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Study on future advertising change according to
the development of artificial intelligence and metaverse

OI_F%E—HH*

Jong-Bae Ahn*

8 % nge AdFA T Vet )t A A AER 28 dou) el AEEiAa gtk B Rokk o9

7F ofHol A el2jd mY WEE dFata FA kel dEFstels Ao] tS FaslAaL vk A AsH viEke &

doll whe Fare] me Wst A4S & AT wEz 7 % uE Fa g wsk BEg &

Aok vy B o dRvkE ddem & 4 & Fef Fa RSt disf A
H] -

ek

et
o
ol
0,
)
4
s
)
)
o N
N,

_0|L

il = Ry [e)
az gk 2 A7E FE WA xxEssy mydREEAdel AdeAed mEH s vE B old wE P
o] Wstel tiek AErte] odE AF JERE T A¥uaa dvh aeja dsto] |Rlew wHdn 7EY
o, vEga vyelgd, meida e, g aa9Y, g H89, vHdan ZeAAG9ER ¥
7 ol Ax Fadt v o= Aol FQsH MstE AJAE stebsta =F v Jule AR
ol A Wt Aol sl Agstaat Pk S o) AR FugAel i et AFstast vk

F80] : AFA G, vk s, veFa, Fuge, Fur)e, Fuvve], Fugy, FuIZIAx

Abstract In the future, Al and the metaverse are becoming so powerful that their application areas and
influences are swallowing up the world. The advertising field is no exception, and it is becoming more
important to predict, analyze, and strategize these future changes. In order to study the future change of
advertising according to the development of artificial intelligence and metaverse, literature research related to the
development of artificial intelligence and metaverse technology and the resulting change in the advertising
environment, in-depth interviews with future and advertising experts, and Delphi technique research method I
want to study change. First, through this study, we would like to examine the opinions of experts through
in-depth interviews on the development of artificial intelligence and metaverse technology and the changes in the
advertising sector in the post-coronavirus era of civilizational transformation. In addition, the Delphi technique is
used to determine how important the change is by future advertising technology area, future advertising media
area, future advertising form area, future advertising effect area, future advertising application area, and future
advertising process area, and at what point in the future it will change. In addition, we want to study how the
future advertising form will change in detail. Also, based on this, we would like to propose a countermeasure
for the advertising industry.

Key words : Artificial Intelligence, Metaverse, Future Advertising, Advertising Form, Advertising Technology,
Advertising Media, Advertising Effect, Advertising Process
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