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In order to improve the effect of new media advertising communication analysis, this paper combines the scalable neural network
to construct the new media advertising communication analysis model. Moreover, this paper analyzes in detail the basic theories
of fuzzy neural network and extension evaluation, the structure design and learning algorithm, and classification of fuzzy neural
network. In particular, this paper summarizes the optimization algorithms and methods of neural network structure. In addition,
this paper improves the algorithm to meet the needs of new media advertising data analysis and builds an intelligent system
framework. (e experimental verification shows that the new media advertising communication analysis model based on the
extension neural network proposed in this paper meets the new media advertising communication analysis effect.

1. Introduction

With the increasing innovation and popularization of In-
ternet applications, a large number of information and
people have gathered in the Internet time and space, and rich
digital network media and applications have become an
indispensable communication tool in public life. (e new
public attention points have formed a variety of new media,
which show the characteristics of strong interaction, precise
positioning, and topic segmentation [1]. From application
tools to social and cultural carriers, the Internet is in-
creasingly showing its media attributes. In particular, the
emergence of the Internet, mobile phones, and a large
number of new outdoor media has made the development of
the “newmedia” industry prosperous. At present, rich media
forms and rich media information surround the people’s
living space. For a time, the term “new media” has become a
popular vocabulary familiar to the public. From the per-
spective of natural science or social science, the birth of “new
media” is of great significance [2]. However, due to the
surging development of the “new media” industry, new
technological changes are coming. Due to the endless
emergence of newmedia and new applications, as well as the
impetuous mentality of media commercial applications, the

theoretical community’s understanding and research on
“new media” has shown a multipolarity [3].

(e process of digitization has brought about tremen-
dous changes in the communication pattern and the media
itself: not only have the information (computer) industry,
telecommunications industry, and mass media industry
presented a new trend of business intersection of triple play,
but also cross-domain enterprises have emerged, with
questions about mergers and acquisitions and integration.
Digital media has changed the characteristics of mass
communication in the past and enabled the characteristics of
“focus” and “niche” to be carried forward. For example,
digital media technology makes radio, television media, and
scarce channel resources called rich resources [4]. Digital
media has also changed the one-way media communication
in the past. (e status of the “audience” that can only
passively receive information has been greatly changed, and
the initiative of receiving information is increasingly shifted
to the audience [5]. Digital media has changed the tradi-
tional feature that audiences must be synchronized when
listening to and watching radio and television and has
achieved asynchrony; that is, audiences can listen and watch
at any time selected, and they can listen and watch repeatedly
if they are interested [6]. Whether newspapers and
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periodicals are printed in different places through satellite
transmission or distributed through the Internet, or digital
satellite broadcasting and satellite TV, they are all charac-
terized by covering intercontinental and even the world,
pursuing international influence and competing for share in
the international media market.

(is thesis combines the scalable neural network to
construct the new media advertising communication anal-
ysis model and conducts research on the new media ad-
vertising communication analysis.

2. Related Work

Some scholars combine changes in communication methods
with technological updates and call new media “interactive
digital composite media” [7]. Literature [8] provided a more
comprehensive and objective summary of new media ad-
vertising. It believes that “newmedia advertising refers to the
brand communication behavior and form that is reflected in
the multimedia video based on digital transmission, which
can realize instant interaction of information, and the ter-
minal appears as a network link and is conducive to the
communication of information between advertisers and
target audiences.” Literature [9] believed that new media
advertising extends in the direction of “immediate, mobile,
request, and concise.” It collects, produces, processes,
compresses, stores, and applies “advertising information”
into various forms of advertising expression. Literature [10]
believed that the forms of new media advertising mainly
include outdoor new media, mobile new media, and mobile
phone newmedia. Among them, outdoor newmedia include
outdoor video, outdoor touch, and outdoor projection, etc.,
while mobile new media is realized through mobile TV, car
TV, and subway TV. Literature [11] believed that homepage
advertising occupies an important position in new media
advertising.(e reason is that homepage advertisements can
not only spread the image and culture of the company, but
also convey information about the company’s products.
Moreover, many companies have e-commerce platforms, so
homepage advertisements play a direct role in the sales of
their products. Literature [12] divides online advertising into
portal advertising and interactive advertising. Literature [13]
classified online advertising as follows: banner advertising,
button advertising, e-mail advertising, wallpaper advertis-
ing, sponsored advertising, competition and promotion
advertising, interstitial advertising, interactive game ad-
vertising, commercial service advertising, full-screen ad-
vertising, banner advertising, picture-in-picture advertising,
streaming advertising, interstitial advertising, instant pop-
up advertising, mobile advertising, hover advertising, etc.

