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Review of Personalized Internet Advertisng Recanmended Technology

ZHAN G D a-yong

(School of Nev M edium & A rt, Harbin Institute of Technology, Harbin 150001, China)

Abstract: A snewn generation advertisingmedium , canpared with traditional media advertising, the mainly advantages of
intemet advertising represent highly interactive features and vividness. But facing hamogeneity of thewebsite information, it is
very difficult © sustain competitive advantage of thewebsite , that only depended on infomation difference o subdivide amar-
ket W ith the rgoid development of personalized information service on intermnet o up internet advertising, the pgoer puts for-
ward goplying the complexity systam theories o disclose individual behavior choice and contagion mechanisn in intemet
goups, thatwill break the restriction of the traditional theories, and promote gpreading scope of internet advertising
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