential factors that influence consumer behaviour.:
[image: psychological-factors]
Figure 2: Phycological Factors
(Source: Chen and Yao, 2018)
[bookmark: _Toc117634158]1. Psychological Aspects
Consumer behaviour is heavily influenced by an individual’s psychology. Among them the most critical psychological elements are:
Inspiration
When a person is adequately motivated, it changes the person's shopping behaviour. An individual contains numerous needs, albeit as social, economic, and security standards, in addition to estimate necessitates and consciousness aspirations.
ii. Observation
Consumer observation is a key influencer of customer behaviour. Whenever a consumer reads commercials, advertising, client testimonials, individuals build an impression about an item based on social media platform's remarks and other factors do (Paço, Shiel, and Alves, 2019). As a consequence, consumer observation has a major influence on client purchasing behaviour.
iii. Knowledge
Whenever an individual is determined to buy a product, they instantly get some knowledge about the product. The more customer acquires knowledge about any company product, the more it will help to buy the customer.
iv. Faiths and attitudes
Customers have individual opinions and thoughts that influence their purchase decisions. The client approaches the venture in a certain way based on this perspective. This approach is critical in building a product's brand recognition.
[bookmark: _Toc117634159]2. Social Aspects
As per Zhang et al. (2018), People are social beings who are accompanied by many people who influence their purchase patterns. Individuals seek to be accepted in community and to mimic their peers. As a consequence, their purchase behaviour is influenced by others around them. All of them are referred to as social factors. Among the social factors are the following: The shopping habits of a person are greatly impacted by the environment of their home. People's choices are built beginning in infancy. A constant habit helps the persons and their surroundings persons in buying products which ultimately leads to uplifting the social buying of all individuals. A high-positional person has a different level of buying status which can influence the buying aspect.
[bookmark: _Toc117634160]3. Cultural considerations
Cultural variables influence client purchase behaviour significantly. The underlying views, ambitions, goals, decisions, attitudes, and attitudes which a consumer witnesses and acquires from immediate family members and maybe other essential persons in their lifetime are referred to as cultural aspects (Bucko, Kakalejk, and Ferencová, 2018). Every civilisation on Earth has some form of socioeconomic segmentation. The social classification is determined not just by money, however also by occupation, hereditary traits, knowledge, and place of residence.
[bookmark: _Toc117634161]4. Personal Factors
Personality traits impact consumer buying behaviour. Aging is a crucial factor in determining purchase behaviour. Young people's shopping patterns differ compared to those of middle age group people. The traits available to the elderly are vastly separate. Teenagers, on the other hand, have a perfectly utterable option that contains the majority of client purchasing patterns and dictates general tastes (Alam et al., 2019). Consumer purchasing habits vary due to varying income patterns of individuals.
[bookmark: _Toc117634162]5. Economic Considerations
As per Chen and Yao (2018), consumer buying patterns and preferences are highly impacted by the economical position of a country or sector. Whenever a state is wealthy, its commerce thrives, it leads to a greater market supply of money and more spending power for consumers. While clients have a positive financial prospect, they are more likely to spend cash on acquiring items. A economic downturn, on the contrary side, represents a deteriorating marketplace plagued by high unemployment and declining money supply. 
[bookmark: _Toc117634163]2.5 Types of Consumers' buying behaviours
Consumer behaviour is the study of individuals and the ways they use to choose, use, and abandon commodities and services, in addition to their psychological, intellectual, and cognitive responses. Customer buying behaviour may be classified into four categories. Extended Decision-Making, Restricted Decision-Making, Obsessive-compulsive Buying Behaviour, and Diverse selection Buying Behaviour are the four categories.
Extended decision making
Extended Decision-Making happens when customers are purchasing a pricey item. People prefer to learn more about expensive things before purchasing them. Before making a final purchasing choice, they take the time to conduct extensive research on the goods. The financial risk of purchasing it is far more than it would be if they were to purchase an item with an average price (Rosenbaum, Otalora and Ramírez, 2017). Typically, people don't purchase expensive products every week. As a result, buyers spend more time assessing the product's appearance, functionality, and perceived value. Before investing, consumers frequently check product evaluations online or even consult their relatives and friends for guidance.
Limited Decision making
Consumers must make restricted decisions if there are less options available for them. In essence, this indicates that the market only offers a limited number of this product's variants. According to De Mooij (2021), there are occasionally fewer alternatives available for those who seek expensive things. The consumers' access is also restricted, and there are some differences in the products' quality and pricing. Consumers' sources become increasingly constrained when they consider quality and cost. People do not have the luxury of available alternatives in these sorts of situations. When customers demand certain items fervently, the situation becomes more complicated. Since there aren't many possibilities, individuals will have to choose an item from a small number of suppliers and pay attention to their budget or quality.
Habitual Buying Behaviour
Habitual Purchases behaviours in humans in our daily lives are really important. When purchasing a product that is simultaneously exceedingly inexpensive and widely offered, people do not give it any consideration or investigation (Kumar, 2017). When items are widely available and low in cost they do not care about the items much. Consider how regularly people purchase new socks. People consistently lose them or they constantly wind up with holes in them. On the other hand, as people regular needs the products they want to buy the products with less spending on it. 
Variety-Seeking Buying Behaviour
According to Valaei and Nikhashemi (2017), when there are obvious disparities in a product's features across the brands already in use, people exhibit this kind of purchasing behaviour. Out of curiosity customers might wish to test out a comparable product from several brands. For instance, people could be tempted to purchase a simple white t-shirt with a few slightly different patterns from various retailers. Just because they might want to occasionally change things up and not dress the same things every day. Since the t-shirt is quite reasonably priced everywhere, purchasing three or five of them shouldn't present any issues.
[bookmark: _Toc117634164]2.6 Impact of online advertising on consumer buying behaviours 
According to Wojciechowska (2017), by depicting the perfect customer in that position and encouraging social action toward the acquisition of that goods, advertising promotes social messages and a certain way of living. Investing in advertising also leaves people with a favourable image of a brand. The main elements that increase consumers' intent toward the goods and purchasing behaviours are persuasiveness, celebrity endorsement and brand image in the advertisement. The advertising-built brand image of the product has a significant impact on consumer purchasing behaviour. Online Advertising operates by establishing a sequence of connections that evokes a psychological reaction or link in the target market, eventually affecting the consumer's purchase decisions, frequently unconsciously (Childs et al., 2020). Ads have an impact on people's lifestyles and how much they try to display themselves in a socially appropriate way, as seen by social roles and images. Ads market lifestyle and image in addition to goods and services. Advertising teaches customers about different living styles, images, and trends. By depicting the perfect consumer in that situation and encouraging social activity around the purchase of that goods, Online advertising promotes social messages and a certain way of living. Investing in Online advertising also leaves people with a favourable image of a brand. Online advertising and quality perception are positively correlated. Therefore, expenditure on marketing is positively correlated with overall value, which increases the number of purchases made from that brand since customers often choose to buy from a well-known company to prevent quality regrets (Sama, 2019). Consumers may access an unlimited amount of adverts today. They do, however, like novel, amusing, and attention-grabbing things. Online advertising that is dull won't stick in customers' thoughts for very long. Therefore, it has been suggested that entertainment is a key component of good marketing that encourages consumers to buy. As in the present times, people have access to various online resources they compare the products of the various companies before buying the products.  Thus when the business makes an entertaining advertisement it can remind the consumers to check the similar products of the company. Thus as the buying behaviour is changed with online advertisement as people have more accessibility to various companies thus companies also should make entertaining ads to increase their brand awareness. Sales and brand recognition will go up with a strong advertisement. Advertising is not what customers require, but it is a terrific method for them to learn about the goods or services that they do require. According to Prashar, Sai Vijay and Parsad (2017), business will be capable to make commercials that are more powerful and unforgettable if companies comprehend how advertising influences customer behaviour. Consumers may typically get a broad understanding of a product's features via marketing. An advertisement needs to display just enough to pique interest to be efficient. Customers consider the product's characteristics. A logical list of characteristics engages the observer intellectually and offers buyers an understanding of functioning. The primary purpose of an advertisement is to inform potential customers that their good or service is accessible. Consumers who watch advertising learn about business items in a similar way to how they learn about breaking news. At this point, customers transition from being unaware of the company's existence to becoming conscious of it in the event of a possible purchase. In modern times consumers want to trust and be loyal to brands. If any business manipulates its customer then the customer will turn down the company as it is the change in the buying behaviours of the consumers. Consumers check the products online and read about the products and the reviews of the products from the users, thus the online advertisement should tell the true story there should not be misleading information otherwise people turn down the products.  due to the online advertisement, the consumers know what they can expect from the brands and the products thus the online advertisement increases the information knowledge in the consumers buying behaviours (Mothersbaugh et al., 2020). Due to the online advertisement, the consumers go to the brands most which stay connected to them and which brand has the reputation in the market. in the present times, consumers give more priority to quality than ever.
