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Abstract

The present study aimed to reconstruct the role of the audience in digital advertising art between 2010 and 2020 with an emphasis on audiences’ creative
participation in the production, reproduction, and dissemination of advertising content. This study was conducted using a qualitative approach and
thematic analysis method. The research population consisted of specialists in digital advertising, media studies, digital marketing, and social media content
production selected through purposive sampling. Data were collected through semi-structured interviews and qualitative content analysis of selected
digital advertising campaigns. Three prominent campaigns, including #ShareACoke, The Most Interesting Man in the World, and Your Shot, were
selected as case studies. The collected data were coded and analyzed using MAXQDA software, and the main organizing themes were extracted. The
findings demonstrated that the role of the audience in digital advertising has shifted from passive message receivers to active participants, content
producers, and co-creators of meaning. The results identified three major dimensions: “the transition from linear communication to interactive
communication,” “the transformation of audiences into advertising co-creators,” and “the integration of audience lived experiences into brand narratives.”
Furthermore, the analysis of the selected campaigns revealed that personalization, user-generated content, storytelling, hashtag engagement, and social
media participation significantly enhanced brand-consumer interaction, strengthened brand identity, increased audience loyalty, and expanded advertising
reach. The findings also indicated that audiences play a major role in legitimizing and spreading advertising messages through the reproduction and
reinterpretation of digital content. Digital advertising during the 2010-2020 period moved beyond traditional one-way communication models and
evolved into an interactive, participatory, and network-based structure in which audiences became part of the process of meaning-making and brand
identity formation. Creative audience participation not only increases advertising effectiveness but also contributes to the development of deeper
emotional and long-lasting relationships between brands and audiences. Therefore, audiences in contemporary digital advertising can no longer be
considered passive consumers, but rather active agents within the media and advertising ecosystem.

Kcywords: Digital advertising, Creative participation, Active audience, User-generated content, Social media, Brand identity

Authors’ Information:

Seyedmahdiof@gmail.com @

© 2024 the authors. This is an open access article
1. MA, Department of Visual Communication, Faculty of Art, Shahed University, under the terms of the CC BY-NC 4.0 License.

Tehran, Iran



http://creativecommons.org/licenses/by-nc/4.0
http://creativecommons.org/licenses/by-nc/4.0

o

4A0NR0

0s93 & Flal ol il gld N o Sl Q5L o)l sem 0o pal 2 5 a5 (bl el oA Sl S Ol 4 Sy
wuﬂL;Mdu:s\@T;,aﬁd,ﬂ;rgwamug,u@@,ﬂw@w‘ow;ﬂ&%éuﬂn,;.@mﬁ Sl
4SS Sl 315 LIS 3 ol S i Sl s 5 0 SLS,I o5l s i a5 oS pl otz b ot (5 S
MacRury & Manika, 2024; Nabila, 2024; Ribeiro & da Silva ) s 5 o s 05,8 5 oz 3 Olie SleMb! JUissl oo
ks 5 by (g e oo 5 (Gabriel, 2024; Shannon & Weaver, 1949; Sicondolfo, 2024; Zia & Zarei, 2024
L 2 g ol U ) 40 ity (bl 25 5 8 8 e JSC 0 55l Db e 4 0T Uil 5 iS5 5 o Sl ply J 257 Sl
J)‘)(lJlxégT.JoB;nl)(:}.g.b)>|>jj1m?\)u.h>'Lg}ij‘cﬁ\q&;uﬁldho&@)u\;QcMQ}r;JW&\QMJJL;A}QYﬁsJB
(Hosseini et al., 2024; Ribeiro & da Silva Gabriel, 2024) 15 6l 5 Kia 3 Sllls Slosl

5 bl Glaaie) 4w b S ez ply oS3l b o Olblies 4 sls 0lis 5L ey (6108 50, (681 41,1 L Jla &l g2
s O3 e 5 S K p ST 55 s (Hall, 1980) w8 o ol sl slailiy slaply 51 Fslite Slas 0 Ka 3
55 Sose (Fiske, 1087) a8’ o Lo 46 5 (g s L2k cailiy b agartpo dnT 5 53 487 Cols Line O S 5 1) Olbolins (glaiba,
425 5 1y (e e JoleS 53 Line 5 dien s 5 (551 6 50 sl SN (51,15 (s146Ly OLblins 487 515 0lad 5 g5 S p lalllas 3
st a bl 535 walp Sy 4 o U sl 4e 55 Ol ol (Morley, 1992) 5,8 e IS8 bl eloz!
L U5l Lae A 5 530S ES Lo 4y U5 e 0o s s oK b

b3 Ol a5 Yo s psghe hlosl o g S 5 by 55 (bl (2B G i3k 3 oile ol s p3 o s 43 S5l ) se
52 (O'Reilly, 2005) wzus 55 lsmms ol 0 5 5 0diS o 5 4 (DMl 2S5 ze g5 4 0T )3 0L & 58 o jme ol
oS a5 Ol o OT 55457587 65L1 (Suliidor ot ST (6 ST 4 ¢ S )l il 5 ol Ko S50 3 p s b L 1S s
U et} cands ol (JENKINS, 2006) L)ls Jas &S e | HLasl 5 Gl 6T 3 55 01,15 5 558 0 65 08 Cblses
L3y 2 S 6 Sl S 35 Lol Olblous b eSSy slaply b 51 s il 5 od K03 i 5 $d Sy Snins )3 ol
s ES e ply 2550 5 A5 ALl B ) 1) Olbbes

Chbe OT 53 45735703 lal o 3,15 1) Sl o> slap ity 5 Jolas glasiloy o olozrl sladld 3 A 3 RNCA T3 RIPVSNEIR

55 S e g p S N3 S i pln s |y el (51 eSad b 5 S g S 55 Gl ool 0I5 G o



o= > (Kaplan & Haenlein, 2010) ;L. o o213 1 e 550 GME ST il ¢ ol 08l 5 a8 o o Oy Low g
W5 L OIS OT 53 6 A gr O gmmn ol 5 (Sl T 3 L 0395 ki (s gm S ply IS By s Ut s Sl ¢ L3
(bbe B S 5L sk gl L3S oo L) B S m (8 IS8 55 SIS Glaply i (g 5 e 5L o giome
35 R polee Jlioms SUs slaadjo o age | (S 4 1)

