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Abstract :

New Media is a phenomenon that has created a new era and still seen as part of a much larger
scene of social, technological and cultural change, in short as part of a new "Techno culture".
The new media is a major indicator of the transition from modernity to postmodernism "and a
contributing factor in the processes of globalization and the transition from the industrial age
to the information age.

The term "new media™” appeared in the latter part of the 20th century and in fact refers to a
wide range of changes in media, production, distribution and use.

With the rapid adoption of consumer digital and networked media and increased time spent by
the consumer at the interaction with digital media and directing the declaration to the
consumer itself through the networked personal digital media that accompanied consumers
wherever they are, the advertising through new media became a true rival within the rapidly
changing advertising landscape

New interactive media technologies allow advertisers to provide enhanced brand experience
to consumers through online games, instant reactions and sharing content, which led to
improve impacts on consumer behavior.

Digital media also enables performance metrics®, which provide new and additional measures
of effectiveness.

The performance metrics is critical to the development of advertising industry due to its role
in achieving efficiency gains and encouraging more spending.

They are also contributing toward better returns on investment for advertisers in terms of
consumer response to marketing activities, where the return on investment is measured more
accurately in real time.

Here, the idea of research in trying to reach the advantages of advertising through the new
media to employ them to create new advertising ideas that are more effective and measurable.

o Research problem: despite the continuing growths of digital and networked media,
researches are still limited in knowledge the advantages of advertising through them; Most
advertising campaigns have failed to take full advantage of the new media.
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* performance metrics: A form of advertising, which the buyer pays only when there are measurable results.
Performance-based advertising has become more common with the spread of electronic media, especially the
Internet, where it is possible to measure user actions resulting from advertising. Advertisers are now interested in
performance-based metrics to improve their ROI estimate. Developing performance metrics is critical to
developing the advertising industry for efficiency and encouraging more spending on the advertising, Such as
cost-per-click (CPC), Cost per Action (CPA) , and cost-per-thousand impressions (CPM), or a number of
visitors.
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% - Xianhong Chen & Guilan Ding, New media as relations, Chinese Journal of Communication, 2009 ,
OP.Cit.,P.371.
® - Martin Lister, Jon Dovey, Seth Giddings, lain Grant & Kieran Kelly — New media , A Critical
Introduction, Second Edition- This edition published by Routledge, 2009.P. 2.
® - Thorsten Hennig-Thurau, Edward C. Malthouse, Christian Friege, Sonja Gensler, Lara Lobschat,
Arvind Rangaswamy, and Bernd Skiera, The Impact of New Media on CustomerRelationships, Journal
of Service Research, Downloaded from jsr.sagepub.com at BROWN UNIVERSITY on February 28,
2013, P 312.
®_ Martin Lister, Jon Dovey, Seth Giddings, lain Grant & Kieran Kelly, OP.Cit. ,P. 13.
"~ Martin Lister, Jon Dovey, Seth Giddings, lain Grant & Kieran Kelly, OP.Cit. ,P. 11.
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°- Martin Lister, Jon Dovey, Seth Giddings, lain Grant & Kieran Kelly , OP.CIT.,P.31,422.

% Yann Truong, Rod McColl & Philip Kitchen , Practitioners’ perceptions of advertising strategies for
digital media, International Journal of Advertising: The Review ofMarketing Communications,2010,
29:5, P 711, To link to this article: http://dx.doi.org/10.2501/S0265048710201439.

. Julian Ming-Sung Cheng, Charles Blankson, Edward Shih-Tse Wang & Lily Shui-Lien Chen
(2009) Consumer attitudes and interactive digital advertising, International Journal of Advertising : The
Review of Marketing Communications, 28:3, 501-525,— p.503 .
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'8 _ Christa Sommerer, Lakhmi C. Jain, and Laurent Mignonneau (Eds.) , The Art and Science of
Interface and Interaction Design (Vol. 1), Springer-Verlag Berlin Heidelberg , 2008, P.21.

17 - http://www.vodafone.com.eg/vodafoneportalWeb/ar/myWorld_mainPage , , Arival Date : 19/10/2017.
18 - Martin Lister, Jon Dovey, Seth Giddings, lain Grant & Kieran Kelly , OP.CIT. , P23.

19 - https://www.youtube.com/watch?v=bvcU8pv5xWg , Arival Date : 19/10/2017.
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20 - Hsu-Hsien Chi , Interactive Digital Advertising vs. Virtual Brand Community, Journal of Interactive
Advertising, 12:1,2011, P 44.
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connectivity, Journal of Marketing Communications, Vol. 15, Nos. 2-3, April-July 2009, P 85,101.
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