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Transitions in the Advertising Industry Facing the Digital Revolution

ABSTRACT

In the age of digitalization, the adoption rate of smart phone has been over 50%. The average
time of surfing the web with phones for each person per day is 170 minutes. People spend all
of their spare time on their smart phones. On the other hand, the context-aware services and
location-based services are enhancing personalization and contextualization through artificial
intelligence and big data technologies. The new technology industries, with the digital
technology skills, are now using the Long Tail to contend the industry of advertising. Just as
the Amazon which changed the book-store and retailing industry, these new technology-driven
firms will definitely invade the mainstream advertising marketplace. These changes are
changing the existing advertising ecosystem. The transition in the advertising industry is bound
to happen.

Keywords: branding identity, customer experience, experience — branding matrix model



