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[bookmark: _Toc108904994]Title 
The present research proposal will be on the topic of 
“Changes in the Consumer’s Buying Behavior due to the Development of Online Advertising in Modern Era”
[bookmark: _Toc108904995]Aims & Objectives
The present research aims to identify the effects of the development of online advertising on the changing consumers’ behavior regarding buying a product during the modern era. The topic is ideal in the present context and the objectives of the present research topic are as below:
· To evaluate the contribution of online advertising and its development.
· To understand the changes in consumers’ behavior in the context of growing online advertisement.
· To analyze the challenges faced by an organization in order to develop online advertisement and changes in the consumer’s buying behavior.
· To recommend strategies to mitigate those challenges and bring positive impact within the organization.
[bookmark: _Toc108904996]Research question
The research question for this present research work is as below:
1. How the consumers’ behaviors have been changed with the continuous development of    online advertisement in the modern era?
2. What does the audience think or feel about you, your product, your service?       
[bookmark: _Toc108904997]Background and intro 
As per the research of Urban (2020), it can be seen that online advertising is an essential part of marketing. With changing times, it is evident that people are more willing to invest their time in the technological sectors rather than staying focused on traditional methods. In this regard, the concept of online advertising is helping an organization to reach out to a larger consumer base. On the other hand, the research of Lee and Cho (2020), states technological advancement is causing people to be confined to their smart devices and the growing use of social media is making them get manipulated by others' points of view. Hence, online advertisement is highly required to see the required growth in the business. 
Online advertisement is the concept of digital marketing or can be explained as a marketing medium that is performed with the help of the internet. This online advertisement has integrated itself into the regular digital interactions where a company can earn revenue whenever a consumer clicks on the advertisement and they are looking for something by using the search engine options. The growing use of social media has only fanned the situation (Bale and Verma, 2018). 
[bookmark: _Toc108904998]Problem Statement
The research is aiming to understand the changes in consumers’ behavior due to the development of the online advertisement. As per the research of Adel Abu (2020), it is imperative to understand that a consumer is an asset to the organization and changes in his buying behavior can either help the firm or creates challenges to grow further. The changing technological situation can create immense changes in buying behavior. Hence, it is important to understand the same and the present research work is going to help in the same. 
[bookmark: _Toc108904999]Literature Review
[bookmark: _Toc108905000]Introduction
A literature review is considered to be one of the most pivotal parts of the entire research work. This chapter works as the prevailing background of the research work and hence, needs to be performed with utmost diligence and care. The theoretical information collected in the current research work is going to be the basis of future analysis. The systematic review of the journals and articles is going to help the author to continue the research work in a successful manner.
[bookmark: _Toc108905001]Online Advertisement and its Development
According to Buchanan et al. (2018), online advertising is also known as web marketing or internet advertising. Here internet or websites are used as promotional channels to reach out to the target audience. With the help of online advertisement, finding consumers who are interested in the business or the products have become easier. Online advertisement is often considered to be highly useful as it can offer granular information about the consumer that could be utilized to enhance the marketing efforts of the company effectively. With the help of online marketing, the company can save huge expenditure from the marketing department as online marketing can often happen at a lower cost. 
As opined by Dwivedi et al. (2021), due to the continuous technological advancement the employees of an organization can think about the exact objectives behind the certain advertisement and these objectives are explained via marketing within the allotted budget. Online advertising is not the concept of advertising on social media or digital platforms. It is more about long channels that consist of severe stages like strategies regarding obtaining website traffic and targeting and successfully delivering marketing messages to the audience. For development, online advertisement has seen a surge in online video advertising along with influencer brand advertisement and social media advertising. With the developed scenario, desktop advertising has seen a significant decline whereas mobile digital advertising has seen huge growth and global expenditure on this is around $440 billion (Adel Abu, 2020).
[bookmark: _Toc108905002]Changes in Consumers’ Behavior
As the research starts to continue, it is evident that various journals, articles, books, newspapers and websites will be considered. Now as the research starts, it is seen that online advertising is an integral part of the modern business ambience. Big organizations are investing millions in order to reach out to the larger consumer base. The importance of understanding consumer behavior is also equally important as consumers are the biggest asset of an organization. Online advertisement helps the organization to reach out to larger consumers. As per the research of Dwivedi et al. (2021), it is found that whenever an organization thinks of expanding its business marketing becomes an imperative aspect of the same. Without proper marketing a company cannot grow manifold and therefore, they try to implement various procedures in order to expand their business cycle via prudent marketing method. 
