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Abstract

This research explores how the transformation of media technology influences the use of imagery
in advertising and analyzes current trends in visual strategies and production techniques in the context
of digital media. A qualitative research methodology was employed, using in-depth interviews with
six advertising professionals, each with over 10 years of industry experience. The findings reveal that
digital media particularly social media platforms, have significantly reshaped the advertising landscape,
influencing production workflows, creative turnaround times, content budgeting, and approaches to
image design. Effective advertising visuals in the digital era must be flexible, clear, quickly comprehensible,
and tailored to platform-specific formats and audience behaviors. Key findings highlight the growing
importance of visual storytelling, the strategic deployment of key visuals to ensure brand consistency,
and the aligcnment of imagery with stages of the customer journey. Furthermore, artificial intelligence
(Al) tools have become integral in streamlining content production and enabling rapid experimentation
with creative styles. This study offers practical and academic insights for advertisers seeking to
enhance their visual communication strategies in alignment with the dynamics of digital consumer

behavior.

Keywords: Advertising Image; Communication Strategy; Digital Media; Advertising Creativity; Advertising

Production Technique; Visual Storytelling; Artificial Intelligence
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datleduilon dwalfuumamsudanmlunulasandosenuutlviaenadestudnumsianzaes
usiazuname suiteinyseavsnnlunisdeans
2. wunlduuaziianievasnagnsnisldnnlunulavangafaa
21 AENNIANNANATINATIALUNITEONRUUAN
whzdsuinidngeaddia wivdnnsddglunsiannandmivemilavandinsda
WUIAANITASIY “Amnan” (Key Visual) fiasodeasuuifnudn (Core Idea) UDILUTUABETALIULAY
seredlunneamanisdons anumainvatsvesuwanrlosuieinsnsUszndlinnuAnainaasse
Tudnuoied “Someu” uas “Fealosiuld” eshusndnuaiuouusudlyiinnuaséunii (Brand Consistency)
Tunnusun
22 wadamsdenrumungriunw
(1) NSaAUNUIMUBILIMTATNTIUNLET
nslilamsnw (Visual Metaphor) Saaeifugaisuvesnisesnuuuninlugadedafian
Ifanenufleuadugaidna Wesanduilaaiinginssuiiunisidileanszdrdesissinig dnlawan
Jadonldnmi “yelsiaulundeanen” wndu wflarldnddydnuaififesnisnisinruniontsin
PLOE AT
(2 mIsvsunaTBidesinidle
mMaAsuruanInsimiguwanie faialeAdviaangaudaveuvosnauaslasiaing
maedes dnlavanidasylumsaaiemiinevaussgunsaiaems wu nslinmuuaddluanialiu
uazanansnoenuuunwlviaenndesiulioulvvosusiazunanedilietdulua
23 nagnénistinmluiunvesdendiia
(1) MITNBWLIAARANEIUNITODNLUU Key Visual
mwniulunulasandsnsaerouuniavdnveusud Taeil Key Visual iugamudnans
Tunsdeans lahasdsngludelavderungutimingle swenthasinsnndnnuaivesuusudliodnsna
)  nsUTunagnsawedunveuslaa (Customer Journey)
wwaltiuvesnsdomsdieningsasnevauasanudosnisvesuslnaluniastuves
Gumensdnduls dausinsadien1ssud (Awareness) msfiansan (Consideration) luaufsnsdindulade
(Purchase Decision) #susiazszardndusosesnuuunmiliivanzaufuthmneuasdnvazmslinuvesdely
Wduia (Touchpoint) Aumndsiulasnisuunagysmslinmludsadiud etuanmaiiennalulad
Py szding (A) ililunmsiienginginssunislidenaznismevaussienmuesiuilaaduseyana
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aAUsIgNanNI15IY

