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Abstract:

E-advertising begins as a dynamic situation and the
developments that have reached the Internet have developed the
various stages of its design, but the strategies of creative thought
in advertising design are problematic in essence, and the
emergence of it begins.

What causes us to impose restrictions on certain standards-
Such as e-mail, social media, search ads ... as well as shapes, and
types of multiple uses, horizontal ads, excessive influence, pop-
up ads ... It also enabled the consumer to have the door of his
opinion towards the one who wants with the aim of upgrading
and upgrading

Provides a problem in new uses in the framework of our
intervention, as it can take a new place in the framework of our
intervention, where it can begin to implement simple steps in the
world of the electronic advertising industry in general. And then
we treat irony in particular as one of the typical introductory
models of modernity
Keywords: Creative strategies, advertising/ electronic
advertising, irony
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