The research of Bale and Verma (2018), states whenever a consumer sees an online advertisement while doing a job, or relaxing on a couch, it affects their mentality and they start off thinking to buy the product. This can be working as a factor to enhance the emotional quotient of consumers. Moreover, the use of social media has extended this factor. It is assumed that when many people are buying the same product within a social group, it automatically enhances the factors predicting consumers' behavior. The attraction of the product is instrumental in creating a sense of attention among the consumers which in turn arouses their interest in buying the product (Lee and Cho, 2020). The desire is created and that ends in the purchase of the product. This is the reason; any company pays a significant budget for their marketing and online advertising has significantly reduced the same.   
[bookmark: _Toc108905003]Challenges to Implement Online Advertisement 
Though online advertisement always remains instrumental in the advancement of online marketing, one thing should be understood that there are multiple challenges that are required to overcome in order to gain proper utilization of online advertisement. 
The biggest challenges in the implementation of online advertisement were social media management. Whenever an organization plans to expand its online advertisement, it starts it via social media campaigning. This is the easiest way to attract a large consumer base. The research of Al Tammie and Weber (2022), states social media is a significant digital platform that is being used by billions of people worldwide. Global outreach becomes easier with this. The big organizations try to hire various social media influencers as well in order to expand their business to the larger context. If there are satisfied consumers, they are going to spread positive word of mouth and the business can get recognition and publicity. On the other hand, the research of Mogami, Opaleye and Ukpai (2020), states that the company should realize that consumers are also getting a platform to show their outrage as well on social media. If the company is not careful regarding the creation of content, it may create a completely negative impact on the mind of the consumers. Moreover, as the competition is very high, the advertising content should be remarkable in order to create an indelible impression in the consumers’ minds (Harryhausen et al., 2020). 
There are many organizations that provide business rankings on the basis of performance and instead of looking at other big organizations, it will be beneficial for the company to think about its own performance instead of considering the rankings as a barometer of progress (Ismail et al., 2018). On the other hand, there are consumers with multi-device facilities. Massive information of the consumers is required to be analyzed properly in the case of data security. Any mistake there can cause a breach of data security. Hence, these challenges should be remembered while implementing online advertisement. 
[bookmark: _Toc108905004]Research Methods
Research methodology is again one of the most imperative segments in any research work. As per the research of Sheriff (2018), it can be stated that in any research work, the chosen research methodology should be useful so that the author can keep this aligned with the research objectives. 
In the present research work, it is imperative to choose the proper research philosophy. Among the research philosophies, the present research work can follow the interpretivism research philosophy over the positivism research philosophy. Interpretivism research philosophy helps to realize the required social elements for the successful description of elements that are found in the way they are whereas positivism research philosophy can perform the systematic task with a mathematical deduction (Hurlimann, 2019).
The research methodology also discusses the important research designs. This is a pivotal aspect due to its differences in applicability and nature. There are two types of research designs that are exploratory research design and descriptive research designs. The present research work will follow a descriptive research design as it can allow the author to design the patterns on the basis of depiction or description of events and phenomena that are being occurred within nature (Pandey and Pandey, 2021). The author can use the deductive research approach over the inductive research approach as it can help in the selection of a theoretical framework and establishes the relationship with the empirical data found. 
[bookmark: _Toc108905005]Data Collection Strategies and analyzing strategy 
For the present research purpose, the author has decided to collect data in both primary and secondary manner as these can help him to nurture multiple journals and articles and the secondary data can help the author to interpret the actual impact of changes in consumers’ behavior due to the development of online advertising during the modern era (Basis and Polaris, 2018). Primary data can be collected via the survey method which can again give a detailed idea of consumers' views regarding the same. 
After successful data collection, the author is expected to analyze the same. It is imperative to successfully analyze the collected data in terms of gaining the actual outcome. Any mistake in data analysis will result in serious damage to the entire research work. Qualitative data analysis is useful and the present research is going to follow the critical thematic data analysis method in order to reach the research objectives (Mahajan, 2018). For primary data collection, the author can perform a quantitative data analysis method. 
[bookmark: _Toc108905006]Ethical Considerations
As the research work is going to follow the secondary data collection method, it is imperative that proper referencing is done and the original authors are given credit. This also helps to avoid plagiarism issues (Cuenca, 2020). Besides, this collected data is going to be used only for academic research purposes and the Data Protection Act, of 1998 is completely followed. 
[bookmark: _Toc108905007]Gantt Chart 
The research work is expected to be performed within 22 weeks, in this regard it is necessary to plan how the research is going to be conducted and the Gantt Chart is going to provide the same.
[image: ]
Figure 1: Gantt Chart
Source: (Author)

[bookmark: _Toc108905008]Conclusion 
From the above discussion, it can be concluded that there are high chances that the research work is going to be successful. The author has successfully described the pivotal aspects of the development of online advertisement and its contribution to the changed consumer behavior. It is expected that the chosen research methodology will be helpful to keep the research work aligned with the research methodology and thus help in the successful completion of the chosen research topic. 
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