3. Extension Neural Network Model

3.1. %e Concept of Matter Element. People and things are
collectively called things.(ings have various characteristics,
and each characteristic can be characterized by a corre-
sponding value. (erefore, the name, characteristics, and
value of things are the basic elements to describe things,
called the three elements of matter-element. Matter element

is the basic element for formal description of matter. It is
represented by an ordered triplet consisting of the name of
the object, the feature (feature name for short), and the
corresponding value, that is, the matter element (thing,
feature name, and value).

(e concept of matter element correctly reflects the
relationship between the quality and quantity of things and
the dynamics of things and can more closely describe the
changing process of objective things. It studies things,
characteristics, and corresponding values as a whole and
provides a formal tool for solving contradictory problems by
combining qualitative and quantitative methods.

3.2. Definition of Matter Element. We set the thing N, and it
is about the value v of the feature c, and the basic element of
the thing can be described by the ordered triple R� (N, c, V),
referred to as the matter element. Since V can be determined
by N and c, the matter element can also be expressed as [14]

R � (N, c, V(N)). (1)

(e array with n features and corresponding n magni-
tudes is [15]

R � N

c1 v1

c2 v2

⋮ ⋮

cn vn

⎛⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎝
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�

R1

R2

⋮

Rn

⎛⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎝

⎞⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎠
. (2)

R is an n-dimensional matter element, denoted as R� (N,
ci, Vi), i� 1, 2, . . ., n. Each dimensional matter element Ri is
called a divided matter element.

Extension sets are just a new concept in response to
requirement. It could describe the mutual transformation
between right and wrong and the degree to which things
have certain properties.

U is the universe of discourse, u is any element inU, k is a
mapping from U to the real domain I, and T � (TU, Tk, Tu)

is a given transformation:

E(T) � u, y, y′( |u ∈ TUU, y � k(u) ∈ Tk Tuu(  ∈ I , (3)

g is an extension set on the universe U, y� k (u) is the
correlation function of E(T), and y′ � Tkk(Tuu) is the
extension function of E(T). Among them, TU, Tk, Tu are the
transformation of the universe U, the correlation quasi-
function k, and the element u, respectively [16].

Extension sets are based on set theory and described by
correlation functions, which can be used as a tool to
quantitatively describe the quantitative and qualitative
changes of things. (e value range of the correlation
function is the entire real number axis. (e value of the
correlation function can describe not only the degree to
which different things have the same nature, but also the
degree to which things in mediation have certain properties,
and it can also describe the degree of difference between
different things with opposite properties. Algebraic ex-
pressions are used to express the correlation function of
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extension sets, which makes it possible to quantify the
process of solving incompatible problems.

In the extension set, the concept of correlation function
is established, and the concept of distance and place value is
also established which serves as the basis for expanding the
qualitative description to the quantitative description.

3.2.1. Definition of Distance. x is a point on the real axis,
X0 � (a, b) is an interval on the real field [17]:

ρ x, X0(  � x −
a + b

2




−

b − a

2
, (4)

is the distance between point x and interval X0. Among
them, (a, b) is either an open interval, a closed interval, or a
half-open and half-closed interval.

3.2.2. Definition of Location. In practical problems, in ad-
dition to the positional relationship between points and
intervals, the positional relationship between intervals and
intervals and a point and two intervals must also be
considered.

(en the bit value of point x with respect to the interval
set consisting of intervals X0 and X is specified as

D x, X0, X(  �
ρ(x, X) − ρ x, X0( , x ∉ X0,

−1, x ∈ X0.
 (5)

D(x, X0, X) is positional relationship between point x and
the interval set composed of X0 and X, referred to as position
value.