[bookmark: _Toc117634165]2.7 Challenges for the organisation in developing modern online advertisement 
Regardless of the fact that advertising may now exploit digital trafficking and website surfers, there are several issues that make it more difficult for advertising to obtain an advantage. Individuals are becoming more customised, self-centred, and receptive to speaking up when they believe something is wrong as technology develops. Such that, influencing web users is getting more difficult than ever. As per Husnain et al. (2019), the following are the major issues that internet advertising confront in today's high-tech environment, specifically in the era of online advertising.
[bookmark: _Toc117634166]Individual Value Personal Layout and Customisation.
It is an epoch where empowering is the slogan people hear constantly, and the explanation for this is because everybody is becoming more aware of their rights as individuals and they desire to believe that they have the ability to exercise those freedoms. Customer specifically relates to the different space of personal space and stage of online advertisement. Nowadays, internet consumers are irritated when websites attempt to impose adverts on users that are not of their concern or are not related to their own preferences or activities. To address this difficulty, advertisers should ensure that all advertising is tailored in a manner that attracts users, offers a personalised experience, and is appropriate to particular tastes (Kaur and Kochar, 2018). Allow them to dismiss the video advertisement after 30 seconds. Individuals enjoy to be in command, therefore giving customers the impression that they are in authority herein.
[bookmark: _Toc117634167]Drastically increase of Ad blocker utility
A person’s actions, livelihood, and time constraints have changed as a consequence of the changes brought about by technological innovation. People nowadays are easily irritated or agitated by the constant pop-up of advertisements, and it leads to an increasing amount of using Ad Blocker. This substantially lower the chances of the advertisers grabbing the attention of consumers through their advertisements. Unless an Ad Blocker box appears, visitors are likely to quit the webpage immediately (Victor et al., 2018). Being pertinent and considering how to make the ad reach the target demographic and pique their attention. Opposite designing the actual process and providing an innovative solution to interest people in the product promotion.
[bookmark: _Toc117634168]Acquiring Visitor’s Consent Is Challenging
As per Alam et al. (2019), the rising risks and frauds that the internet age poses to visitors' private information heightens consumer concerns. Personal data is essential to ensure that the adverts displayed are as appropriate as feasible and in compliance with internet social cognition. Because of the numerous legal charges, companies cannot just grab somebody's personal data without their permission and use it. Here, it is very important to have the visitor’s online consent and the proper way of using the data that demands that high protection from any kind of data breaching and security stakes. Unless an Ad Blocker box appears, visitors are likely to quit the webpage immediately. Being pertinent and considering how to make the ad reach the target demographic and pique their attention. Opposite designing the actual process and providing an innovative solution to interest people in the product promotion. 
[bookmark: _Toc117634169]2.8 Challenges associated with the change of consumer buying behaviours in the modern era 
In the modern era, many things have changed and many new things have popped up. And due to several reasons, consumer buying behaviour has changed a lot. The issue is not lying over there, it is directly linked to digitalisation along with the challenges that are being faced in terms of changing the buying behaviours of consumers. As stated by Lee and Lee (2020), there are several reasons, why the buying behaviours are changing that eventually, create challenges that are not acceptable at all, up to some certain extent. 
The complicated acquiring behaviour of individuals is the factor of consumer behaviour that presents merchants with the biggest problem (Cranfield, 2020). Therefore, important distinctions between various brands have an impact on complicated purchasing behaviour. Because they don't consistently buy goods from one provider, customers with complicated purchasing patterns present marketing challenges. Buying goods from many brands perplexes marketers since it makes it difficult for them to gauge customers' attention to certain commodities (Cavallo, Sacchi and Carfora, 2020). 
This part is significant as it is found that the reference team or group can make a huge impact on the challenges of the buying behaviours of customers. Primary groups get the power to shape a person's perspective or conduct. Depending on the goods and branding, as mentioned by Boone et al. (2019), comparator groups have different effects. For instance, the effect of normative beliefs might be greatest if indeed the object is apparent, such as a garment, pair of shoes, or automobile. The female relative has a big impact on the buying pattern and thus possess a huge challenge in terms of changing the buying behaviours. As opined by Fernandes and Panda (2019), because of this, marketers are attempting to determine the functions and effects of the spouse and kids. If a lady affects a husband's willingness to purchase a commodity, then advertisers might attempt to include women in their advertising. It is important to recognise that as customer lives evolve, therefore, it is significant to perform those functions that buyers play. The online advertisements or the impact of social media influences the family members and they intend to get the various products as they have witnessed in the social media or online platform, this it gets extremely complicated to withstand such issues (Cooley and Parks-Yancy, 2019). 
A "good diet" has evolved into the discovered new fad as a result of worries about overweight and hazardous food additives (Sandoval-Insausti et al., 2020). As a result, frequent exercise, stress management, consuming adequate water, and maintaining a balanced diet become crucial. In this regard, people intend to get a more easily accessible format to move on and never like to get out of their comfort zone. Whenever such consumers go to buy something they always seek those products which are suitable for them, however, as per Litvinaitė (2022), many organisations fail to understand the psychology or intentions of such consumers as this is more like the evolution in the modern era and the challenges become extremely acute. 
Consumers exhibit frequently inexplicable behaviour that varies from place to place and culture to civilisation (Zhang et al., 2022). The since the beginning of time, panic purchasing as well as heightened shopping behaviour have been noted amid public health situations. The precise neurological cause has not, however, been extensively looked for. Whereas, as opined by Sheng et al. (2021), throughout the covid19 outbreaks, the feeling of shortage is significantly correlated with customer behaviour as well as accumulating along with hoarding habits rise if a shortage arises for the present necessities. Additionally, it fosters an impression of vulnerability, which in effect triggers another motivation for amassing possessions.
[bookmark: _Toc117634170]2.9 Summary 
It can be said that in modern times an online advertisement is an important tool for business to enhance their profitability in the market. With online advertisement, a business can reach more potential marketing at less cost. Many things have changed and many new things have emerged in the contemporary period. The element of consumer behaviour that causes retailers the most difficulty is the complex acquiring behaviour of people. There are four types of consumers buying behaviours Extended Decision-Making, Limited Decision-Making, Habitual Buying Behaviour and variety-Seeking Buying Behaviour. Investing in online advertising also helps a brand's reputation. Positive correlations exist between online advertising and perceived quality. Customers research things goods. Because many organisations provide a variety of clientele, it's critical to avoid being reluctant to develop various market personas. Three of the most popular ad types are PPC online advertisements, which contain rules, advertising ads, television commercials, and networking ads. The vast majority of display adverts are determined by the interactive content of the company's Archetype as well as its online and read reviews from actual customers. As a result, internet advertisements should reveal the truth and avoid giving false information to prevent customers from rejecting the advertised regional or sociodemographic characteristics.
[bookmark: _Toc117634171]2.10 literature gap 
In the current literature, the authors try to cover the most of areas associated with consumer buying behaviours. However, due to time and resource restrictions, the authors cannot do it properly, thus the current literature also has gaps in it. The current study only focuses on Changes in the Consumer’s Buying Behaviour due to the development of Online Advertising. Consumers' buying behaviours are dependent on many other things rather than online advertisement such as the cultural aspects which is a potential literature gap in the study.
[bookmark: _Toc117634172]2.11 Conceptual frameworkImportance of Online advertisement in the modern era
The development process of the online advertisement
Factors affecting consumer buying behaviours
Types of Consumers' buying behaviours
Impact of online advertising on consumer buying behaviours
Challenges for the organisation in developing modern online advertisement
Challenges associated with the change in consumer buying behaviours in the modern era







