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Summary. In today's digital era, Netflix marketing and virtual marketing are
becoming important means of brand promotion. It briefly analyzes that the core
of Netflix marketing is to resonate with users, and the core of virtual marketing
Is to make virtual digital people to fit the aesthetics of users. Finally, it is con-
cluded that when enterprises choose marketing methods, they should make com-
prehensive consideration according to the characteristics of their own products
and target customers.
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Summary. With the development of the economy and the improvement of tech-
nology, artificial intelligence has also emerged, especially bringing about
changes in the advertising industry. This article aims to study the application
and impact of artificial intelligence on the advertising industry, analyze its role
in precise advertising placement, creative strategies, and effectiveness evalua-
tion, and focus on the privacy breaches and ethical technical risks brought by
artificial intelligence while assisting the intelligent transformation of the adver-
tising industry.
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