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Abstract

Technological and social transformations during the 2010-2020 decade fundamentally reshaped the advertising industry.
Mass media such as television, radio, and print—Ilong the dominant channels for advertising—gradually ceded their position
to digital platforms. The objective of the present study was to examine the changes in advertising strategies from traditional
media to digital advertising and to analyze the role of data, artificial intelligence, and social networks in this transition. This
research employed a qualitative approach using a documentary—analytical method. Domestic and international scientific
sources published between 2010 and 2020 were collected and analyzed through thematic analysis. The results indicated that
digital advertising, characterized by interactivity, personalization, financial flexibility, and precise measurability, has
successfully compensated for the weaknesses of traditional advertising. Moreover, the influence of social media influencers
and the analysis of big data have transformed the role of the audience from a passive consumer to an active participant. At
the same time, challenges such as advertising saturation, privacy violations, and algorithmic transparency were identified.
The transition from mass media to digital platforms was not merely a change in advertising tools but also a redefinition of
key concepts such as audience, trust, and ethics in marketing. This evolution elevated advertising from a simple informational
process to an interactive and data-driven experience.
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Extended Abstract

The rapid transformation of technology and society during the 2010-2020 decade fundamentally redefined the
logic of the advertising industry. Historically, mass media—television, radio, and the press—had dominated
the advertising landscape for decades by virtue of their extensive reach and public credibility. However, these
channels gradually lost their competitive advantage as audiences migrated toward interactive and data-driven
digital environments. This study investigates the shift in advertising strategies from reliance on traditional
mass media to the dynamic ecosystem of digital platforms, analyzing the roles of data analytics, artificial
intelligence, and social networks in driving this transition. The research employed a qualitative, documentary—
analytical approach, synthesizing domestic and international sources between 2010 and 2020. Findings reveal
that digital advertising, characterized by personalization, interactivity, and measurable efficiency,
compensated for the limitations of one-way mass communication. While television advertising retained its
visual and emotional persuasiveness, it suffered from high costs and lack of segmentation (Pakdel et al.,
2020). Radio maintained affordability and daily repetition but lacked imagery and precise targeting (Jan
Nasari, 2024). Newspapers provided credibility and textual detail but failed to compete with faster,
multimedia platforms (Lotfian, 2016). Consequently, as younger generations turned to digital spaces, the
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structural weaknesses of mass media—non-personalization, cost intensity, and absence of real-time
feedback—became evident (Esmaeilpour et al., 2017). The emergence of social media, search engines, and
online stores ushered in a paradigm where advertising evolved from a static, top-down broadcast to a
participatory, algorithmic, and user-centric experience (Shekarchi Zadeh & Valikhani, 2021).

Digital platforms offered multiple advantages over traditional channels. Social networks such as Facebook,
Instagram, Twitter (now X), LinkedIn, and TikTok empowered users to interact with promotional content
through likes, comments, and shares, transforming audiences into co-participants of brand communication
(Gharib Hosseini, 2022). The analysis of user data—age, gender, location, interests—made precise audience
segmentation possible, while flexible budgeting expanded access to advertisers of varying scales. Influencer
marketing emerged as a novel socio-economic mechanism in which individuals with large followings acted as
trusted brand ambassadors (Dehghan & Marvat, 2018). Unlike the monologic structure of television,
influencer content leveraged authenticity and parasocial trust to enhance brand perception (Ziviyar et al.,
2017). Parallel to this, search-engine marketing redefined temporal relevance by displaying advertisements at
the exact moment of user need, paid on a performance basis and measured through analytic dashboards
(Kamran et al., 2018; Khalili et al., 2021). Corporate websites and blogs integrated content marketing and
search-engine optimization, allowing brands to convey narratives beyond direct selling (Akhtar Mohagheghi
& Akhzarian Kashani, 2018). Meanwhile, mobile applications extended advertising visibility to the user’s
constant companion—the smartphone—where location-based targeting and in-app video ads multiplied
exposure (Al Mahmud et al., 2024). The result was a multi-platform digital ecosystem characterized by
interactivity, financial elasticity, and global reach (Alzub, 2023). These developments collectively
democratized access to advertising tools, dismantling the monopoly once held by major corporations and
introducing a new logic grounded in data-driven decision-making (Khan et al., 2024).

