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Abstract

This research alms to know 1) The adaptation of the advertising organization and
knowledge about modern advertising For students and those interested in advertising 2} In
order to know the frend of the future direction of Advertising with the adaptation to the 4th
Industrial Revolution, with data collection and collection methods, in-depth interviews with those
involved in the advertising industry, 8 pecple. There is a conclusion

1) Advertising in the past is a very important tool for providing information and offering
products and services. Product owner highly targeted consumer trust in advertising 2}
Advertising is not reliable. Because consumers have knowledge about advertising. The product
owner can do advertising production. Technclogy in the digital age, causing the importance of
advertising to decrease 3) Adaptation and advertising work today Must compete with
technological advances That has changed and must be fast The product owner has knowledge
of advertising. Consumers have specific interests that make advertising communication difficult
4) The advertising work process is a combination of traditional advertising media and new
advertising media. Technology is used to help in the work process from the beginning. 5) How
to communicate with consumers, starting from smartphone. Find a way o access content that
consumers are interested in. The concept of adaptation based on diverse advertising media is
not a singie concept anymore 6) The impact of the Industrial Revolution is that people who
work with less quality advertising Old generation away New generations are not ready to
change jobs forever. Personnel shortage Employers pull a large number of personnel in the
advertising industry to work. 7) The future of the advertising industry Workers do not need to
end advertising. Applying for a real job presentation Advertising organizations are getting
smaller, or are specialized advertising companies. There are a few employees. Digital wiil

completely change the advertising model in the next five years.



