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Interactive Advertising on the Internet

(A study of new media effectiveness in the advertising field)

Abstract

The 'Internet’ is one of the most interactive communication media, especially in
the field of advertising, bringing a lot of alternatives and opportunities to create
new ways in delivering advertising messages to the public. The subject of the
research is an attempt to identify ways of measuring the effectiveness of
interactive advertising over the Internet, and monitoring the role of the Internet
as an intermediary in the field of innovative advertising. The problem of the
research is surmised in determining how to measure the effectiveness of
interactive advertising through the Internet and the disclosure of the
relationship between the Internet and its role in the field of advertising. The
study has emerged a set of results, from which, that despite the continued
increase in the number of Internet users, the theoretical studies on measuring
the effectiveness and influence of advertising on the Internet is still inadequate,

particularly with the progressive technological development of digital devices.
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