   






Figure 3: Conceptual framework of the literature review of this study
(Source: Author, 2022)
                                          Chapter 3: Research Methodology
[bookmark: _Toc117634173]3.1 Introduction
Research methodology plays a crucial role in every study. This present study investigates the changes in the buying behaviour of the customers due to the development of the online advertising in the modern age. This reflects the impact of the development of the online advertising in this present age on the changing preferences as well as the behaviour of the customers while identifying the progress and evaluation of the online marketing. For this reason, this chapter has emphasised on the methods that have been used to execute this study in an organised way by implementing structured research methodology. All the research paradigms have been followed properly in this study. Moreover, the data collection methods and ethics followed have been discussed in this study along with accessibility issues and a time plan.
[bookmark: _Toc117634174]3.2 Research Method Proposition 
A thorough comprehension of the requirement and timeframe is developed by the student with the help of the phase-specific study plan (Orea-Giner, De-Pablos-Heredero and Vacas Guerrero, 2021). While building a compound architecture, the scholar receives assistance which includes processes that are specifically tailored to the study problem at hand. Information gathering and interpretation make up the final layer. The final design of the topmost surface that will depend on how the earlier layer or phases are customised. The core duration of a time appears to be the most crucial layer of this research study and it plays the most crucial role to conduct this study within a time. Through exposing more possibilities for completing the study, the adoption of the same research onion and customizing the phases that impose limits is advantageous to the student. 
[bookmark: _Toc117634175]3.3 Research Onion
Saunders et al. (2015) to demonstrate the processes research should take to develop a good technique, the research onion was devised. According to the research onion for this study, it is necessary to define the research philosophy first. The proper research approach, which is applied in the next stage, was built upon by the research philosophy. In the third step, the study strategy is decided upon as the research onion. The fourth phase which is also the last, and the fifth layer, which is the last layer, are where the data collection approach is identified. The research onion's benefits include establishing a process via which different data collection methods may be understood and outlining the processes necessary to design a methodological investigation.
[image: The-research-onion-Source-Saunders-et-al-2007.png]
Figure 4: Research Onion
(Source: Saunders et al., 2015)
[bookmark: _Toc117634176]3.4 Research Philosophy
As mentioned by Hürlimann (2019), a research philosophy is a collection of beliefs about the characteristics of the world being investigated. It contains a summary of the knowledge's essential description. Similarly, Ahlskog (2020) stated that a research philosophy’s presumptions serve as justification for the manner in which the study will be conducted. The objective strategy for achieving these objectives can vary depending on the research philosophy. There are three main study philosophy are present, positivism, interpretivism and realism. 
As this study mainly focused to derive the changes in the consumer’s buying behaviour due to the development of online advertising in the modern era, for this purpose, interpretivism philosophy is used. The interpretivism research philosophy is preferable to the positivism research philosophy for the current research job. As the interpretivism research philosophy assists in realizing the social aspects needed for the successful description of elements that are found in the way they are. 
[bookmark: _Toc117634177]3.5 Research Approach
It is important to know that the research methodologies assist the researcher in determining whether a developing theory or hypothesis would be appropriate for the current research and would be in line with the research’s objectives (Frew et al., 2018). However, there are two main types of research approaches are employed by researchers such as inductive and deductive approaches.
A deductive approach has been chosen for this study. A pre-existing is used to establish a hypothesis and the deductive approach then develops a research strategy to test them (Maarouf, 2019). Therefore, the deductive approach will be helpful for this research. On the other hand, Frew et al. (2018) stated that this method works well in situations when the goal of the study is to determine whether the actual events match what was predicted by many earlier researched studies or journals. The deductive approach may be seen as being particularly well adapted for this study so it allows for the creation of theories and statistical testing of anticipated findings. 
[bookmark: _Toc117634178]3.6 Research Design
The description of the research process’ execution is contained in the research design. While choosing the right methodology, the research design framework outlines the factors that were taken into account while choosing the right methodology (Bloomfield and Fisher, 2019). Through, this research design respondent was chosen and the data will be analysed. There are three different characteristics of research designs present such as descriptive, explanatory and exploratory.  
When conducting research, a descriptive study design looks for information to carefully characterise a phenomenon, situation, or population. More specifically, it aids in supplying solutions to the research difficulties (Dannels, 2018). A descriptive research design has been chosen for this study. Reflecting respondents' experiences is the goal of the descriptive research design. Although it is closely related to phenomenological research, this research can also benefit from a quantitative research design because it can be utilised to characterise the characteristics of a population subset while simultaneously quantitatively analysing the research topic, descriptive research entails the systematic and quantitative collecting of data so this research design is helpful for this study.  The descriptive research strategy used in this study makes it possible for the researcher to collect detailed research data while simultaneously collecting quantitative data. Therefore, it can be said that the selection of the research design is justified for this research. 
[bookmark: _Toc117634179]3.7 Research Strategy
The project's completion plans are outlined in the research strategy. A variety of methods, including action research, experimental research interviews, case study research, surveys or literature analysis can be used in the plan (Orea-Giner, De-Pablos-Heredero and Vacas Guerrero, 2021). The researcher has chosen to primary process to gather data for the current study in primary ways because the primary data collection process can be helpful for this research to analyse the changes and impact of consumer behaviour as a result of online advertising in the modern era. 
The survey method has been used to gather primary data, which could again provide a clear understanding of how customers feel about the subject. The author is expected to conduct an analysis of the data after successful data collection. The obtained data must be successfully analysed in order to get the desired results. As the current study is using a primary research framework to achieve its goals, "survey" has been chosen as the primary data gathering method. The best method for collecting quantitative and qualitative data is "survey."
[bookmark: _Toc117634180]3.8 Type of Research
The many research approaches are classified as a type of research. Different styles of research are more suitable for particularly studies depending on the aims, timetable and reasons for the research. Choosing the appropriate topic and objectives is the first step in research. However, there are two research types present such as primary and secondary. To analyse consumer behaviour toward online marketing and online advertising, this research mainly follows the primary data collection process. As mentioned by Frew et al. (2018), the primary data collection process is mainly following human participants for data findings. Therefore, this data collection can be useful for this study as it is crucial to know consumer behaviour about the development of online advertising in the modern era to make this study perfect.  On the other hand, as this study has been based on the primary data so any secondary data have not been analysed in this research and the survey process for data collection, making the study a primary one. 
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[bookmark: _34g0dwd]Figure 5: Types of Research
(Source: Frew et al., 2018)
[bookmark: _Toc117634181]3.9 Data Sources
The data sources of this research have been mainly following the primary data collection which is so much to analyse the consumer behaviour about online advertising and online marketing in the modern era. For this reason, the author of this study mainly conducted a survey process where 50 consumers are selected who have the depth-knowledge about online marketing and online advertising and how it affects their lives as well as helps an organisation to improve its market revenue and sales. As this study mainly follows the primary data collection process so no secondary sources have been used. There are some reasons are present to reject secondary data such as first of all since knowing the consumer behaviour is crucial for this study so any secondary source could not help properly to know the consumer behaviour and secondly the resources of the secondary data collection process is dependent on the internet databases, government reports, research papers as well as peer-reviewed journal articles so literature gap can be occur for this. 