Lo 5 0 dild 5 (lsome 0 ity Olblona slezel 5 a8l 2alST i S5 (651850 8 4T 4Bl 55y 4 Jlimms ae s ek,
DM 5 oo 5 4y (o ST 1 i 355 (B e S 18 roond 53 0218 487 L35 DL O gy g0 5 &K g 25 58 oo o 012,18
Lo g o3l Sl pggie = b b 35 0L Kes 5 05 (Cheong & Morrison, 2008) wiS o K51 01,08 sl w5 edsdd 5
m;ﬁ:@"\,.uﬁc,d_\j)@}jmpu\;djmgu:l;.\9,:;“u.,-l,b);v.:zswubg.u\j:golj)\faf.u;;olﬁua.ufg,bjw
S b s sl 5 ol 4 pu 6 4 Slejle Sl Clab ¢S5 5 Dy 4 b L g Cuns s ol (Berthon et al., 2008)
B30 o 3l bl g oS 5 Ol 5,0 OT o

ST 3 1y (6 e OS Hle 0LKen 5 635, b 28 wlay 5 Lol Slosl 55 6 e IS5l 5 (6,8 s poeie clly fpen )3
.(Brodie et al., 2011) 5,5 .+ K& &, 5 01,5 Ol gl 5 bl ( ot lis Sl 3 b 5145 W S (i m y sosds 25 5 slws
L5 o (5 gomn O pan 5 S e 3l G b3l elomm sladils 3 01l 48 sl 0Lz COBRAS o sgie b jme b 5 01,Sen 5 K 5o
s 5o Chbe 28 2 3T50 6,k ol (oY e ol (Muntinga et al., 2011) & 38 o b Slals o S5 (b 4 e b
55 s abMs Joles 5 ez S Hlhe e ol 4 ) Slals 5 sl K1) Jlow s
.A__S‘l:o|)l§‘..njw.‘.:3)>m;.¢~w\a>)}>'u\5)ﬁQlﬁ)lfwj@ﬁdjdi:&}cj;nQdﬁgohjﬁ)‘\jﬁdtﬁqzowugﬂmu)a
gmimn iy 50N B AT B (b 0 ST 018 5 Lol (e 5 Ols dlarly 53 o3l ok Eol Jliam s Slagile, &7 s S
4 4 gome 0T 5348 Ls 8 = Jlan 1y 10y 5Ll (slawilo  p sgie 35 25 33,5 S (Christodoulides et al., 2012) k45
(ol 5 o s (Jenkins et al., 2013) Wb o b 28 olerst a5 Ol 80 S e 5 La50 3 b 3 aSh (s Oy s
ol oy Jols 5 S 5lie (glaas 2o slawl 3 Ak U1y O s 4 e s Slaks b g
C\FPo\j,gwjm5x;|;ouol,@,;)Jm.gumguﬁdf,;d\@h,'u;u.{lw)j@xs\swuﬁ@méuuu,i
w5 &S L3 S 0l (6,51 5 6 alb (momen (Dessart et al., 2015) 5,05 &, o sn 5 51565 6,8 Ko b carittons ol o5 T

&S opl p e sl (Taheri & Akbari, 2015) &S &y 555 1) 3 mae Jbb, )5 5 ol Llg oo Jlioms Jule 5 (T b =



Sl lsal O1pyl8 b oS e 4yt 5 (bead DL sl cddl Chlia Sl gy me &SST 51 i Opde iy 7 587 uSE
Olblies &S jlie 5 2S5 ¢ olaznl caaSis j3 L, ol g (551 2l g5 4 15 QU s iy nen 55 (Marinaccio, 2015)
AUl Glagle, SbLl & K6s S aST Kby pls 5 Ko s ¢ iman (Tafesse, 2016) das oo )15 50 Cov Sas 0 1)
(Schivinski & Dabrowski, 2016) s s ladi ; 31 08 a8 (s e S1y3l g5 b6

el S a5 L ey g ilodkd Sl b Olblus gl ge o (55 83 e Jlims sladle) 5 g $Kin b 5 s s |
35bend JolS Chle S5l Do g Sl g 3 e fts S Gl AT I s 4 Jliaes e 55 bl 457 5l Ol olae
5 e |y sl g 6 0l )8 &S s 0lis 53 ST a3k ko s Gladiluy jae 5315 (6 e (2 e 35 534 ,5 .(Pourmand, 2017)
shasl 3l w1y bk ) 55 <Kok, o s (Schroeder, 2017) L,y &S jlis LOT Wb 5 ad s 3 555 aSb S
5ol el Ole L g 55 e o) (LUTY, 2004) 5,5 o K& 08 LS o pema b Julas 53 0T o ga 5 Lns 87 Coils Slgar sl
(Lopes, 2018) 5 S uSh w5 Culyy Cotlo 55 OB S o jume oS jlin oadl 5 5515 15 4 55 3550 |y U5 ume K 3

Sl 4 wisls OLis OLKes 5 Obdesws Llastls ,  eleir] Gt 25 5 Jlimus Slads SV w4 gilibes Slllas 55 01,0 o
.(Mohammadian et al., 2018) ol 4 5 1 5 01,8 Jobes 5 Jlows slawilo; 56 o Sds & 01yl 3 olas oo sls 2
(Razavi, 2018) 5 5w » 01,5 65 Gl 4 o Sl 55 1y pT S 5 s s by sige LLoLL L8 55 65y
23 dbaes SUs SES e B 5 Azl Ob e 5o b 5 Sole sl (Ll Sadie pe) (gl 5 s B o onimen
.(Barfi Dokht & Mozaffari, 2016) &> S s b s 4k,

Ll 03 S S o 01,58 laesls L;ﬁfojejksjbubw (Gilw ped G ow 4 i ) i Jlaw s Oy (Y0¥ aas 43555 L
Ol yyl8 0 j s, &Kan b 5l cidu ($1aKd ae 3 o> Slals & das o OLES 5 LS o o )Ll iy Sy gn o bakily 56 5, 4850 S
Dwivedi et ) wlos S ST SL L 5 il 55 laml Gladilu, J1E p 30 Ld> gla_tass (Crawford, 2020) col o
o s Slds & Wsls Ol 5 3 ST gy 1y Jlaws b (Sub J s 0K 5 $3,6 .(al., 2021; Trachuk et al., 2021
sl slasl gladle, 5b 55 o (Faruk et al., 2021) col @l i ) ousesls 5 by gladis 4 4 5 slad e |
@3l 5 (5l man (Chi, 2021) Catle e 5 15 01, Jlows Cogn 8 535 ) ply oo s b 5550 5 b s