nansAnuastiasfonfmatafiudsuutatesinniiensnslavannislduunveanaluladnasa
wazaseulidiuiimadsuuanddasaisesnsintwesgnamnsslavanlugaidve  nsawsunum
voe “nm” vlilddudissesduszneuniwoniomsndely udldnaneidunagnindnuesnsdeans
snanaTitiuszAvsnmgeaeluuIunveamanesRdvaTEfedfasunan mwals uazAavaAvany
voanguithvine Tnsanunsaeiusenaandedunuresnsidelddsaidusioludie
1. ywatnvesnmsiasuulassumaluladde
wansAnwAliduh madhaveanalulaBiavhe Tnsamzunaseilodealife Iédmansyny
FHONTEUIUNTTERNUUL MIHaR wazn1Tnenagnsnnlulavanetsiuddey Tefunuiaenadosiu
fouaueves Kaplan and Haenlein (2010) findnifsgunavesgiuslaalumsimusnuuamansudniidomn
Tugadavia Bohlimsmnaslsvandiduiesmouausduds “aunszua” way “Goalnl” nninseeniuy
LANAYLUUTZEYIIANAINTOUAAST
uen9nil Ssagiioufioninudsuntadluiivessutsssnunsndnuarsuuueaiem dade
PMMUINN “aunmddadas 1ug “@mmwﬁmauhwémmL%aLLazu%wLa‘ww” FadeulosiuuLnAnZes
Agile Content Production ﬁiﬁ%ﬂﬁmuﬁaﬂumﬂwﬁu (Dwivedi et al., 2021)
2. wnlilvesnagnsninlawanlugniiva AuAnasvEssAlUNITEaNRUUMNRALNATIANSHEAN N
msAdenuinamlavanlugatagiutatuns “dFesesnsdaveu” iugluuuiineuausdse
Wunveamwanilesy Wy Sewuadidmsu TikTok visenmilsiillesAusznoumneensualaadmiy Instagram
Feaenndoafuteiausues Kujur and Singh (2020) fiszyinmnuAnaiisassalunisldnmuazidessn
ansndmaronisansnazmtidmuvesjuilnnegeditedidy venand wulduvesnisannisld
“DmsnmiBanusssy” wagsululdnmfiannse “deansldlunisaen” aevouliiduimgingsy
vosfjuslnafiivsauauladuas Sudulsnduiiaonadosty Kaur et al (2024) Mdfiudinisadreassd
mnlavaniuultadieuddyifunsdessidouns Whdddsng wasiimumnglussduonsualinniu
Tngtowznsldnmandes (Visual Storytelling) #ideulesdndnuaiveauusudfuauidnvesiuslan
orauuuilon nsidenldlnud osdUsznounw uazusIEIMANISNsLRifidensuRUYARnveUUTUA
%qL‘id;luméaqﬁaﬁﬁé’zﬂumia%ﬁqmmé’uﬂ’ua‘sw’mLLUiuﬁLLaw:\TU%Im (Lundqvist et al., 2013)
wana Nt ETQUﬁ’]ﬂJ;]LLUQIﬁM%aQﬂWEﬁ@ﬁWiLLUULQW’]‘“‘Uﬂﬂa (Personalized Visual Content)
\Aousensinszsiteyangfinssugldau (Chaffey and Ellis-Chadwick, 2019) uwuInsiuans
uisnsidsuriuannisdemsuuumarulugnmsdearsaniszadedu dwalmdemansndu

'
v

U
WA
AoalianvazanzilaraeuausrumaritvadLianguimnelieg e uya

Tusruwmailaniswannin walulad Generative Al lodrunfunuivlunisasisninlawan
fannsauiuiaeuldeinaduasiimmamsiige  helinssuiunsdniinnudamguiazasnsovaaos
Luawmmﬂwawiﬂuwlmmnw (Kietzmann et al,, 2018) aglsiniu nsldmaluladaenandndu
AoeANTatlantesTIN ANNGNADY LaEN1TTNYENANYAIYBILUTUARE1NTOUADY

