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Abstract

With the development of information technology media technology, the communication media and
form of advertising have also changed. Infomercials have emerged and developed rapidly. It has the
incomparable content and communication advantages of traditional advertising. But while realiz-
ing the rapid development, a series of problems also arise. This paper takes short video as an ex-
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ample, and mainly demonstrates the communication advantages of infomercials and the current
problems. Hopefully, it can make some contributions to the development of infomercials.
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