(Taheri & Hamadi, 2021) 55 bl 2 0L rés g ,lab g Lgﬂfdg..z 3Ny S aS sy Ol



Glostd S5t oy 5 g8l ol 0l ot Jlazms s Sl bl 0 Soge 3 (S & )8 Lo 5 0B 5 (sl gome psgie ol sadle o
33 55 ) 5T 5 S &0, .(SaNt0s, 2022) Canlads 5 oy (51 2wl 5 cide O 5S1  sme 58 (6l gun 457 515 OLES 5 505 1, UGC
Roth-) wies S7 08 85 15 b Slbla,l skl sl a8 L3 S AST Jhoms oo goe Lals) sl ass Lopllss 5,0
) N @lap itk ) Olyl8 5k, sl S ¢ eler! (laaSs o o b 51 55 01 Kas 5 Wiskl> (Cohen & Avidar, 2022
S5 H 3 sy dy9e el Sladiley e 531y dioes SUsI5L Coldal J e 56 JUg, s (Jalilvand et al., 2022) &> 57 lals
(Davis, 2022) 5 S A4St Jious pae 55 Kb slas 5l 5 s lsalepw ia Ol dign » 35w w3 (Pournehal, 2022)
Lol 3593 . dilockd 01,18 elaiml Olgaron 3 1 idu 4 ¢ Slads 13l g & elaas| gladiluy o5 das o OLES Sl sla i sy
3 osde (Deuze, 2023) Llos ;o 311y Glailey GLod 5 abed 425 Ols 0 S AS o Sme Slez 0,050 S5 isu Iy
6 4 b 5,7 (Alipour & Karimi, 2023) %557 o) 15 01,8 slet Ll sla| cals 5 65 56 55 o S
3 SBls GaeeS J s 55 OKan 5 55,uKul LB (Armutlu, 2023) Csls , & Sblil 5 by pgead p Iz s e
Slds Las gladiy, 0L e 5 21,86 (Kazemi Saraskandaroud et al., 2023) ks 57 Jow 1) dhows 4 o S
el 55 o s Sl o Wsls Olas (551> 5 L s o opimen (Nagvanshi et al., 2023) s 57 ) 5 1) slezl Glaaila,
.(Sheikhoond & Davari, 2023) 3,15 &1 5 b & dasd  canitons 56 oz

Sy J s Kl 5 (655,850 . Lilos ST 5 o3 63D S Lk 5 Lime 3l 53 Chlbes 55, 42308 51 it Sladlas Y YF Jla s
5 oee gy o 5568, 5 5 Sl (MacRury & Manika, 2024) Wles 57 Jow Jels 5 (Ko b gl 3 Olgie 4 1) Jlao s
Sy )3 ( Jl bl o seie Mot L(Laskin & Freberg, 2024) s o Olbbs b diadgn Jolss iz 15 53,805 SbLs |
=5 5L .(Nabila, 2024)4;5&),4;(;‘._.;fljlg@T;,g\,ogwwa,i?gug,sgwsmow,g;cpw%g
et 5 o oLyl L2 0K 5 e (Zia & Zared, 2024) ks S AST eS8 s S 5 dd; 53 Kol 55 p 5
3Gk 53 Slosl 5 NS o sn EE s o (Hosselni et al., 2024) W5 87 ) 5 i Gla,5k arw s 55 1) slaz
Jolos Yo YF GV 511y G sl Slads 3 131 (saeSSS I o ki sl ls (Hoseinpour, 2024) s 5° aST Cble 0T L5t
Sicondolfo, ) 5 50 AST jolas gl ;i 53 Olbles jlsline (5,8 55 5 o goe &S Hlia » 5o 4il st S (Halefoglu, 2024) 5 5
Rﬂmﬁo&da&NaGMnmL)wfdwjbuxﬂpJu;Hbmedﬁo@xfgfusujbhﬁzgjﬁuxmm4

(2024



4 ol s ST a3 bl 28 2 STk ates 55 g s BB (6,5 S Oloman iy s Sads b lad o Sl i 28 55 L
o kiS5 s )by ¢ Sl sIL sl s i b ags 51 golas 3ol 3 s YoX LYY gladle alol 53 4BY 0S5l 5 S i Lok
Ll 6 ol (6581 sim Cpimmen Ll y Cbliue (58 Jol 5 (6 18 ¢ Kin b et 4 1S 5 Wilanils S a5 glaile slagsysls b
a”dljt.@\om«§|)|yL§,}LmM>c,aj:dhg@;;u:L;M,:bd)uawd)w«fMewgﬂj\QL;uJﬁ

Qw‘au\»ﬁrbu\mlé)&:-d)umj;j«?\:“"" GYeye M.J).Jd%)@@ﬂ))&@ﬂ@ﬁT}bdeﬂbﬁ)ﬁ

by

SR s cbbes 2 5 3T5L Ooda L oS Sl BLEsSTT L (g s 5 Sy b AS cCaale b 515 (63,8 e ki 1 Lol e
M&})j‘dﬁ?aﬁl{ﬂjkd‘.ﬁcw\dwﬁuﬁﬁ%&)@j}f,&li}""" EY Y ladle dlols s Jlhows Olals
oS 5 (b 0SSl S5 w0 Sl (slaply Jrite oS 3L 53 G S Cblbus i J o gy 2 4 (ST (6 sms il 5 0 gene
WJlows obobl cwle) e (Jliows Sbds o) Olaazs Jold fays assle . Cols 5 Jlioes Slads T 5 55 &_J;Tr_m, | zos
laailay 5 Jobs Slks ate) 55 45 30 Syl 5 Kon b Slalllas O Kings 5 L5 0o o olazn! laaSi (gl gms OE S U 5
5 OB o 51 5D g sazma 53 5 b plal (g 5 LA ool (s 5 bl D) 50 0 (5,8 G sed iz g 2l 2T L ele w2 ol 5
D5 53 R b b Clab ale Sl ey Bl fols O S S e Ol jlne Aizils S i ta s AT 8 55 Olaaie
Sy bl ES e 5 st Shdd (SlaaeS ale) 53 g om0 9 Yo¥ B YoV das glalug ks, b ol T (o s Slids
bt & ¢ mmen 3L alsl o sgde pLEN 4 Doy B naLae iyl 3 5 A plonil Goos 4Bl Lt (slaabae Gy b 51 laosls (55T 8
2om 3 SB35 e s s ol Sl ] ol ol (gloaSlt > 38 50 Sl s (A (6o a1 g0 503 clrosls gl 2ol
258 glelid Jd slaply 15750 3 Olbbus 6B 25 5 ol sl S G i 515 ol e o