[bookmark: _Toc117634182]3.10 Inclusion and Exclusion Criteria
The inclusion criterion in a study acts as a parameter that helps the author to specify the sources that need to be included in the study as a source of information when data is collected from secondary sources. In a study where data is collected from primary sources, inclusion criteria set the parameter on the basis of which participants are selected in the primary study (Ryder et al., 2020). On the other hand, exclusion criteria in the secondary study determine the sources that need to be rejected to conduct this study (Basias and Pollalis, 2018). In the context of the primary study, on the basis of exclusion criteria, some human individuals are rejected for the study. In this way, inclusion and exclusion criteria make the selection of sources from where the data has been collected simple for the researchers, before proceeding to the data collection method.
In this current study, the inclusion criteria, during the search of journal articles and books include- online marketing and online advertising, social media marketing, consumer behaviour, changes in the consumer behaviour, the significance of online marketing to increase sales, multiple types of strategies for online advertising to influence the consumer behaviour, benefits of online marketing, the positive impact of online marketing on the changes in the consumers' behaviour, difficulties faced by an organisation to develop online marketing strategies and possible measures to reduce the challenges. Only the articles between 2018 to 2022 that are in the English language have been considered for this study. For the selection of the human participants in this study, the individuals who use the internet have been considered to conduct the survey because online marketing is able to influence the consumers using the internet.
The exclusion criteria for the current research were the articles which are not in the English language and published before 2018. To include the updated information in this study these articles have been rejected. Moreover, this author did not include the individuals in the survey who do not use the internet as there is no direct impact of online marketing on the non-internet users. 
[bookmark: _Toc117634183]3.11 Data Collection Methods
As opined by Melnikovas (2018), data collection plays a vital role in every study as the success of the study depends on the collected data. In this research, data has been garnered from the secondary sources as well as the primary sources. Collecting qualitative data from the secondary sources has enabled the author to nurture multiple journal articles related to the research issue (Abutabenjeh and Jaradat, 2018). The works of the relevant authors have helped the author to understand the research issue from the perspective of multiple authors and created a clear concept about the research issue for the author. The keywords which are in the inclusion criteria have been used for searching relevant literature.
To collect the primary quantitative data, the author has conducted a survey among the customers. To collect data from the customers, a survey questionnaire has been designed by the author in the form of a Likert Scale. This scale includes the responses – Strongly Agree, Agree, Neutral, Disagree and Strongly Disagree. The survey questionnaire contains ten questions related to the research issue that helps to reveal their perspective on the development of online marketing. The responses of the participants have been collected with the help of a close-ended questionnaire. This has provided a detailed idea about the view of the consumers regarding the research issue.
[bookmark: _Toc117634184]3.12 Sampling Technique
Researchers use mainly two types of sampling methods. These are probability sampling method as well as non-probability sampling methods (Babii, 2020). In this study, the author has collected 50 sample customers to conduct this study. This sample seems enough to investigate the research issue. To select the samples, the author has used the purposive sampling method, a non-probability sampling method.  In this type of sampling, some criteria are applied while selecting the samples to serve the purpose of the study along with ensuring the quality of the outcome. Those criteria should be aligned with the research area so that the participants can relate to the questions and give the best possible responses. For this study, the author intends to select the participants who use the internet and do online marketing. Using the purposive sampling method has enabled the author to select the participants according to the needs of the study. Thus, the participants who are experienced in online marketing shared their views regarding changes in buying behaviour based on the advanced online advertisement techniques which helped to analyse the objectives and defining the results.
[bookmark: _Toc117634185]3.13 Data Analysis Techniques 
Applying proper data analysis is significant for this study because the selection of appropriate data analysis techniques helps to reach the objectives of the study (Patel and Patel, 2019). As in this study, quantitative data as well as qualitative data has been collected from the primary sources and secondary sources respectively, and two types of data analysis technique have been used. The collected quantitative data from Likert Scale responses, statistical data analysis method has been used. The collected data has been used in the graphical and tabular formats. This has enabled the author to understand the collective view of the participants related to the research issue. Moreover, to analyse the qualitative data garnered from secondary sources, the thematic analysis technique has been used in this study. The use of this technique has helped the author to build a critical understanding of the research issue.
[bookmark: _Toc117634186]3.15 Ethical Considerations
In this study, the author has followed all the ethical requirements to conduct this study successfully. As opined by Ngozwana (2018), a researcher must conduct a study ethically for maintaining the quality of the study and execute the study authentically. For the successful execution of the study, the author has maintained all the ethical standards. Moreover, before the survey, the author has collected the consent of the participants by signing a consent form by them. Confidentiality has been maintained in this study by not disclosing the personal information of the participants. The author has also provided the flexibility to the survey participants in answering the survey questions. There was no pressure from the authors' side to provide the responses to the survey questions. Even the participants could withdraw from the study even after the survey. Anonymity has been maintained in the study as from the results no one could be identified. The data has been stored in a personal device with password security. Only the project supervisor can experience the data sets except the author and no other person has the permission to access it. Eventually, the author would destroy the data sets after the publication of the grades. Moreover, in the case of secondary data collection, the author has cited all the secondary sources authentically by following the Harvard style of referencing. Plagiarism has been avoided in this way. The author has followed the Data Protection Act of 1998 to conduct the entire study.