3. nagnsamidenlesiuidunmsduilag

m3ld Key Visual fieslesfuuiummiananvesiususlusas Touchpoint vaaduvneuslag
(Customer Journey) iusnwilsUsiiiuddinudseiiauny Inenagnsaanandbiiissyiesnwsnanynl
YouUIUA  Wiflheiduaissraunsalvesiuslnalifimuaenndomuazsioiiles TeaenndesiulnAnves
Chaffey and Ellis-Chadwick (2019) #isfuminudfeynesnisvin Personalization waz Alignment
Tunsdeansnisnaia
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4. walulagfiunsiasudnenmnIsiEnnm
mMsdvenesesledda Wy Canva, Runway, Midjourney wavwialulad Generative Al
asugivimivesnsesnuuuninlognvduds liifesuianssozinailumandn uidufiunnudamey
Tunsneaeaipvuazaladnmlusysuflinefinfou (Kietzmann et al, 2018) sehdlsfmu snASRTliy
fapuvhmeluiuasesssy wesanNaNgasEine “Anudilunsndn” fu “ﬂﬁum‘wL%ql,ﬁamt,l,ammuﬁ”
mMasinszumaaaeliusufansonevausnszuadauuudealnl  uitoravildnanmdaion
wazmsididosanas nmitaddldnaienreeruiididurieauintaiesual dwatonisiuiauen
uazaNuideTiovesuusudluszezom (Dwived et al, 2021) safsUspiusnusdesssufiinnnaides
fuanuiiadieine Al orvandndudvinm dafu esdnsuartnlavaniesmyaaunasewinanuages
Tunsudnidemifumsdnuinasgunmuamuasiondnyaiueuusud
JaLauauULINNITITY
1. doiauauuzideUun (Practical Implications)
namsiedlidiuh nmlumilesanidvadinanBouaeendnouiluduesfnadessd
wedamssan uaznmseenuuuliirenndostuunanlouuasnginssufuilnn i AURTRMluOR e
ansnsathlUlEEsed
11 USunagvsnisadne Key Visual Wiavigusnntu esashsnmmdniiansnsadeasensydniy
YDIUTUA LA UNABLNAA DI LardIAIAILEBNARDIVBIERANWAILUTUR (Brand Consistency)
12 amdidhlalesiudt (instant Visual) s1nwgAnssumsidousuvestiuslna awesde
aruvnglddailudeiud aamsfonamidussssuiideddnafan
13 simun Content Production Wuu Agile Lﬁaamﬂ@ﬂg%@ﬂﬁ@ﬂﬂﬁ@é’ﬁﬁ% AITUTU
Fvhandlifeuedesiuarannsondndomiinevaussnszuadsaulizind:
14 amuluinyenisiinalulagivl 9 W Generative Al, Motion Graphics %138 AR Filters
dieieBudngnmmaainsassdauastelifulavamaaosguuuulndlfhety
2. UatausuuziBeulguny (Policy Implications)
nan1sAnwINUidsagyiouieanudnduiinanisdnvinargaamnssunisdouleaiy
Wieweuyaansuaziaiunnuudunssiifugramnssudediva ol
21 dudSunnusiiioszrinaminerdoiuaalavan evwumdngnsuaynsGeunisasy
fu “msasnsassannludiondvia” faonadeatuunltuenannssuais
2.2 atuayumsiauvineelnidmsvyrainslugeamnssy: Inewmnzanudilalumsud
nsdeanstenm msltiaiesiendvia warnsuunagmsnmilyidniu Customer Journey wostfuilna
23 fviusuuvnadaiessalumsld Al lusnulewan iedesiumnudsswhummnindode
YBIUUTUA LazinwnNnsgIUNsAeansnisnaindilsda
3. wualtdsauian (Future Trends)

a

fodunuanmsifetliiuiamavesgnainnssulavalusuanfifuiifnunisnious
1o

31 mafiulames Personalized Visual Content mslidayaguslnaiieusunmuaziiomn
Thamzyanaunuazduiuamandn

32 mswedves Short-form Video Waw Visual Storytelling Aorleuuakiuazaoumusidu
ManFesliogsfionsualardinaduguuvuifuslaaneuiugs

33 ewdnosmnslusdlauasadesssu: Tugafivalulad Al gninuldinntu nnssnw
anugndeaaznmdnwaliiindefioasfutadvddglunisudstu
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4. Yaiausuuzdmiuntsinuaseely (Suggestions for Future Research)

winsfnnadilfaouwumemniUszneuininlunmnislenan  widdiussiufimsfng iy
oA

41 mwewesiBlng mstiniAdeiiinu “mssuilasmsseuaussesfuslan” senmmlavan
utazUszian Wy amee nwiedenulm Sulineifin vieneumusdy Suansatustslsluudvesensual
1159091 wazn1siaIuT

42  mifnwilesgitiuwnannesy nsanwiselupisiuSeuiisuyseavsnmuesninlawan
sEyisumase sy 1y TikTok, Instagram WAz YouTube ioymnagnéfimnzasluusaztosma

43 meneinanssnuddnues Generative Al lasauideaswioluaisinisdrsiatis
nansznUvean sy Al lumsaaninlavandenisiuiaaurveausuduazanuindeiiolumeniuilan
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