leaaly b oslazul o s Slads glad sos o 5 Slale ) sl odalive caly jlis Ludes 4Lz i claosls 6)3T;Jf slaylpl e o
St 3,8 b el a3l 5 Il Chlue 4 i ¢ S lie 6K 5 el s S o e (5 Sl bl 4 lae
AU g L5350 5 g 55 Ol Sl S Lk (glae ged cliom s Slads 55 Chliue 28 o O gomend Sle s 90 O 9ol 1 4>l
o g 3 Jlim s SUdS 53 S ppgde it Olbbue &S lie a3 Lty S 25 (Slids (Bl bl ol ] slaeSis
Al oty LS (slamaS 51 oot goi claalian p oo it = e olozl (slatiloy i 53 ol rer S sa (6,8 IS



o3lizul (g14luy dalgd b alas I Jool (glaosls Gudss 5 oode Oblan 55,0 OB US ES i w3l iy 3l cbsosls olsy ool 6l
SIS b a8 s 5 b plonil Jas a0 53 3 Laesls (MEUST uuT 5 ¢ 2y slezel Cobl (5l531 ke 4 ¢opoman L3
5 gy S Ole 15 5 b gyen Ol b 3 8 s

58 adllan 5 (5luesly JolST ) sb 4 (slailey slal 5 bl (e (i Al jo 3 b plonil O sanae s 355 4 Laosls folons 5 4 328
a0l gpalae caslsl 53 3 8 ISl el 5 LS duaes &S i oalie B 3 alin GUdS S 2l il adsl glasS”
Cealia 3 31eulg 5o 558 s Jliows Ol i 55 Chbbe 285 J o (IS Hlrle U Wi (giuaals sdasOlejle puliae IG5
3l eslizal b baasls Jolows 3 g Jlims Sk 53 Cblbe (25 2 ST5b (o sphe S S0l 487 s ezl 815 aliae coiasisle L
oS 3 5h g L] B 5L aslal ualia 5 LaaS” claesls Ol ﬁfﬁ,a,%yqfw%ujaf(,w MAXQDA i3l
@l:.i b s sl (g dy 55l 5 ngl.'\.;.tﬁi: (S it oslazel CLB glajlan ) a4 s lael ¢l uimmen 50 Jol lg
..u,:bu)};ﬁgts@b(&,m;\um)z

badl

oS 3L 53 31 Sk (gl a8 55 Chlue B VY BY Ve gladle alols 55 48 505 0L Jlam s Slaks Cowiie (ks yos o il
GeeS e (g Dl Bl R A Dy oIS 5 Ly Saly) oS 5L e eSS e oSSl 4 ply
&b 5l Olbbe 4BMs &S )lie o5 515 0lis Your Shot ;The Most Interesting Man in the World #ShareACoke
Gl e (83 Slaw s Sl s slal GLaSs 3 NS EST 28l (6315 5 0kals o) en ) (Sl s A5 (Sl ated
el el o 9 B ) 35050 (03 5 51y I e Sty DLl sials 8 sl S 5 s i 5 o ol
S ol o 5 w5 5 il 5 e a5 5 S sl 0L STy S bl 4 8 6 b eS ) 53 Olbes coulliplal o

RUVRV 0 W



blre 4B S e g (o Sl d Ol caeoS” dw (SBABL Cus ) Jou>

kel slawsl Jooss ) s S
Sl ble 5 paind sl 2 VSIS Gl o 53) (oaied Sl 058 Bl b a8 a8 (b 5 e #ShareACoke
Jits ST 23l 5 0ls g ¢ slozmt LU 1y )13l 4 1 Jgamme 535S sloml Olble
-3 500
St oslizel 5 eddgile pad glagly L oolen 35 pslar Ll L Olbbe 3 Cbbue oSl #ShareACoke
3,5 Sl Sl glge 55 5 5 s dHShareACoke Slads w3
Gk Sl oy B S ible LUl o s lip b ol B e Olbls Sl 5 Ly el ST #ShareACoke
iy bl Ol s e 4 OB S 5 e 3 5 olanr ] (laeSC S e
Wiy s Np g SRl a0l 03 28 Sl 5 elaml slawlay ys S 28 5 s I8 #ShareACoke
2,5 a1 Ol Jod Oln 53 033 5% el Slaslil 5o s BIESY
0330 S5 St s el G VS S Ly dd Corn Sl Silepmint 5 Lp Cur T #ShareACoke
33,5y 85 0l ke (551365 5 355 0S5l OLblee Ss6;
Cpled bl gl (63135 0lls SOl 3,0 op Sl Old 5 Glaludl Coaind > b L e85 s sl The Most  Interesting
3,5 3Lzl DOS EQUIS &1 sl35 o8 5 Sl S 53 Ol Man in the World
CpeS by y dma i 55 BV ba g 3T5L 5 ba g s ¢ sl claObials HLazil 5 U5 L Olblbee B oS, The Most Interesting

.-U)‘JJJL‘»{F:.E-MJ::GQ)_’J@‘)-Uﬂrlﬁ:}x};a)ud

‘)Ian.g)}'):g_.)obu

Man in the World

e a3 51 5 olior 5 5 mme ¢ b a8 (Slaply 48 el 01 IS baw 0l 5 (glgms  odbd 5 slsme 25 The  Most  Interesting

