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Abstract

In an age of the digital revolution, there is a variety
of media advertising through a variety of positions into
the living area. However, a variety of marketing
techniques, technology development and the development
of the capabilities of the ad is no longer absolute, and
prevent a variety of communication exist in an
environment of creative advertising is required changes.
In addition, the emergence of new media, including
Internet media, the boundaries of the symptoms appear
and disappear and the convergence of media and
marketing environment with different situations and media
sectors with the nature of the cross over between the
fusion symptoms appearing. The Internet is a large
percentage of our total life and media is likely to do was
recognized as an advertising medium. The video ads
online advertising market, particularly the existing
landscape, replacing the advertising market. This TV and
has the appearance of the cross media advertisement
which is a method which combines the Internet comes,
the organic combination of these two media spontaneous
and stimulates the consumer actively and presents the
territory of new advertisement. The combined TV and the
Internet to take the approach of the emergence of
cross-media advertising have been, and the organic
combination of these two media actively and aggressively
to excite consumers and offer new areas of advertising.
Hereupon new media and new communication through
online advertising and the research for a try.

Keyword
Advertisement, Cross Media, Online
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