Describe the difference in the position of a point in the
interval according to the difference of the value of the
distance. (e concept of distance describes the positional
relationship between points and intervals, which makes
people develop from “the same within a class” to a quan-
titative description with a degree of difference within the
class.

On the basis of distance and position, the elementary
correlation function is established [18]:

K(x) �
ρ x, X0( 

D x, X0, X( 
, (6)

and is used to calculate the degree of correlation between
points and interval sets. Among them, X0 ⊂ X and there is
no public endpoint. (e value of correlation function is
(−∞, +∞), and the above is to express the correlation
function in the extension set, and the thing with “property
P” is extended from the qualitative description to the
quantitative description of “the degree of property P.”

For a certain evaluated object N, if there is an index SI
that measures the pros and cons and the range of the re-
quired value is X, the allowable value range of the value is X.
(e establishment of the correlation function K (n) repre-
sents the degree to which the object N meets the require-
ments, which is called the correlation degree of N with
respect to SI.

N is the correlation degree of SI on the measurement
index K (n); then [19]

k �

Ki Nj 

max
x∈X0

Ki(x)
, Ki Nj > 0,

Ki Nj 

max
x∉X0

Ki(x)
, Ki Nj < 0,

⎧⎪⎪⎪⎪⎪⎪⎪⎪⎪⎨

⎪⎪⎪⎪⎪⎪⎪⎪⎪⎩

(7)

is called the standard relevance of N to SI.
If a certain evaluated object is N, the measurement index

set is SI� {SI, SI, . . ., SI,}, the normative correlation degree of
N to SI is ki (i� 1, 2, . . ., n), the weight coefficient of SI is ai,
and 0≤ ai ≤ 1. ai represents the relative importance of SI.

(e extension evaluation method evaluates the research
object from the perspective of feasibility and optimization
and is a combination of qualitative and quantitative ones. It
uses the extension of matter elements for qualitative cal-
culations and uses extension set theory to perform quan-
titative calculations through correlation functions.
Extension evaluation takes matter-element theory and ex-
tension mathematics as the theoretical basis and realizes the
transformation of evaluation methods by establishing
matter-element models.

In this paper, this method is applied to the evaluation
and screening of schemes. (e purpose of the screening is to
remove the inferior and save the superior. (e screening
process is shown in Figure 1.

(e criteria for evaluating the pros and cons of an object
Nj(j � 1, 2, . . . , n) is SI1, SI2, . . . , SIn.

(ere are majorities, and the weight coefficients are used
to express the importance of each indicator. For the indi-
cators that must be met, they are represented by the indi-
cator input, and for other measurement indicators, values
between [0, 1] are assigned. (e weight coefficient is
recorded as [20]

α � α1, α2, . . . , αn( . (8)

Since the selection of measurement indicators directly
affects the evaluation results, the selection of measurement
indicators must be cautious. Generally, indicators that meet
the evaluation purpose, are representative, are easy to
evaluate, and have relatively regular changes should be se-
lected as the measurement indicators.

(e selection of measurement conditions should pay
attention to the following points:

(1) Purpose. We first attend the purpose of the evalu-
ation and the evaluation object. (e measurement
conditions selected when evaluating different types
of programs are different.

(2) Comprehensiveness. Goodness evaluation method is
a comprehensive evaluation. In order to ensure this,
the selection of measurement conditions must be
representative. From the requirements of technol-
ogy, economy, society, resources, environment, and
development, select the most representative indi-
cators that play an important role in achieving the
goals of the plan.
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(3) Feasibility. (e selected measurement conditions
should be representative and usable for evaluation.
Moreover, the data for the measurement conditions
should be easy to obtain, and the data can be of high
quality, truthfulness, and reliability.

(4) Stability. (e selected measurement conditions
should change more regularly.

Regarding the determination of the measurement
condition SI, the following points should be paid attention
to:

(1) It should be based on the actual situation of social as
well as economic state and based on the spatial range
data and historical data related to the evaluated object.

(2) It is necessary to pay attention to the development of
social and economic state.

(3) (e determination of the value range should
have regulatory as well as management functions.
(e planned value of the national (regional,
department) social and economic management
can be considered as the boundary of the value
range.