5t il s LS b Man in the World

65 5 BN by Ol 6 Olyiea 1, DOS EQUIS iy o gp () o y8 (gl Sloslinal 51 L, Cusa cusis The Most  Interesting

5 g5 bl il slae 5 4 UGCy b Man in the World

o s K38 al b 1) a8 slaply 03 2.8 5w e (e L) OBl plaml glagle,  ply slaz] S8 The Most Interesting

Ls Olbls 5 i Ole by b3 6,8 S 5, Man in the World

SSOU U (gl e a5l 53 15 OUT o558 (sba i s Syl (gl Olbolius 3 ges b peraS oS b 5 p e Your Shot Nike
23305 3wl (531 5 S 5Lk (gl o 55,8 Js

Joles 5 5,57 ¢SS ool (slgomn LI 5 4 35 3555 SLaOkmls 5 s s Jlyl o b S olbls 4N &S )l Your Shot Nike

238 SN L by 5 e

L Jola g bl

S 5 B GG el S 585 i 3 AT 1 o g Olblie S L

.&éuxﬁgé)blé)

s A ORIF

L,y

Your Shot Nike

.J;u,éfuol.,bl&uwl;q&ﬁ_:}?)g;@‘gjj\cgw?‘u;ﬂd‘ﬁLs&,gbb&@bélimf

Ly s 556

Your Shot Nike

G s S Sals) Gib ) S (s SO e iS5 e 6o Ol

s bl LS

Your Shot Nike

Sy b giledle H5 550 DLF e 482 LSL“’(U Sheslizul g Jsamen (5l s ShareACoke# .S ;54 5ls olis baasl

4;.34;;@)\5- g_}fé a-:\.'.:fg_'}fm a&'\;-J‘ b g_,.]abu Lgfdabj‘éjal?‘v)‘ s‘-@d{imyﬁg; szlﬂa &MLW‘)SU;.:SJ“

ﬁ}W}L&ﬁ‘}L&QTO:\:QM ca.f\.."bhs.,a;.r..'?/ Lsud‘)k{ £ cLArU Sy L}.’.J”)‘ QLE\:;A.LS&.LS le:l.i -\J._{bé).)o.u;fdj\.iﬁ



2 A bl S8l (a8 ol 55 &8 5l OLES Ll ol ol s ST ) et 1B Sl ply SeS 93 (el glakilay s
8 F K2 ble i 5 el 255t Gl ol 83 i 4

L g ol 5 (gl gmn 5 (5lelamaied (615 50kuls & 515 Ol st (The Most Interesting Man in the World .5 ;5
s lss el b (B 5o 6 sl O Olbbs 4 eSS (6 see Comaied .biles ST | Olbles 4BMs S jlie 3 1) ol 2B O )8
et 53 OT Hlasl 5l goes dd 5 cbulsy (o BT L OUbbes ¢ raS ol 53 dind L go b (Ui L1 555 (la0kuls 5 laay 25 calBD
et RT3k (s (Jdw Ga b 5l ke 450 ol 53 bl S8l (il ) s ST ESKST L S ph ari s o ole
W3 G ) e )8 (s Ly SRS

s 5833 Sbaa 2o Sisled o i3 G sl s U5 G b 5l Chbee 4BY S jlie oS 505 0lis aasl o SGU Your Shot .S s
3 8 S e eSS 8 g 555 5 6 e g Sl b Olbbue d 8 8 S8 W (sl i1 L gaind Sy g 051
I 3L g 9o 3 g Bl el 585 iy b s Jala ) 1 g il ol il (SUU Ly ol S s | 5 5 S
il @Bl G ol s w3 lows Olds 5s Chbee 4BY C57 )l & 5l Ol oS 4w Jow (fyoma )3 S Solsles
L Sl S chde a4 bl (635 4 2 JidS 5 e )8 Sl e A5 (GBS 4 2 S5l el

S A § e

laanl e Al CS 5l 5 S LYY BY Y Gladle dlols js Jliows Slads i 5o Chbe i o 3T56 ol Jias s Coda
2S5 b (6 S5k 4 S el 13 ply Jade oS il s ol 53 Ko polen Jlims Sy )3 Chline &5 sl 0L 25,
j\)l.lf»‘_}.al.&wbld}a?mS:\:QWW@B.QHM&@uﬁﬁgﬁﬁ@:ﬁ)m’wd)m}txso.u;f.x:l}:)'li‘!}:m
oo g T30 skl e (N Sl b Ol )8 atu j s 2o plesh 5 ( Sllds &iJéTr“ 4 bl ) a ol byl 4 Lo bl
5 S Slade ST Y B YoV ans s Slds bl o das e OLE el oyl dias so JS5 |y Jlioms Slads a5 Cblies
Gb 3y (el 5ol g 5 S gn cline LOT 53 487 glapllss 6wl 0387 S o glaSis 5 (S 5l (slapllss (g g 4 oldd S

Bsh oAy elaml glaala, 55 0,8 S )l
SN AL a5 o a3 SIS 5 ol (550 4t 5 51 ks B ol it o3l i g 3l
gleasl (Shannon & Weaver, 1949) s ls cpsby Solis o5 o0 %5 oy eSS JUsl , me ) LU, &S Sy 5 0sls

J_\..ujbuij;},'on)',:,415,:5\{4,,“@5\,’).54.@c_uf@ag,;brgLpaowuucdugqaouyﬂ;ﬁS;lmuﬂ&



(Hall, 1980) cuils_sr (5315 plme AuT 5 55 Jlad (6 K8 |y Chliee 45 ol gunons 518 50 5/ (6,108 505 40 ka3 55 Il o8 s | 4
G ol et 5 S o Gl bl Slae 0 (Sa b slaaie 5 b o 3 b 5l slaile) Olbbee o7 ils uSTh oS ¢ iman
Waes A5 b olanrl aaSs O )l87 487 15 0L 35 sy ol slaassly (Fiske, 1987) 555 00 e slasilay 3 bee SV
AT 5 51 i A e 3Ll Ly i Sl Sk 3 el Slagds Mg s acSeia i eslinl (Slids 4B 550
g Joobs Sl