[bookmark: _Toc116656509]3.16 Time Plan 
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Figure 6: Gantt Chart
(Source: Created by Author)
[bookmark: _Toc117634187]3.17 Summary 
At the end of the research methodology chapter, all the steps are successfully followed by the author. Both secondary and primary methods have been used in this study. All the paradigms related to the primary and secondary study have been followed in a systematic way. Following interpretivism philosophy has helped the author to understand the necessary social aspects related to the research issue for the successful depiction of elements. The collection of qualitative data has helped the author to understand the perspective of the relevant authors concerning the research issue. Thematic analysis of the collected secondary qualitative data has helped to understand the research issue from different perspectives. On the other hand, quantitative data garnered through surveys play a crucial role in this study as this has helped the author to understand the perspective of the customers. The role of this chapter is important for the entire study before the presentation of the outcomes of data analysis. It has been identified that this chapter has built the base for the entire study. On the basis of the research methods followed in this chapter, the findings after analysing the data have been represented in the next chapter.


[bookmark: _Toc117634188]Chapter 4: Key Findings and Discussion
[bookmark: _Toc117634189]4.0 Introduction
This chapter deals with the findings and further discussions on those findings with the help of the primary quantitative and secondary qualitative data analysis. After the completion of the primary and secondary analysis, a critical discussion will be made further. In the end, a brief summary is added. 
[bookmark: _Toc117634190]4.1 Primary quantitative analysis
Age
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Figure 7: Age
(Source: Author)
For the primary quantitative analysis, respondents have been selected as per the various age groups like 18% are from the age group of 20-25, 22% are from the age group of 26-30 whereas 34% of the respondents are from the age group of 31-35. Along with that, the age group of 36-40 is comprised of 12% of respondents and the age group 41-45 is comprised of 6% of respondents. Moreover, the participants of the age group 46-50 are filed with 6% of the respondents and the more than 50 age group has 2% of the respondents. 