Among them, we set αi0
� Λ; then [21]



n

k�1
k≠ i0

αk � 1.
(9)

(e size of the weight coefficient has a pivotal effect on
the degree of goodness. Different weight coefficients cause a
change in the order of the evaluated objects. Moreover, the
analytic hierarchy process can be used to determine the
relative importance order between the measurement indi-
cators, thereby determining the weight coefficient.

After determining the weight coefficient of each mea-
surement indicator, we use the indicators that must be met
to filter and perform the following steps on the objects that
have met the condition.

(e measurement index set is SI � SI1, SI2, . . . , SIn ,
where SIi � (ci, Vi), i− 1,2, . . ., n, and the weight coefficient
is assigned as [22]

α � α1, α2, . . . , αn( . (10)

According to the requirements of each measurement
index, the correlation function K1(x1), K2(x2), . . . , Kn(xn)

is established.

(1) If Vi is a finite interval X0i or an infinite interval, the
algorithm takes the correlation function Ki(xi).

Ki xi(  �
ρ x, X0i( 

X0i




, i � 1, 2, . . . , n. (11)

(2) If V uses X and Xi (XEX) to form an interval set
description without a common end point, and the
best point of this index is at point x0i, then the
algorithm takes the elementary correlation function
as

Ki xi(  �
ρ xi, x0i, X0i( 

D xi, x0i, X0i( 
. (12)

(e correlation function of the object Nj with respect to
each measurement index SIi is abbreviated as Ki(xj); then
the correlation degree of each object N1, N2, . . . , Nm with
respect to SIi is [23]

Ki � Ki N1( , Ki N2, . . . , Ki Nm( ( ( , i � 1, 2, . . . , n,

k �

Ki Nj 

max
x∈X0

Ki(x)
, Ki Nj > 0

Ki Nj 

max
x∉X0

Ki(x)
, Ki Nj < 0

⎧⎪⎪⎪⎪⎪⎪⎪⎪⎪⎨

⎪⎪⎪⎪⎪⎪⎪⎪⎪⎩

,

i � 1, 2, . . . , , j � 1, 2, . . . , m.

(13)

(e canonical correlation degree of each object
N1, N2, . . . , Nm with respect to SIi is

ki � ki1, ki2, . . . , kiM( , i � 1, 2, . . . , n. (14)

(e canonical correlation degree of object Nj with re-
spect to each measurement index SI1, SI2, . . . , SIn is [24]

K Nj  �

k1

k2

k3

⋮

kn

⎡⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎣

⎤⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎦

, j � 1, 2, . . . , m. (15)

According to the different requirements of actual
problems, the superiority of object N can be divided into
three situations:

Determine the
measures based on
the specific issues

Select the type of the
advantageous degree

First evaluation using
indicators that are
required to meet.

Determine the weight
coefficient of each

measure

Choose schemes with
high correlation degree

Calculate the Choose
schemes with high

superiority

Calculate the
normative correlation

degree

Establish the correlation
function and calculate the

correlation degree

Figure 1: Basic flow of goodness evaluation method.
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(1) If in actual problems, the comprehensive relevance
of all measurement indicators is required to be
greater than 0 before the object N is considered to
meet the requirements, then the goodness is defined
as

C Nj  � 
m

i�1
αiki � α1, α2, . . . , αn( 

k1j

k2j

⋮
knj

⎡⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎢⎣

⎤⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎥⎦
, j � 1, 2, . . . , m.

(16)

(2) If in actual problems, as long as the comprehensive
correlation degree of a certain measurement index is
greater than 0, it is considered that the object N
meets the requirements, then the goodness is defined
as

C Nj  � ∪
n

i�1
kij, j � 1, 2, . . . , m. (17)

(3) If in actual problems, the correlation degree of all
measurement indicators is required to be greater
than 0 before the object N is considered to meet the
requirements, then the degree of goodness is defined
as

C Nj  � ∩
n

i�1
kij, j � 1, 2, . . . , m. (18)

According to actual problems, we first evaluate the
evaluation object with “indicators that must not be satisfied.”
For all objects that meet the requirements, we use one of the
above three kinds of goodness to calculate its goodness and
compare the goodness of N. If

