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Introduction
The innovative and ever-changing world we live in means that time and tide wait for no man (or woman) (Tobin, 2017). This qualitative study aims to understand the business owners view of online advertising and the direction it is heading in. This study’s findings hold relevant meaning for businesses especially start-ups, freelancers and small business owners as it allows them to get a bird’s eye view of the realm, they want to navigate through in order to successful attract attention to their business in the most effective and up to date online ways in order to be successful and have longevity. With every new year we move into, online advertising has evolved and generated new platform streams (MagdalenaRzemieniak, 2015). 
To collect this data, three face-to face semi-structured interviews were conducted, the participants responses were examined and then a thematic analysis was carried out to produce 
the results. 

Literature Research
Qualitative research methods were used to carry out this study as they take information from the people at the heart of the subject matter and from a social standpoint. It allows for viewpoints, opinions, recollections, and thoughts to be expressed and then analysed in the aim of discovering more about human and social behaviours. Qualitative data analysis allows us to view and compare relationships between themes within the data gathered to get a rich 
understanding of the phenomenon (AlYahmady Hamed Hilal, 2013). 
Interviewing as a data gathering technique for qualitative research allows for the perceptions and understandings of people to be captured in a subjective manner. Ethical considerations are crucial and also the protection of the participants (Frances Ryan, 2013). 




The purposive sampling technique is used to avoid collection of improper data. The participants selected for data gathering are chosen specifically to willingly provide the researcher with experience or knowledge-based answers as opposed to a random selection of 
diverse ages and social groups that may not have a well-rounded view of a specific phenomenon (Etikan, 2016). 
‘A paradigm is a framework or a set of assumptions that explain how the world is perceived where ‘the paradigm of a science includes its basic assumptions, the important questions to be answered or puzzles to be solved, the research techniques to be used, and examples of what scientific research looks like’ (Neuman, 2011). 
Phenomenology is a philosophical research method used in gathering qualitative data. It aims to explore the experience of a phenomena (lived experience) through the witness’ eyes (Giorgi, 2003).  

Procedure
1.To begin with, questions were created that were centred around the topic of online advertising for businesses and the future of it. The first question was broad and allowed the interviewee to grasp the reasoning for the interview. Further questions that were asked were designed to prompt the participants to elaborate on their answers.
2. Three semi structured interviews were carried out with targeted participants. These participants all had their own business but within different sectors to gather diverse results.
3. The participants had a clear explanation of what to expect from the interview, the setting it would be in and the reasoning behind it. An ethics agreement form was then given to the participants to sign. 





4. The three semi structured interviews were 20 minutes long and were all carried out in a quiet and distraction free room through an online meeting app. 
5. Transcripts were taken from the participants responses to the questions Transcripts were then analysed. Transcripts covered all the rules and regulations of privacy and ethics and all participants private information was protected. 

Data Analysis Techniques
Any irrelevant comments were left out of the transcripts and then a table was created to compile the data. Within the table there was 3 columns. The first column was used for answers from the participants, the second column in the table held the researcher’s interpretation of the participants answers and the third column showed recurring themes. New groups were created if an answer did not fit into another theme.
  Observation is another technique used for data qualification. In this study, it was not the most suitable one as the validity of the data may have been questioned as participants may have acted differently having know they were under observation (Vidich, 2021). 












Data Presentation and Findings
Below is the table formed to show the results analysed from this study. The table demonstrates the answers by participants, the researches interpretation of them and the theme that has been identified. 
	[bookmark: _Hlk71658100]Participants answers: grouped
	Researchers Interpretation
	Recurring themes identified

	I’ve got my own website, set it up 18 months ago. Having said that, I don’t do a great deal with it as I’m not online retailing. It’s a bit of shop window if you like. (A)
I have spent a lot of money on websites in the past and never had any work from them. (B)
Maintaining a website is too complicated for me, Facebook is so much easier. (B)
I recently set up a website to showcase my skills as a freelancer, have I looked at since? No, I haven’t! It just feels like extra work (C) 
	Business websites tend to be bypassed as a form of advertising as social media platforms are faster and more effective at reaching their target audience

Websites feel like a lot of work for little or slower rewards 






The convenience of social media is over-powering and websites seem redundant 
	Lack of website use



	