Gender
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Figure 8: Gender
(Source: Author)
For gathering any information for a primary quantitative analysis, where a group of respondents is linked, gender category is vital to get a wide range of information. For the present study, male respondents comprised 38% whereas female respondents comprised 56% which is major in this case. Along with that 6% of the respondents decided not to mention anything regarding this matter. 
Response of Question 1
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Figure 9: Response of Question 1
(Source: Author)
The largest shift in customer purchasing behaviour brought on by internet advertising is the first inquiry, which deals with researching a product or service online before visiting a store in this regard around 48% of the respondents strongly agreed and 34% of the respondents agreed. These respondents have mentioned that they always prefer to go to the store for making a purchase, however, at first, they like to check the details of the product or services as it allows them to know whether those products are good enough to purchase or not. In this regard, around 10% of the respondents stayed neutral as they have barely any idea about this question. However, around 6% of the respondents disagreed and 2% of the respondents strongly disagreed as they stated that there is no requirement to check a product online as they are quite confident about what they are about to purchase. This reflects that people prefer to check product detail online before making a purchase. 
Response of Question 2
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Figure 10: Response of Question 2
(Source: Author)
In this question, the respondents were encountered with a question that customers are helped by internet advertising when choosing products since they can compare comparable items from different companies and choose the best quality at a reasonable price. In this regard, 38% of the respondents strongly agreed and another 38% agreed whereas 10% of the respondents stayed neutral. The agreed group has mentioned that online advertising is currently extremely helpful to compare various products with multiple ranges along with the reasonable price. Whereas 10% of the respondents disagreed and 4% of the respondents strongly disagreed and they have mentioned that online advertisement is good, however, sometimes they upload fake news that is not linked with the products. However, the responses reflect that a maximum number of people believe that online advertising is pretty helpful in terms of the selection of a particular product from a variety of products at a more reasonable price. 
Response of Question 3
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Figure 11: Response of Question 3
(Source: Author)
The next query posed to the respondents is if modern customers are well-informed about the highly desired product as a result of internet advertising and whether they are therefore receiving value for their money. 24% of respondents remained indifferent, while 36% of respondents strongly agreed and another 30% agreed. The neutral segment is quite high astonishingly that many respondents did not intend to mention anything regarding this question as they lack any fair idea about this matter. Whereas, the agreed respondents have mentioned that they are happy to utilise the benefit of the online advertisement which allows them to get the product they look for with an affordable budget. However, around 6% of the respondents disagreed and 4% of the respondents strongly disagreed as they don't believe that such a thing can change their buying pattern. Therefore, it can be said that people in this era are still happy to make the proper utilisation of online advertisement in terms of spending their valuable money where sufficient knowledge they already possess. 
Response of Question 4
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Figure 12: Response of Question 4
(Source: Author)
In this aspect, around 22% of the respondents strongly agreed and 30% of the respondents agreed whereas 4% of the respondents remained neutral. They agreed respondents have remarked that ad block is highly essential as it can reduce irritation. However, the respondents have also mentioned that giving ads is also helpful for many purposes as many organisations or agencies get a sufficient amount from the ad. This is highly effective as 26% of the respondents disagreed and 18% of the respondents strongly disagreed. The responses are highly critical as the respondents have surveyed mixed responses. 
Response of Question 5
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Figure 13: Response of Question 5
(Source: Author)
In this segment, the respondents have been asked to make responses whether dynamic consumer purchasing habits brought on by modern consumers' easy access to a wide range of goods and services make the administration of organisations more challenging. Here, around 30% of the respondents strongly agreed and 34% of the respondents agreed as they have mentioned that it is true that having a product variation, creates huge problems for the administrative process of many organisations. However, only 10% of the respondents and 6% of the respondents disagreed and strongly disagreed on this, respectively as they do not think that it is a huge issue for organisational management. It is proved this part remains contradictory as 20% of the respondents did not intend to say anything about this. 
Response of Question 6
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Figure 14: Response of Question 6
(Source: Author)
The last question was about the unique creation of online advertisements that helps. And this is quite true as 30% of the respondents strongly agreed and another 32% of the respondents agreed with this. However, it became conflictive as 18% did not make any comment on this as they lack a fair idea. Whereas 12% and 8% of the respondents disagreed and strongly disagreed, respectively, as they mention that this is not true all the time and that the nearby future may witness a different result.
[bookmark: _Toc117634191]4.2 Secondary qualitative analysis
[bookmark: _Toc117634192]4.2.1 Analysis of the importance of Online advertisement in the modern era and its development process
In the present era, businesses may promote themselves online to a global audience and advertise beyond the local market. With the assistance of web marketing, businesses may quickly connect with their target market. Thus, web advertising aids in a company's exposure to millions of potential customers. According to Martins et al. (2019), businesses may target and retarget the perfect prospects via online advertising. Retargeting allows businesses to find the optimal client profile by serving to advertise based on previous activity. When a company knows what its clients look like, it will understand exactly who to target and where to seek online for all similar people, ensuring that its advertising is also shown to them. Businesses may target a demographic based on their characteristics while advertising online. The capacity of a company to target extends beyond finding the proper clients. According to Ioanas (2020), A business may go one step beyond and offer content that will appeal to every audience the most. Internet commercials are sometimes perceived as being of low quality, yet online ad has the chance to be very compelling using video and other material. Utilizing cartoon and in-banner video advertisements may boost brand identification and showcase a company's distinct competitive advantage.
in developing an online advertisement, a business needs to go through various stages first they should think about advertising objectives, it should be clear before creating it. Then the next thing that they should consider is the budget for the advertising (Adshead et al., 2019). After that, the most important thing comes which is the key advertising message that they want to give to the people. Then they should think about how they can make this unique so that people think it is different and entertaining so that they can remember it for a long time.
[bookmark: _Toc117634193]4.2.2 Analysis of the types of Consumers buying behaviours and the factors affecting them 
According to Zhao et al. (2021), purchase decisions are significantly influenced by marketing initiatives. They can even encourage customers to switch brands or choose costlier options if done well, consistently, and with the proper marketing message. Previously we know the types of the various consumer buying behaviours, On the other hand, some businesses mark Extended decision-making as Complex buying behaviours. When buyers purchase costly, seldom purchased goods, they exhibit this kind of behaviour. They play a significant role in the study that customers do before making a high-value transaction. Consider purchasing a home or a vehicle; these are examples of complicated purchasing behaviours.
There are other types of buying behaviours Dissonance-reducing buying behaviour, Despite being heavily engaged in the purchasing process, the customer finds it challenging to distinguish different brands. When a customer fear they may regret their decision, this is referred to as "dissonance."
According to Bucko, Kakalejčík and Ferencová (2018), there are various factors such as psychological factors, social factors, perceptions, online advertising, quality of the products and the quality of the marketing all can be included in the factors that have an impact on the purchasing behaviours of the consumers.
[bookmark: _Toc117634194]4.2.3 Analysis of the impact of online advertising on consumer buying behaviours along with its challenges
It is found that the reference team or group can have a significant influence on the difficulties posed by customers' busying behaviours. This is further added by Servera-Francés and Piqueras-Tomás (2019), reference groups have an impact on customer perceptions and actions. A user's opinions and actions are influenced by their sample population. People who persuade everyone else are considered thinking influencers. Advertisers ought to know which executives along with entities impact their potential consumers including respective officials as well as institutions represented. Moreover, as added by Reddy, Jagadeesan and Lakshmi (2022), whenever marketers need to conduct more studies to identify successful marketing strategies that can allure along with attracting clients with sophisticated purchase behaviour, difficulties arise. It is one of the contemporary components of consumer conduct and influences a person's ability to make decisions. Opinion leaders are often included in reference groups.
Consumers indeed face impending health threats from outbreaks, to which they traditionally have responded with dread including terror. This is further mentioned by Chiu, Kokkinis and Miglionico (2020), consumers' standard reaction to an outbreak is panicking, which jeopardises their capacity for adjustment as well as upsets the balancing act of their lives. The issue does not end here as the covid19 outbreak has indeed made a huge impact on the challenges as an organisation would like is to weaken the organisation’s strategy's effectiveness by weakening the messaging, however, not harming the consumer morality. Early identification of the organisation’s target clients will guarantee that the company’s advertising messages are directed at consumers who will help to expand the company which is directly influenced by customer behaviours.
[bookmark: _Toc117634195]4.2.4 Analysis of the obstacles for the organisation in developing modern online advertisement
From the literature review section, it is clear the three main challenges are Individual Value Personal Layout and Customisation, a Drastically increase in Ad blocker utility, and Acquiring Visitor’s Consent Is Challenging (Husnain et al., 2019). The statement is also supported by Liu-Thompkins (2019). But he also mentions that not only these three, there are some other factors also that cause the biggest challenge in the way of online advertising. According to him Customising Engaging Pathways and Keeping a Presence are two major challenges. The major issue is that social media involvement frequently depends on socio-cultural characteristics that are not visible to individuals who live beyond the popular zeitgeist. Corporations must then explore using other social media platforms which can beneficial for firms that depend on flashing discounts and bite-sized information and personalising the experiences to maximise the impact. Gordon et al. (2021) also stated that the last significant stage that internet firms cannot manage to skip is public exposure. Sustaining an online footprint requires continual meticulous attention that is executed eternally, instead of establishing and overlooking the fact. It may require some time to acclimate to the requirements of this concept, but thankfully, such participation only becomes simpler with practice. It is not just about surviving; it is about creating a neighbourhood that can show prospective and recurring consumers how much the company is responsible. These challenges are basically based on the time period as it can change with time depending on the company's performance.
[bookmark: _Toc117634196]4.3 Discussion
4.3.3 From the literature review section it is clear that people who convince others are referred to as cognitive influencers. Social standards, influencers, and aspirational behavioral aspects are critical issues in online advertising, where clients may acquire a variety of virtual relationships as well as digital groups (Servera-Francés and Piqueras-Tomás, 2019). The findings section of the study also depicts that online advertising and influencers are very connected but the mindset of people somehow depends on the gaining brand value of any company. From the two broad discussions in the study’s literature review and analysis section, it is definitely clear that advertising achieves three goals: increasing company revenues, offering consumer with a wide range of varieties, and ensuring the societal and economic well-being of the community. Therefore, advertising has a motivating effect on customer purchase behavior. Todri, Ghose, and Singh (2020), also supported that consumers have varied demands depending on their tasks and preferences. Consumers who are conscious of a commodity whom are most love to purchase. It was concluded that brand advertisement has a significant effect on the brand's reputation and greatly impacts customer purchasing behavior.  There was also an agreement that there is a strong link between advertising and customer purchasing decisions. Consumers would rather buy marketed things than unadvertised products and it surely clicks the mind of the advertisers. It is also an important fact that attracting visual advertisements are more appealing to the customers and somehow holds a massive place in customers’ minds than audio advertisement. As mentioned in the literature review by Leiss et al. (2018), online advertising helped the business to reach more customers than traditional marketing and it also helps the small business to compete with global companies as with the help of online advertisement they can reach more customers with specific content at lower marketing costs.
This statement is also supported by Martins et al. (2019), businesses may target and retarget the perfect prospects via online advertising. When a company knows its clients, it can utilise more effective marketing techniques to engage potential customers with the company. With online advertisement, the companies get higher chances to engage them as they can send them specific details about the products that the customer has already interested in. As mentioned in the literature review there are four types of consumers buying behaviours Extended Decision-Making, Limited Decision-Making, Habitual Buying Behaviour and variety - Seeking Buying Behaviour. On the other hand, from the findings, two more things come up one is complex buying behaviours which is the similar things as Extended decision thinking the other type is the Dissonance-reducing buying behaviour
4.3.4 From the literature review section it is clear that despite the fact that online advertising might then abuse digital trafficking and website browsers, there are various challenges that render advertising more challenging to get an edge. The section broadly delivers all the challenges that an organisation that does online advertising can face. According to Victor et al., (2018), Individual Value Personal Layout and Customisation, drastically increase of Ad blocker utility, Acquiring Visitor’s Consent are the main 3 challenges that can hamper the sustainable footprint of any organisation where ever in the findings section Liu-Thompkins (2019) mention that Customising Engaging Pathways and Keeping a Presence are another two major aspects of online advertising presence of any organisation. From the two broad discussions in the study’s literature review and analysis section, it is definitely clear that these five are the major challenges that are creating a barrier to achieving success nowadays. It is very much clear that all these challenges create a problem in webpage viewing options where website outages pause in the website or content downloading, or in browsing, problems could influence the number of instances and the quality with which customers see digital advertising. When technological problems arise, businesses are unable to develop the ability to display ads for their offerings, this might result in income loss. Surfing troubles might develop as a consequence of webpage difficulties or if a client is reading a website to use a smartphone or tablet or other visual interface, has slow connection to the internet, or does not have the appropriate applications and programs updated on his Desktop for optimal viewing (Gruner et al., 2019). But, of this problem, the customer is not only suffering rather the advertiser is also suffering due to the low reaching point. The low reaching point also lowers the availability and reaches a peak for many people. Graham and Wilder (2020), stated that customers often access a website with a certain objective to enhance, whether it be to brush up on the most recent entertainment news, browse the internet, connect with friends, stream music, or purchase for a particular piece. Websites provide customers with several alternatives that might quickly divert their focus away from company’s online marketing and it creates losses. Providing an option is good but offering this with a structured pattern will automatically solve the problem and lowers the challenges.
[bookmark: _Toc117634197]4.4 Summary
The discussion reveals that it is important to make the identity as thorough as the organisation can by utilising as much information as the same organisation can. It will be simpler to select the most effective technique of communication the more an organisation understands its target. When it comes to online advertisement, where customers may access a range of virtual connections as well as internet societies, social norms, influencers, and ambitious group behaviour are crucial themes. Organisations are more serious nowadays to put an advertisement on the digital platform as it is revealed that around sixty per cent of people across the world use digital platforms in recent times. 
                                 