C N0(  � max
j� 1,2,...,m{ }

C Nj  , (19)

then object N0 is better.
(e essence of the extensional neural network that can

analyze things qualitatively and evenly is derived from the
quantitative analysis ability of the correlation function.
However, extenics is single-threaded, and there is no mul-
tithreaded, parallel operation and computing power. Neural
networks can overcome this shortcoming of extenics.
(erefore, extenics and neural networks are combined to
learn from each other. On the one hand, visualization
technology is used to construct a new neural network
structure. On the other hand, the learning mechanism of the
network is combined with the extension matter element, and
the sample data is learned and trained on this basis to
achieve the purpose of improving the learning efficiency and
the correctness of the classification. (e extension neural
network is shown in Figure 2.

It belongs to a two-layer structure, including an input
layer and an output layer, with the connection weight of the
input neuron and the output neuron. Each node in the input
layer is a different feature of the multidimensional matter
element. (e number of neurons in the input layer depends
on the number of input parameter vectors. Each neuron in

the input layer and each neuron in the output layer are
bidirectionally connected with weights. (e basic unit of
connection is the minimum value of the feature vector field
and the maximum value of the feature vector.

4. New Media Advertising Communication
Analysis Model Based on Extension into
the Network

(e consumer decision-making process gives a good de-
scription of the correlation between consumers and brands.
(is process also describes in more detail the process of
consumers from having a purchase demand to generating a
purchase action to achieving mutual trust, and it also studies
how to influence consumer behavior in this process. (e
consumer decision-making process has also gone through
six stages, which are mainly divided into consideration,
evaluation, purchase, experience, mutual fans, and mutual
trust, as shown in Figure 3.

Based on the theory of consumer decision-making
process, the author also summarized the structure of the
communication mode under mobile advertising from the
perspective of consumer psychology based on the reality
under the background of the mobile Internet era (Figure 4).

(e advertising communication model established in
this paper is different from the general advertising com-
municationmodel. It combines complex network theory and
advertising communication theory to construct an adver-
tising communication model that can quantify the effect of
communication. (e channels of advertising communica-
tion in this paper are divided into two types: mass com-
munication and interpersonal communication. Moreover,
this paper proposes a two-layer network topology structure
of the advertising dissemination network, as shown in
Figure 5.

From a logical point of view, it is easier to understand
the two-layer structure of the advertising dissemination
network. As shown in Figure 5, the first-level interpersonal
communication network reflects the relationship between
user nodes. (ere are friend relationships between edge-
connected nodes, and both parties can transmit informa-
tion. (erefore, for user nodes, it is important for

1 i n

1 k n
c

Input Layer

Oil Oi Oinc

Cp
il

Cp
ij

Cp
in

WL
II

WU
II WL

KJ

WU
KJ

Output Layer

Figure 2: Extension neural network model structure.
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advertising. Information attitudes and behaviors are af-
fected by their friends’ nodes; the second-tier mass com-
munication network is a network composed of mass
communication media used in advertising, and the mass
communication network includes several specific media
networks, each of which is specific (e media network
refers to the network composed of user nodes owned by the
media and reflects the relationship between the user nodes
and the media.

(e establishment of advertising communication net-
work is the necessary foundation and prerequisite for the
follow-up simulation to proceed smoothly. Next, the

Nanjing area will be used as the target of advertising, and
the two-layer network model of advertising will be used to
construct an advertising communication network model.
First, build the first layer of interpersonal network. Since
the first-level network reflects the interpersonal relation-
ship between people, it is necessary to build an interper-
sonal network. From the well-known phenomenon of “six
degrees of separation,” each node in the interpersonal
network can also be connected indirectly through several
individual nodes in the network; that is, the interpersonal
network has obvious small world characteristics, so ran-
domization will be used in this article. (e method of

Interests
generation

Screening
considerations

Evaluation
analysis

Procurement

Experience
sharing

Fans
communications

Internal factor

External factor

Source
analysis

Experience
judgment

Product
properties

Brand
selection Brand faith

Product
selection

Utility
requirements Other selections

Figure 4: Improved model of mobile advertising communication mode.

Loyalty Loop

ENJOYADVOCATE

BOND

EVALUATECONSIDER

Figure 3: Consumer decision-making process.
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adding edges constructs a NW small world network as the
interpersonal network in the advertising communication
network, that is, the first-layer network of advertising
communication.