The first theme identified is websites for businesses and their lack of usage. A sign of redundancy echoed throughout this theme as the convenience and effectiveness of advertising on social media was too strong. The participants lack of enthusiasm showed for the benefits of a business website. This shows that websites may have exhausted their position in advertising for businesses. 
	Participants answers: grouped
	Researchers Interpretation
	Recurring themes identified

	Facebook, Instagram, social media its much more instant and quite quick and easy to do on my phone and I take advantage of their paid advertising (A)
Facebook has kept me going with work for years. I haven’t paid for any advertising but am thinking I need to. (B)
I did a paid advert on Facebook the other day, I set my budget to £10 just to begin with. I had a few likes, but I also had a message that looked like it could be from a scammer! (C)
	Social media platforms, primarily Facebook and Instagram are preferred methods of business advertising 

Social media advertising is growing in popularity. 



Paid advertising seems to generate traffic to the business profile, but it isn’t necessarily legitimate

	Social media is the mostly commonly used way of business advertising along with paid adverts. 









The second theme that is apparent from the data gathered is that social media platforms are more favourable amongst the participants. Each of the participants has either used paid advertising or considering it for the future as feel there are added benefits. The participants are noticing the response they receive from their current customers or potential customers and are willing to invest to keep up the momentum. The type of attention garnered may not always be filtered and scammers may also be directed to the adverts. 


	Participants answers: grouped
	Researchers Interpretation
	Recurring themes identified

	 I noticed the videos, a walk around the shop does generate a lot of interest. People like to see something. Social media feeds maybe are bombarded with photos, you put something moving on and they can see the background of the shop. (A)

My customers love my little videos and I get a lot of reaction from posting them, im doing them more and more instead of pics ©
 I think they are very much here to say, certainly for the next 5 years. (B)
	Videos are becoming more popular as adverts rather than photos


Videos show more than a still image









People like to see videos and give an emotional response to them


Social media platforms are widely recognised and work effectively 
 
	Social media platforms will remain the main form of advertising with a shift towards video’s as apposed to pictures. 






The third theme identified is that businesses are happy to continue using social media platforms as their form of advertising. Participants understand how they can engage better with video adverts. 


Conclusion/Reflection
This study was on participants with small businesses or freelancers and therefore may have provide a different perspective to larger businesses. The data that was collected was also limited to three participants. If there were more participants or added methods to collecting the data, the results may have been richer and offer a better view of the phenomena. 
The validity and reliability of this study was demonstrated through the ability to conduct the semi-structured interviews in an ethically minded and subjective way. The themes identified from this study gave a more insightful view of online advertising for businesses and how it will look in the future. The study showed that social media had a more powerful presence over websites for business advertising and they are adapting to the most effective forms of business to customer engagement. 
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Introduction
This report was developed to analyse consumer buying habits of food pre Covid-19 and the any changes to buying habits during covid. This report also examines how much convenience food is purchased in a food shop compared to healthy options and the triggers behind buying less healthy food. According to retailers, a comfort food trend has become apparent, consumers have indulged in treating themselves (Magazine, 2021).
The studies that are discussed in this area of data are due to noticing a personal change in food buying habits since Covid-19 and discussions held with people around the subject prompted the interest in further studies. 

Data Collection
Quantitative research measures the attributes of a phenomenon that already exists, but more knowledge is sought after. It focuses on the relationships and quantities of its attributes.
Quantitative research uses a step-by-step procedure to ensure data is collected in a rigorous manor (Shah Ebrahim, 2015). Data for this study was collected in the form of an online survey. An online survey was the most appropriate form of data collection for this phenomenon. 

Analysis Approach
Using an online survey to collect quantitative data ensures a mathematically and statistically efficient analysis to be carried out. Polls and questionnaires are other methods that could be used as an analysis approach (Libraries, 2021).

Procedure
A Survey was carried out by participants using Google Forms. The data was then imported to SPSS for analysis and comparisons. 
Analytical Procedure
SPSS was used to analyse data. 
Data Presentation and Findings
Question 1

	What is your age?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	2
	9.1
	9.1
	9.1

	
	2
	4
	18.2
	18.2
	27.3

	
	3
	11
	50.0
	50.0
	77.3

	
	4
	4
	18.2
	18.2
	95.5

	
	5
	1
	4.5
	4.5
	100.0

	
	Total
	22
	100.0
	100.0
	


In this table, there is a clear majority in the 35-44 age group with the minority being the 55-64 years group. 