[bookmark: _Toc117634198]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc117634199]5.1 Conclusion
This study on the changes in the buying behaviour of the consumers due to the development of online advertising in the modern age has been investigated with the help of primary quantitative data as well as secondary qualitative data. After the completion of the study, it has been identified that information available through online and online marketing has significantly impacted buying behaviour of consumers. In this chapter, an interrelationship has been created between the previous chapters and the objectives of this study. From the analysis of the secondary collected through the literature review, it has been identified that online marketing has become indispensable in this modern age to gain sustainable competitive advantage in this modern age as well as increase sales. The significant benefit of online marketing has been identified as affordability of the online marketing over traditional marketing. It has been also found that the immense use of the internet enables advertisers to reach a greater number of customers rather than traditional advertisements at a fraction of the cost. In this regard, the author has compared traditional marketing and online marketing for an in-depth insight of the research issue. The development process of online marketing has been identified as creating a target personally, selecting an advertisement network, determination of selected keywords and intended parameters, and tracking and constant access to the outcomes. However, it has been identified that though online marketing has become more popular in recent days, traditional marketing like television advertisements and print media advertisements are still important to attract customers.
The analysis of the qualitative data and quantitative data interpretation has led to the achievement of the objectives of this study. The dependent variable changes in consumer buying behaviour are influenced by online marketing. The impact of online marketing is multi-dimensional. In the earlier chapters, it has been found that psychological factors like motivation, learning, perception, attitude, and beliefs; social factors such as family, reference groups, status; Personal factors like age, personal earnings, occupation and lifestyle; and cultural factors impact the customers’ buying behaviour. This study has also identified the challenges faced by marketers in the development of online marketing. On the basis of these challenges, this chapter provides suggestive strategies for improving online marketing.
[bookmark: _Toc117634200]5.2 Linking with Objective
This section reveals the discussions on the basis of the literature reviews and findings concerning the objectives of the study. The objectives of this study have been developed in the initial phase and the achievement of the study objectives relies on the proper execution of the research activities.
The first objective concerning the development and significance of internet advertising has been met with the help of the literature review as well as quantitative data analysis. The studies have published data on the development process of online marketing and the importance of online marketing has been critically analysed in the reviewed literature. To understand the importance of online marketing in detail the author has made a comparison between the traditional form of marketing as well as online marketing. This has been identified that the cost of implementing internet marketing is less than online marketing. In relation to this, it has been found that with the help of online marketing it is possible to reach more numbers of targeted customers than traditional marketing. Even the time taken in internet marketing or online marketing is less than the traditional form of marketing. Online advertising is appropriate for organisations that set the target market nationally or internationally as well as large-distribution capacities. Through the quantitative data analysis, it has been also identified that most customers depend on online marketing for their source of information before making purchase decisions.
The second objective, related to the shifts in behaviour of the consumers in relation to online marketing has been fulfilled with the help of qualitative data analysis as well as quantitative data analysis. Analysis of the qualitative data from secondary sources involving journal articles, reports, research papers, and online books has helped the author to reach this objective. Literature was searched on the factors affecting buying behaviour of the customers, types of online marketing and the impact of online advertising on the buying behaviour of the customers. With the critical analysis of the literature, it has been found that the advertising-oriented brand image of the product has an intense effect on consumer purchasing behaviour. Online advertising impacts the lifestyle of the customers, perception, and understanding of the customers about the product or service, and ultimately encourages the customers for buying the product. However, it has been also identified that if a marketer provides wrong information through online marketing, it creates a negative product image among the customers and ultimately demotivates the customers from buying the products. Responses of the participants also revealed that different types of online marketing are effective to meet the needs of multiple segments of customers.
The third objective, concerning the difficulties a company encounters while creating internet advertisements and alterations in customer purchasing habits, has been achieved by reviewing the research papers and analysing the responses of the survey participants. The most significant challenge in the development of online advertising is that social media involvement frequently depends on socio-cultural characteristics that are not visible to individuals who live beyond the usual ideas. One of the most significant challenges found from the analysis of primary quantitative is the use of the Ad Blocker by the customers. In this way, the third objective has been achieved in this study.
The last objective has been met by providing recommendations in this chapter on the basis of the challenges faced by the companies while creating internet advertisements.
[bookmark: _Toc117634201]5.3 Recommendations
The digital platform has undergone amazing changes in recent years. Small and large businesses now have exclusive options to sell their goods and services to a broad audience thanks to digital marketing. Therefore, it is common for those businesses, they can face challenges at any time. Through the analysis of the literature review, it is identified that both customers and organisations faced many challenges in accepting the online advertising process and also for developing modern online advertisements. Therefore, to mitigate those challenges and cope up with challenges the recommendation part is derived in the chapter. The following different recommendations are derived for both customers and organisations.  
· Many firms need to create buyer personas since they do not completely understand the main target for their product. This could serve a crucial role in the digital marketing platform as fictitious representations of the ideal consumers. Market research and accurate information about the current client base are used to create buyer personas.
·  Due to time restrictions or uncertainty about where and how to find useful information for online advertising or potential customers, many forms may find it difficult to understand their target market. Therefore, it is highly recommended for those firms who start their business through an online process that they must employ proper more by personas to know the customers and their requirements. However, using survey tools to conduct routine surveys to monitor customer satisfaction and seek information from participating customers would make this easier.
· It is also true that following old leads or fulfilling only old customers' needs is not a good idea for any company. Therefore, maintaining the new leading list, making new customers and fulfilling their needs are one of the crucial things that a business needs. On the other hand, gaining the trust of website visitors is the primary goal of any company which could help them to get more customers and enhance their business revenue. In order to acquire access to gated content, also known as content offers, personal information may be given to make potential customers. New customers will become potential for a company once trust has been established. This recommendation is mainly useful for small businesses as they can create fresh leads by applying this.
· Most organisations faced problems to create the perfect content for online marketing which affects their sales. If an organisation cannot create attractive and helpful advertising content then it could become for them to attract more customers and make a relationship with them.
·  Therefore, for this purpose organisations needs to adopt journalistic, design artistic and technical talent to produce high-quality content and for this reason, those organisations need to assemble a team by either reallocating employees with the necessary abilities or hiring fresh and skilled talent.
·  Alternatively, a large and well-established organisation can hire an outside company who have a talented workforce and also can handle the process wisely. They will probably execute the job better, and the company will gain from their knowledge of the best practices for content marketing and their skills.
· There is a growing emphasis on measurement and analytics as a result of increased investment in data-driven marketing.
·  Most of the companies faced problems working with their data as they cannot analyse their data properly. To mitigate such issues, organisations must think before giving each website visitor monetary value. Again, tracking the number of visitors and analysing their behaviour is much needed in this case. 
· Assign a value to the number of leads generated by downloads and utilising the lead magnets like white paper can be useful. Marketo, Pardot and Hubspot which are famous for online marketing automation can be most useful to track end-to-end customer details and also useful for knowing the customer's initial visit and their purchasing behaviours. 
[bookmark: _Toc117634202]5.4 Limitation
The study's constraint on summarising from the results is one of its limitations. However, it also teaches how to use the application, practice correctly and make a study perfectly that could be helpful for future research. Analysing the limitations of a study will also be helpful for analysing the applicability of the study findings. Through analysing the finding of this study the result concludes that this study has certain limitations as it follows the primary data collection process. First of all, limited time is the main limitation of this study. The primary data collection process is the most time-consuming process but for the limited time, required data cannot be gathered for this research. Secondly, as this research follow the primary data collection process so a vast number of respondents must be conducted to know their perspectives on the online advertising process. However, due to a limited budget, this study has been unable to recruit enough participants. To make the data analysis part better and more suitable, a large more feedback is much needed for this study but the small sample size makes the data analysis of this study less accurate than it could be.
[bookmark: _Toc117634203]5.5 Future Scope
Through analysing this whole study it can be said that this current study topic has a number of prospective research subfields. The result of this study has established the framework for developing the changes in consumers' behaviours with the online advertising process. There are many rooms open for widely analysing the study topic. As this study follows the primary data collection process so next research could be done with secondary data. The sample is the main limitation of this research so in future, this study could be done with a large size and a wide range of response alternatives that might be useful for this research. The study variables such as Changes in the consumer’s buying behaviour and the development of online advertising in the modern era can be so much helpful to produce a varied range of research topics. In the future study, there are a number of changes that should be made by the researcher. As this research mainly follows customer buying behaviour about online advertising so there are lots of scopes present for the future where researchers can conduct a study for a company or a country.
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[bookmark: _Toc117634205]Appendix 1: Survey Questionnaire
Age: 20-25/26-30/31-35/36-40/41-45/46-50/50+
Gender: Male/Female/Rather not say
1. Do you believe that checking the details of the product or service online before moving to the store is the biggest change in consumer buying behaviour due to online advertising?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
2. Do you believe online advertising assist the customers while selecting the product as they can compare similar product of different brands and select the best quality at an affordable price?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
3. Do you believe that nowadays consumers are highly informed about the urged item due to online advertising and thus they are achieving value for money?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
4. Do you believe that Ad Blocker’s utility and visitor’s reluctance for experiencing the advertisements if not wished is the biggest challenge for the organisations to increase the reach of the advertisements?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
5.  Do you believe dynamic consumer buying behaviour mainly due to accessing a huge range of products and services nowadays is adding difficulties to organisational management?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
6. Do you believe if online advertising is designed uniquely for different customer segments including the demands then it can tackle the dynamics of customer buying behaviour?
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree

