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ABSTRACT

The time for internet is coming. In the internet, more and more information spread like wildfire. Accounting to eMarketer’s

paper-"online advertising spending projections ". PricewaterhouseCoopers(PwC) reports on advertising spending. The result of an

investigation, they predict online advertising spending will reach USD$ 3,720,000,000 in 2013. The internet advertising more

influence upon our live. This purpose of this study is to explore the relation among interenet advertising ,traditional advertising and

investors’ investment will. The study survey .The empirical result shows that It partially effect of the interenet advertising and

investors’ investment will. But It less effect of the traditional advertising and investors’ investment will. If Companies issue shares

in order to obtain more funds, Before the issuance of shares, the study can provide company for reference.
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