Solessl J s Jiis Jloe s Slads o sl Olis aBl ol e (Slds J)TVA» Olge 4 Cblas 4b ol iays Jiia Ao
3052 oMk b e ol S o Wl AE ST lagly 28 5 (b o 55 0l 4 e Sl ST 5 s
ooy Sl 1t oS S Gl ol g 5 il Sl 0SS 5 5 55 5536 O S5 ez L5 ST Ol 457 5,05 Sl seen OF,Ken
4 (b ran GBS el 53 018 45 Lals DL O g 50 5 S (mmen (Berthon et al, 2008) waly H148 31 olbbe
S 55 b 3 sl Jhegs laasl (Cheong & Morrison, 2008) &ls s miw sl 31,5yl bow s odddd (gl sime
2 eh 4 Alen () S 0 ST Ly s e b LB 4 cladiy Ol B sl A5 G b ) el eSS 018
A odalin Lol (gla g g 5 paid laOkmls 255k ¢ plor| slaaSs gla s (sla pmaS

ol ol ok s Jlem s DS o se glaad fo o e 51 (S 4 Olbbus GBS STl 48 5ls O Ea g (glaasl caslsl )
i Va5 538 53 S it il 0S5 e B Oyl o7 ol 80 s S ) S $Kn 3 g b e
IS s (5 stz 3 b 5l Jlise s e 55 4l S S L5 S aSTT 5 8 55,8 K pimmen (Jenkins, 2006) 1l
LS e ST Slads 530 s e b a8 4 el ] laaSls s Lgme 5L 5 o lIS ST 230 L Ol 8 &S e ol 4 65,8
AT 3 51 i A8 sl 018 &S Sl 53850 Slej oy Slads 457 sls 0l zass opl sbeail .(Jenkins et al., 2013)
b o 2l Slads 53 OUT pased 4 2o 5 L Lre Gl

Llos S ol 3 1) (5 im (plazrl (sladila; 457 1 0Lt ol 3 g Chbs oSSl s 55 olonn| aald 25 il han Ko il
bl | (oler| laeSs oS ol puen Ml 5 O oW bt Sl by ) ol 5 0S5 Ol 550 0T 53 S
GLailu,y UL &S wisls 0las 0 Kan 5 63595 o wamen (Kaplan & Haenlein, 2010) uuS o b 20 01,8 <8 jlis 5 e
b a8 3l Ol bl iy el (Dwivedi et al., 2021) Col izl 5 some 5,8 Gl smee L 5 5 OS5 L ¢ Julas 5 slaz]

Jﬁﬂ\a.u:oudw.‘wdﬁl.M&Q@;Jﬁbbg)uajdbwL;h&jﬁl;,»\ddlasﬁﬂflj()gbuu@jqu—éijjé-\usjs



SN, Gl b Sl g s S (lecals, b oslys d5B Oyl 04871 15 el 018 4 e 31 bl &,
45,13

Jbms pae 53 3 ge Dlaks 5 sls DL Laacdl 135 Olblbue a5 41 23 5 Jliomys ST 18 Olo s Sl 253 opr ils s )
S Lol g poln ol o 0303 i) gy 0B bl dns SSL OT 03 155 b 425 Wl Cbbs o s Sladds
O e (Jlizs slaale) ze )3 & ol ditae 35,4 (cpimmen (Pourmand, 2017) Lls o Cbbes &S )l 4 atls |y 6 i
5o ol Jiags bl (Schroeder, 2017) waws , slas dd 5 AT 3 51 adw 555 01,8 sodd bus S 5lie gla 2 4 (5 s
w1y Slads ¢ azed lacals, 506 5ST (gla g s cla 2l Sl oslizal ol sims (6 s o T30 G b 31 olemn| sladSls Ol 187 &8 sl 0L
P T PP PG Iy P

A ()l SOLE by Ko ooy ol ok Jgomd s Jlimss Slahs juae 53 L pspin 457 515 0L Ciomen a3y slassily
o8 B s bamz opl 3,8 o IS8 0158 Jalad G b 180T S g2 5 Line o7 g oo g ool 5 (K83 ookl S
iz s jae 55 Ly 5 sl & AS 0 Ol s 50)T (opimman (LUTY, 2004) 551 Gl bean Slexr slasil laailis Ol i 4 bk 0,05
GLas )3 L o ga oS 513 Ol 55 ol mas s (Armutlu, 2023) Cal elal gbaaila 53 Ol Sl 4 al s @il 5 s
Db o 55l e Gl gme W5 5 (S ol slacals; O 0 e ) SNl G b Sl dlae s

5 bl (L LT B 1) (6 phe S5l OLSan 5 (6255 2 sed (5 e SS ke b a5 o Slalllas b e 0l Shasy ol
O 8 S jlie &S Wisls Ol 5 O, 5 & ylus (Brodie et al., 2011) 54 o Co o5 Jlimw s Sl 3 b 514 s e g1,
O,y a8 sls olis zass ool sleasl (Dessart et al., 2015) was 2131, &, a0 Gl 5 )by Ll 5 oo ki N ol o
f b sn p) S 2 5 b ol 53 a3 510 Ol 5 657 ke Sy g (3 el 48T 15 (5 ey BN S5k Sl 3 Sl
Wl gl (Sl 0 25 Bl Bl s U1y e aST 5 i eolne iz s Sy 7 das e 0L

S50 s O 6 passs &K 3 3l i i s Oy o5 sl 0L b 515 (3L 5 Coreal bl 2y (slaadl 5 Ka b e |
Sl om0y S5 iduly baley S 5,05 Slger 55508 bams cpl sl o 511y Slads 5 L ¢ o 8w Oles
Davis, ) S s ST Jiows jae 55 Kis b a5l ml 5 6ol w s Ole w925 (owomen (DeUZE, 2023) Lils o0
5 Sosn b Wy (gl Kan b 6,8 5k aSL VIS 3g 5 6l sl 3l s & Jlioms Slaks o5 sls OLis Jra gt ol slaasl (2022

