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Abstract

With the development of new media, the way of advertising communication has also undergone
great changes, from video playback interface to video content, which has become an important channel
for advertising placement. In particular, short video advertising, supported by user traffic and big
data algorithm recommendations, has formed a new information dissemination model, which is fa-
vored by advertisers and brands. Although short video advertising has both market, content, tech-
nology, platform and other thinking and communication logic, there are also a series of practical
problems, resulting in its communication space not being wide and broad enough. The purpose of
this paper is to deeply discuss the concept, development process and uniqueness of short video
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advertising communication, analyze the existing problems from both theoretical and practical per-
spectives, and put forward feasible solutions, in order to provide reference for short video adver-
tising communication in the future.
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