The comparative analysis underscores that the decade 2010-2020 represented a turning point in advertising
strategy. In the traditional model, communication was linear, one-way, and assumption-based: the brand
produced a uniform message and broadcast it to a passive audience. In contrast, digital advertising reoriented
communication into a bidirectional and adaptive process, where consumers could respond, remix, and
redistribute content (Kierian et al., 2023). This interactivity fostered the emergence of the “prosumer”—a
hybrid of producer and consumer—whose participation influenced brand visibility and credibility
(Hongcharu, 2024). Targeting precision improved through the use of big-data analytics and programmatic
advertising algorithms capable of adjusting bids and impressions in real time (Lukito, 2020). Influencers
assumed an intermediary role between brands and audiences, translating commercial messages into socially
resonant narratives. The shift in the locus of trust—from institutional media authority to interpersonal digital
credibility—illustrated a sociocultural transformation in consumer persuasion. Yet, challenges accompanied
this evolution: ad saturation and “banner blindness” diminished attention, while data collection practices
triggered ethical debates over surveillance capitalism and privacy infringement (Wright et al., 2024).
Regulations such as the General Data Protection Regulation (GDPR) symbolized governmental efforts to
restore balance between business efficiency and consumer rights. Hence, twenty-first-century advertising
became an intricate negotiation among technology, trust, and transparency (Feiz et al., 2016).

Social networks in particular revolutionized the architecture of brand communication. They created “brand
communities” where customers share experiences, generate content, and collectively reinforce brand identity
(Hosseinzadeh et al., 2016). This transformation redirected corporate focus from transactional marketing
toward relationship-oriented engagement (Papathanasopoulos & Stavrianea, 2025). The credibility once
derived from formal endorsements by celebrities was replaced by micro-influencers whose authenticity
resonated with niche audiences (Esmaeilpour et al., 2017). Furthermore, social media’s algorithmic design
enabled unprecedented personalization—advertising messages dynamically adjusted to each wuser’s



AL drwgi § Sty (b 3g0T

demographic and psychographic profile. Such precision enhanced conversion rates and reduced waste in media
expenditure. Importantly, users themselves became active agents of advertising circulation: through reviews,
unboxing videos, and user-generated campaigns, they co-constructed the promotional narrative (Balouchi et
al., 2015). Consequently, digital advertising blurred the boundary between marketing and social interaction,
embedding commercial communication within everyday online discourse. While this participatory model
fostered engagement, it also required sophisticated strategies for community management and ethical
moderation to maintain credibility and avoid manipulative practices (Nazari & Gholipour, 2018).

Parallel to the rise of social media, data analytics and artificial intelligence transformed advertising into a
predictive science. The enormous volume of user data generated across platforms enabled advertisers to infer
behavioral patterns and deliver hyper-personalized messages (Mousavi & Sibili, 2024). Predictive algorithms
anticipated consumer needs—such as suggesting hotels after a flight purchase—enhancing both efficiency and
relevance (Landran Isfahani et al., 2024; Nazarpour et al., 2020). Machine-learning models facilitated
“programmatic advertising,” where buying and selling ad space occurred automatically within milliseconds,
optimizing exposure and minimizing cost (Mousavi & Sibili, 2024). Artificial intelligence also improved
creative processes through A/B testing and content generation, identifying the most effective combination of
visuals, copy, and timing to maximize engagement (Jamshidi, 2024). In effect, the advertising paradigm
evolved from artistry and intuition to data-driven experimentation. Nevertheless, this shift introduced new
ethical imperatives: algorithmic opacity, potential bias, and the commodification of personal data raised
concerns about fairness and autonomy. Scholars emphasized the necessity of transparent Al governance to
sustain consumer trust while harnessing predictive efficiency (Nazarpour et al., 2020). Thus, the data-
intensive model redefined advertising not merely as communication but as an intelligent feedback system
grounded in behavioral insight.

A balanced evaluation of traditional and digital approaches reveals a dialectical relationship rather than a
simple replacement. Mass media continue to provide broad public reach and symbolic legitimacy, making
them suitable for national branding and large-scale awareness campaigns (Pakdel et al., 2020). In contrast,
digital media excel in targeted communication, interactivity, and cost control, empowering even small
enterprises to compete effectively. Each medium carries distinct limitations: mass media suffer from rigidity
and measurement difficulties, whereas digital platforms risk privacy violations and algorithmic manipulation
(Akhtar Mohagheghi & Akhzarian Kashani, 2018). The optimal contemporary strategy therefore integrates
both paradigms—Ieveraging the emotional depth and authority of traditional channels with the agility and
accountability of digital tools. Future advertising will likely adopt a hybrid, omnichannel approach where data-
driven personalization coexists with human creativity and ethical oversight (Kierian et al., 2023).

In conclusion, the transformation of advertising strategies from mass media to digital platforms during 2010—
2020 represents not merely a technological evolution but a comprehensive redefinition of communication,
trust, and ethics in marketing. Advertising has transitioned from a monologic system aimed at the collective to
a dialogic ecosystem centered on the individual. The integration of big data and artificial intelligence has
enabled unprecedented precision and efficiency, while social networks have humanized brand communication
through interaction and community. Yet, these advancements necessitate renewed attention to privacy,
transparency, and cognitive overload in an era of continuous exposure. Ultimately, advertising in the digital
age stands at the intersection of creativity and computation—where the art of persuasion meets the science of
data, and where success depends not only on reaching audiences but on engaging them responsibly and
sustainably.
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