el S5 S



o s Slaks 457 Lsls OLES (6,515 5 g 5 g guadt o Sladllas b ol g5 (ladbl 55 0diS s jumn 55 5 2L L o) s 3
X635 0l ke 5 (5 ol ¢ umen (Sheikhoond & Davari, 2023) 3,15 01,5 & 5 b cesiitws ,56 _oler| laaSls o
IS Sl golals opl oS sls 0lis ol ey (Taheri & Hamadi, 2021) i &y 35 1 0b zée 6513l Ll 5 o o p S gp oS
sl o s OUT Jaass 5 olem] o g 51 idu 0 iy 5 Ll &S 5l Sk a0 T 5 5o aiS ulasl 01, )8 75,8
tCils Jlizms Slls a 53 (bl 1 3T5b 0555 0I5 a1 YoYr B Y0 Ve aas &S s o0 OLES bl g3 (slaasl (§ saea
it Jms s SUS ot ST ol Kb s Lian 2 3T (30 0SS s Lin 4y Jadte oSl 53 &K 51 cbbs OT 3 487 (gle 53
el a5l 08 s 51y (K p Sl 5 g5lekip cslaile, i Coale s cOlids bt le S & oI ol S

ol (S &35 ol Gl 03 S 55 Tl s DS Sl giomn s 5 (&S o OT 57505 bl (g5 (S sboms e |
33y Cate Slads gladi gl 5 elo Lgl.a@d.:lﬁﬁu;;:ﬁ\.m:l:jl 5 JB i pomen 3 3le s gl |y Laasly LSJ’»"HV-:‘-*;
copl posdhe il s 54 g ;MJ:J&L@M)M.\;@\;;#{L;WAwt;:,ﬁ;;,ug;m»,;gj&m?ﬁ;)ug&‘
Sors ey T 55 Olbliee (o)l sla S S1 sids 7 355 0 oo slazrl sladil, 6“&)@‘ s iS5 (530 DY i Loy
Dy i

Calizee glap izl 5o 1) Olbbee 4lBde 575l S S (iS5 oS S 5 sl S eslial b o T glatass 34 oo slgiin
‘5Jz;6w.uw}s4,,,u\}s@chlf,u&u;)>Juﬁ>guy,gogbuuﬁM@)ﬂ‘w.mwméwu)
0T (hass ogr Sla e K03 31 5 Cbln 2 (0 3T5L Ly slie 5 0353 Condls (o sme a3 adlllan ST SST 5 el
Gl y SV g0 5 Gaas <5 53 4 Ll 5 oo i s Sliaks Kb (5,8 IS8 55 01,187 Calies (5l s 55 udows ¢l o sDhe 13 g0 dal g
D55 peia polas

Ol gie 4 S ¢ Jaite OS5 e Ol e 4 615 OLbbus o7 3530 405 (TS sla 3T 5 i 4 53 )8 (slaslgni 2w 3
S sl (6lalas sl (Ol )18 Lo g5 ol 5 (gl gimen Sl osliml ¢ Lol (gla pmnS b 5,50 b s Sk 0T 5 s M 5,4
b (Ko 3 slasl 4y 4 5 (oo a1 Dl s Slacks i 51 01 5 oo Olblons s S a0 i 4y 4 5 5 olor| (saeSCi s
25 Al el 3 1) bbb 5 ladi s Ols 5l 5 S Gees DLl sl 4t Ols (b 52 01,8 (250 5

b i 9§ <5 Lo

L5 5 Wl LSS 18 08 s 5 ol sl 3,65 s



&bo o )i

M3 gy e 3L 4 S pen Sl aalllan plnil 3

SH (3 3lge

el oys 8 ol gl plal 5 S0 e e (BS ol S 5l has ol aleS 5

‘53‘6,.\59;&3

AT o Jos 4 Gl 8 5 Sis s S alan [yl g cal plnil 55 &8 LS oles |

Extended Abstract

Introduction

Digital advertising has undergone profound transformations during the period from 2010 to 2020, driven by
the rapid expansion of social media platforms, participatory digital culture, and interactive communication
technologies. In classical communication models, audiences were conceptualized as passive receivers of
messages, functioning within a linear communication structure in which meaning was generated primarily by
media producers (Shannon & Weaver, 1949). However, cultural and media studies gradually challenged this
one-dimensional understanding of communication. Hall’s encoding/decoding model emphasized that
audiences actively interpret media messages according to their social and cultural backgrounds (Hall, 1980).
Similarly, Fiske argued that audiences are active participants in the construction of media meanings rather than
mere recipients of information (Fiske, 1987). Morley further expanded this perspective by demonstrating that
media audiences engage with texts through diverse interpretive frameworks shaped by everyday life and social
contexts (Morley, 1992).

The emergence of Web 2.0 fundamentally altered the structure of communication and media participation.
O’Reilly described Web 2.0 as a participatory environment in which users are not only consumers of
information but also producers and distributors of content (O'Reilly, 2005). This shift paved the way for a
participatory media culture in which the boundaries between producers and audiences became increasingly
blurred. Jenkins conceptualized this phenomenon through the theory of convergence culture, arguing that users
actively circulate, reinterpret, and reshape media content across digital platforms (Jenkins, 2006). Later,
Jenkins, Ford, and Green introduced the concept of spreadable media, emphasizing that media value in digital
culture is generated through user participation, sharing, and circulation (Jenkins et al., 2013). These
developments significantly transformed the logic of advertising by repositioning audiences as active

contributors to brand communication and meaning production.



Social media platforms accelerated this transformation by enabling audiences to participate directly in
advertising processes. Kaplan and Haenlein highlighted that social media environments are fundamentally

based on user-generated content and interactive communication (Kaplan & Haenlein, 2010). As a result,

advertising evolved from a one-way persuasive mechanism into a collaborative and participatory process.
Cheong and Morrison demonstrated that consumers increasingly rely on user-generated recommendations and
peer-created information rather than official advertising messages (Cheong & Morrison, 2008). Berthon and
colleagues further argued that consumers can themselves become creators of advertisements and influential
agents in shaping brand narratives (Berthon et al., 2008). Consequently, audiences in digital advertising no
longer merely consume promotional content; they actively reproduce, reinterpret, and disseminate it.

The concept of customer engagement became central to understanding this new relationship between audiences
and brands. Brodie and colleagues defined engagement as a multidimensional interactive process involving
cognitive, emotional, and behavioral participation (Brodie et al., 2011). Muntinga and colleagues introduced
the concept of Consumers’ Online Brand-Related Activities (COBRAs), emphasizing that users participate in
online branding through content creation, sharing, and interaction (Muntinga et al., 2011). Dessart and
colleagues later showed that participation within online brand communities contributes significantly to brand
loyalty and consumer attachment (Dessart et al., 2015). Tafesse also demonstrated that social media content
strategies strongly influence audience response and interaction with brands (Tafesse, 2016).