Question 2

	What is your gender?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	20
	90.9
	90.9
	90.9

	
	2
	2
	9.1
	9.1
	100.0

	
	Total
	22
	100.0
	100.0
	



This table shows a disproportionate ratio difference in women to men. This does not make for a fair representation of the general population. 

Question 3

	How many people live in your household?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	4.5
	4.5
	4.5

	
	2
	6
	27.3
	27.3
	31.8

	
	3
	2
	9.1
	9.1
	40.9

	
	4
	8
	36.4
	36.4
	77.3

	
	5
	5
	22.7
	22.7
	100.0

	
	Total
	22
	100.0
	100.0
	


This table shows a diverse range of the total amount living in a household. This allows for representation of each category. 

Question 4

	What is your employment status?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	15
	68.2
	68.2
	68.2

	
	2
	1
	4.5
	4.5
	72.7

	
	3
	2
	9.1
	9.1
	81.8

	
	4
	4
	18.2
	18.2
	100.0

	
	Total
	22
	100.0
	100.0
	


This table shows that the majority of participants where either employed or students and the minority where furloughed or unemployed. This shows disproportion and unfair representation of the minority. 

Question 5

[image: ]

This chart shows mostly average results in the amount of money being spent on a weekly basis for food shopping. The most common amount spent was £41-£80 and the lowest was less than £40. 

Question 6

	Has the amount you spend on food shopping increased during Covid-19?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	19
	86.4
	86.4
	86.4

	
	2
	2
	9.1
	9.1
	95.5

	
	3
	1
	4.5
	4.5
	100.0

	
	Total
	22
	100.0
	100.0
	


This table shows a significant number of participants have increased the amount they spend on food shopping during Covid-19. This could be result of the lockdown phases and being home most the time rather having lunch at work or on the go. 

Question 7

	How do you do your food shopping?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	4.5
	4.5
	4.5

	
	2
	12
	54.5
	54.5
	59.1

	
	3
	9
	40.9
	40.9
	100.0

	
	Total
	22
	100.0
	100.0
	


These tables findings show an even ratio of instore purchases to both instore and online combined but points to an extremely low percentage of participants that shop online only. This data would seem doubtful given the online era we are in and the benefits it would point to as a result of Covid-19 but the number of participants overall are a minuscule amount of the general population. 

Question 8

	How did you do your food shopping pre Covid-19?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	17
	77.3
	77.3
	77.3

	
	3
	5
	22.7
	22.7
	100.0

	
	Total
	22
	100.0
	100.0
	


This table shows that how participants did their food shopping pre-Covid to how it is done during Covid-19 has stayed consistent mostly. 

Question 9 

	[bookmark: _Hlk71924258]Do you feel your food shop includes more healthy items or convenience items?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	8
	36.4
	36.4
	36.4

	
	2
	14
	63.6
	63.6
	100.0

	
	Total
	22
	100.0
	100.0
	


This table shows an even ratio of healthy items purchased compares to convenience items and may indicate to lifestyle. Further analyse could be carried out through a correlation of question 4. employment status and question 9. Do you feel your food shop includes more healthy items or convenience items?. 

Question 10

	Do you think the amount of healthy items in your food shop has decreased during Covid-19?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	11
	50.0
	50.0
	50.0

	
	2
	11
	50.0
	50.0
	100.0

	
	Total
	22
	100.0
	100.0
	


This table shows a perfectly even ratio of participants that have purchased less healthy food during the pandemic than participants that purchased the same number of healthy items. These results could indicate towards people that have been emotionally affected by Covid-19. 

Cross Tabulation of Results
[image: ]
The cross tabulation of these results shows the amount living in a household and the average amount of money spent on food shopping weekly. It may be assumed that the bigger the household the more amount of money would be spent and whilst this is true for some the bar chart shows that participants with 2 or 3 people in a household spent the same amount as people with 4 in a household. This may indicate to healthier options which can often be more expensive or more luxury items with participants that have less people to feed. 



Limitations of Data
The Gender disparity in this study and the small sample size both limit the findings. In the future there would need to be a much larger number of participants and a more balanced ratio on gender to offer a more generalised result. 

Conclusion
In conclusion, the way in which participants do their food shopping pre-Covid-19 and during has not changed drastically. The amount of healthy food items purchased has decreased and the reasoning behind this varies but ultimately for emotional comfort. The amount of people in a household does not necessarily mean they spend more as people with less in a household spend just as much on food shopping. 
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