Appendix 2: Calculations
Age
	Age
	Responses

	20-25
	18%

	26-30
	22%

	31-35
	34%

	36-40
	12%

	41-45
	6%

	46-50
	6%

	50+
	2%



Gender
	Gender
	Responses

	Male
	38%

	Female
	56%

	Rather not say
	6%



	Sl No.
	Question
	Response

	
	
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	1
	Do you believe that checking the details of the product or service online before moving to the store is the biggest change in consumer buying behaviour due to online advertising?
	48%
	34%
	10%
	6%
	2%

	2
	Do you believe online advertising assist the customers while selecting the product as they can compare similar product of different brands and select the best quality at an affordable price?
	38%
	38%
	10%
	10%
	4%

	3
	Do you believe that nowadays consumers are highly informed about the urged item due to online advertising and thus they are achieving value to money?
	36%
	30%
	24%
	6%
	4%

	4
	Do you believe that Ad Blocker’s utility and visitor’s reluctance for experiencing the advertisements if not wished is the biggest challenge for the organisations to increase the reach of the advertisements?
	22%
	30%
	4%
	26%
	18%

	5
	Do you believe dynamic consumer buying behaviour mainly due to accessing a huge range of products and services nowadays is adding difficulties to organisational management?
	30%
	34%
	20%
	10%
	6%

	6
	Do you believe if online advertising is designed uniquely for different customer segments including the demands then it can tackle the dynamics of customer buying behaviour?
	30%
	32%
	18%
	12%
	8%



  


44

image4.png
Philosophies

Approaches.

Strategies

Choices

Time
horizons.

Techniques and
procedures.





image5.png
Primary

Types of
Research

Secondary




image6.png
SL Task Title Duration

No. Week | Week | Week | Week | Week | Week
12 | 36 | 710 | 1115|1620 | 2122

T | Introduction

2 | Literature Review

3| Methodology

4| Key Findings and Discussion

Conclusion and Recommendations





image7.png
Age

Responses

20-25

18%

26-30

3135

36-40

4145

46-50

50+





image8.png
Age
o mE

4650 m— 4
4145
3640 mm—(15]
5135 —— (5
263 E— 55
2025 E—
o e e sm A





image9.png
Gender Responses
Male 38%
Female 56%
Rather not say. 6%





image10.png
Mk

Gender

+Female  Rather notsay





image11.png
Options

Responses

Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree





image12.png
Response of Question 1

®

- Stongly Agree  + Agree
- Neutral - Disagree
= Strongly Disagree





image13.png
Options Responses
Stronely Agree 38%
Agree 38%
Nevtral 10%
Disasree

Strongly Disagree





image14.png
Response of Question 2

« Strongly Agree  + Agree * Newral
 Disagree - Strongly Disagree





image15.png
Options Responses
Stronely Agree 36%
Agree 30%
Nevtral 24%
Disasree

Strongly Disagree





image16.png
0%
5%
0%
2%
20%
15%
10%

%

%

Response of Question 3

Stongly Agee
Agie

Neaal Disgres Stongly
isagree





image17.png
Options Responses
Stronely Agree 20%
Agree 30%
Nevtral 4%
Disasree 26%
Strongly Disagree 18%





image18.png
Response of Question 4

- Strongly Agree  + Agree + Neural
- Disagree - Strongly Disagree





image19.png
Options Responses
Stronely Agree 30%
Agree 34%
Nevtral 20%
Disasree 10%
Strongly Disagree 6%





image20.png
Response of Question 5

.

- Stongly Agree  * Agree “ Neutal

- Disagree

= Strongly Disagree





image21.png
Options Responses
Stronely Agree 30%
Agree 32%
Nevtral 18%
Disasree 12%
Strongly Disagree 8%





image22.png
Response of Question 6

%
%
a4
15% |

Stongly Agree Neumal Disagree Steongly
Agie Disagree





image1.png
University of Wales
Trinity Saint David




image2.png
) Chapter 3: Methodology |

Chapter 4: Key Findings and Dicussion

Chapter 5: Conclusion and Recommendations





image3.png