Generally, the scale of the interpersonal communica-
tion network is set to 1000, and the node degree distri-
bution and clustering coefficient of the interpersonal
network constructed according to the NW network
construction method are shown in Figures 6 and 7,
respectively.

(e number of user nodes when advertisement propa-
gation reaches a steady state is represented by a table as
shown in Table 1.

It can be seen from Table 1 that when the propagation
process reaches a stable state, the number of nodes in the
final unknown state is the least, and television media is the
least, followed by newspapers, networks, radio stations, and
magazines. From the perspective of the final purchase status
alone, television media is the most, followed by newspapers,
Internet, radio, and magazines. In terms of the number of
neglected states alone, newspaper media is the largest, fol-
lowed by the Internet, TV, magazines, and radio. After
knowing the situation of their respective advertisements, the
comparative changes of their advertisements’ spread are
shown in Figure 8.

(rough the above analysis, the effect of the model
proposed in this paper is verified, multiple sets of adver-
tisements are obtained through the Internet, and the effect of
the model of this paper is verified. First, the analysis effect of
the model of this paper on the advertising data is verified,
and the results shown in Table 2 and Figure 9 below are
obtained.

From the above analysis, it is verified that the new
media advertising communication analysis model based
on extension network can play a certain role in advertising
data analysis. On this basis, this paper conducts the

Second layer:
Public media

First layer:
Public media

Media 1 Media 2  Media 3. . . . . . .

Figure 5: Structure diagram of advertising dissemination network.
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performance verification of the new media advertising
communication analysis, and the expert evaluation
method is used to verify the results shown in Table 3 and
Figure 10 below.

From the above experimental verification, it can be seen that
the new media advertising communication analysis model
based on the extension of the network proposed in this paper
meets the newmedia advertising communication analysis effect.

Table 2: (e analysis effect of the model on advertising data.

Number Advertising data analysis Number Advertising data analysis Number Advertising data analysis
1 79.75 11 84.99 21 92.31
2 88.38 12 79.95 22 86.31
3 85.78 13 85.75 23 84.67
4 84.66 14 90.10 24 80.06
5 87.40 15 87.34 25 83.38
6 81.86 16 85.14 26 80.30
7 87.74 17 88.44 27 90.80
8 90.40 18 79.99 28 89.61
9 81.94 19 87.51 29 81.35
10 92.27 20 87.73 30 91.95

Table 1: Proportion of nodes in various states when the propagation reaches a steady state.

Unknown state Known state Desired state Purchase state Ignore state
Magazine 0.770 0.000 0.000 0.160 0.070
Radio station 0.700 0.000 0.000 0.250 0.050
(e Internet 0.450 0.000 0.000 0.440 0.110
Newspaper 0.240 0.000 0.000 0.620 0.150
Television 0.140 0.000 0.000 0.750 0.110
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Figure 9: Statistical diagram of advertising data analysis test.
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5. Conclusion

(emedia is the platform and support for advertising and
dissemination, and the relationship between advertising
and the media is close and inseparable. A certain un-
derstanding of media, especially emerging digital media
and communication knowledge, is a necessary founda-
tion for advertising activities. (e development of
communication technology has caused media competi-
tion to become fierce. Although mass communication
media occupies a large market share and competitiveness,
the lack of communication characteristics of traditional
media makes the communication effect unsatisfactory.
Network media has the new characteristics of media
communication, such as large amount of information,
diverse forms, being rapid and timely, global commu-
nication, easy copying, easy retrieval, freedom, and in-
teraction, which undoubtedly fill the deficiencies of
traditional media. On the other hand, with the in-
creasingly obvious trend of consumer market segmen-
tation and increasingly fierce competition in the
advertising market, these factors have provided a hotbed
for rapid development of online advertising as the main
pillar of the advertising industry. (is thesis combines
the scalable neural network to construct the new media
advertising communication analysis model and conducts
research on the new media advertising communication
analysis. (e experimental verification shows that the
new media advertising communication analysis model
based on the extension of the network proposed in this
paper meets the new media advertising communication
analysis effect.
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