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The Artistic Expression and Communication Effect of Advertising New Media Driven by Product
Thinking

Yang Meng
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Abstract: With the advent of the digital era, new media advertising has gradually become an important component of brand
communication. As a key driving force for promoting advertising creativity and innovation, product thinking has become one
of the core competencies in the advertising industry. This paper analyzes the artistic expression and communication effects in
new media advertising from the perspective of product thinking. Through the exploration of artistic expression in new media
advertising creativity, combined with consumer behavior and communication psychology, it discusses the role of artistic
expression in enhancing the communication effect of advertising.
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