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Abstract

Under the wave of intelligent media, e-commerce platform advertising creativity is facing unprece-
dented challenges and opportunities. This article takes short video advertising as an example to
explore the impact of intelligent media technology on advertising creativity, analyze the phenomenon
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of lost creativity in short video advertising on current e-commerce platforms, and propose a path
to return to the essence of creativity. By analyzing the current situation of e-commerce short video
advertising in the digital media era, this article aims to call on e-commerce platforms to embrace
the digital ecosystem, strengthen cooperation, drive the upgrading of advertising creativity with
technological innovation, and achieve a harmonious coexistence between advertising creativity and
user experience.
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