At the same time, digital advertising became increasingly integrated with art, visual culture, and everyday life.
Pourmand emphasized that in contemporary interactive art, audiences become co-creators of meaning and
experience (Pourmand, 2017). Schroeder similarly argued that visual consumption in digital media
environments involves participatory practices in which users actively generate and reshape visual content
(Schroeder, 2017). Lury conceptualized brands as symbolic structures within the global economy whose
meanings are constructed through cultural interactions with consumers (Lury, 2004). These perspectives
suggest that digital advertising should be understood not merely as a commercial tool but also as a cultural and
artistic process shaped by audience participation.

Recent studies have further emphasized the importance of social media and digital technologies in
transforming advertising practices. Dwivedi and colleagues highlighted the theoretical and empirical
significance of social media marketing in contemporary communication systems (Dwivedi et al., 2021). Deuze
argued that media have become inseparable from everyday life and social identity formation (Deuze, 2023).
MacRury and Manika described digital advertising evolution as a cultural and participatory transformation in
which users play a central role in shaping communication flows (MacRury & Manika, 2024). Despite the
growing body of literature on digital marketing and social media advertising, there remains a theoretical gap
regarding the reconstruction of audience roles in digital advertising art, particularly with respect to creative
participation during the 2010-2020 period. Therefore, the present study aimed to reconstruct the role of the

audience in digital advertising art from 2010 to 2020 with a focus on creative participation.



Methods and Materials

The present study was conducted using a qualitative exploratory approach based on interpretive analysis. The
research focused on understanding how audiences’ roles in digital advertising transformed during the decade
from 2010 to 2020. The study employed thematic analysis and qualitative content analysis to identify the major
dimensions of audience participation in digital advertising environments.

The research population consisted of digital advertising specialists, media scholars, branding experts, social
media content creators, and researchers in communication and cultural studies. Purposeful sampling was used,
and participants were selected based on their expertise and practical experience in digital advertising and social
media communication. A total of 15 participants took part in the study, and data collection continued until
theoretical saturation was achieved.

Data were collected through semi-structured in-depth interviews and analysis of digital advertising campaigns
across platforms such as Instagram, YouTube, Twitter, and TikTok. Interview questions focused on the
transformation of audience roles, participatory advertising strategies, user-generated content, creative
interaction with brands, and the integration of advertising into digital culture. In addition, selected digital
advertising campaigns that relied heavily on audience participation, hashtag activism, and collaborative
content creation were analyzed.

Thematic analysis was conducted using MAXQDA software. Interview transcripts and media samples were
coded line by line, and initial concepts were extracted. Similar codes were grouped into broader themes, and
organizing themes were identified to explain the reconstruction of audience roles in digital advertising. To
ensure trustworthiness, participant validation, peer review, and repeated coding procedures were applied
throughout the analysis process.

Findings

The findings revealed that the role of audiences in digital advertising fundamentally changed during the period
from 2010 to 2020. Three major organizing themes emerged from the analysis: “transition from linear
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communication to interactive communication,” “audience as co-creator of advertising content,” and
“integration of audience experience into brand narratives.”

The first organizing theme indicated that digital advertising moved away from traditional one-way
communication models toward highly interactive and networked communication systems. Participants
emphasized that audiences increasingly engage with advertising content through commenting, sharing,
remixing, and collaborative production. Social media platforms enabled users to become active participants in
communication flows rather than passive consumers of promotional messages.

The second organizing theme highlighted the transformation of audiences into co-creators of advertising
meaning and content. Findings demonstrated that user-generated content became one of the most influential

forms of advertising during the studied period. Brands increasingly relied on audience participation through

challenges, hashtag campaigns, collaborative storytelling, and visual reinterpretation of advertisements. Users



were found to actively reshape brand narratives by producing memes, videos, reviews, and creative
reinterpretations of commercial messages.

The third organizing theme focused on the integration of personal and collective audience experiences into
digital advertising. Findings showed that successful digital advertising campaigns were those capable of
incorporating users’ everyday experiences, emotions, identities, and lifestyles into advertising narratives.
Participants indicated that audiences tend to engage more deeply with advertisements that provide
opportunities for self-expression and identity performance within social media environments.

The analysis also demonstrated that digital advertising became increasingly connected to cultural participation
and symbolic interaction. Audiences no longer perceived advertisements solely as commercial messages but
rather as interactive cultural experiences integrated into daily digital practices. Visual participation,
storytelling, emotional interaction, and symbolic engagement emerged as essential components of
contemporary digital advertising art.

Discussion and Conclusion

The findings of the present study demonstrate that digital advertising between 2010 and 2020 experienced a
major paradigm shift in the conceptualization of audiences. The audience was reconstructed from a passive
receiver into an active participant, creative collaborator, and co-producer of advertising meaning. This
transformation reflects broader changes in media culture, participatory communication, and digital interaction.
The study confirms that the rise of social media fundamentally altered the balance of communicative power
between brands and audiences. Brands can no longer fully control advertising narratives because audiences
continuously reinterpret, redistribute, and reshape promotional content through participatory practices. Digital
advertising therefore functions less as a closed persuasive system and more as an open cultural process based
on collaboration and interaction.

The findings also reveal that creative participation has become one of the central characteristics of
contemporary digital advertising. User-generated content, collaborative storytelling, and participatory visual
culture allow audiences to contribute directly to brand identity construction. In this context, audiences are not
external observers of advertising but integral actors within the advertising ecosystem itself.

Furthermore, the study highlights the increasing convergence of advertising, art, culture, and everyday digital
experience. Digital advertising has evolved into a hybrid communicative form that incorporates entertainment,
social interaction, identity performance, and symbolic participation. This integration explains why successful
digital campaigns often rely on emotional engagement, participatory experiences, and audience creativity
rather than traditional persuasive strategies.

Overall, the study concludes that the decade from 2010 to 2020 can be characterized as a period of audience
reconstruction in digital advertising art. During this period, audiences emerged as creative agents who actively

shape communication processes, media circulation, and brand meanings within participatory digital

environments.
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