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Creative Product Mechanism Construction for
Advertisement Company Innovation Production

Yao Xi
(School of Journalism  Communications, Wuhan University, Wuhan 430072, Hubei China)

Abstract: Advertising agency’ s production is creative production, the core attribute of creative
production is innovation. The core competivity of advertising agency is innovation. The people who
creative advertising agency’ s production are who have the innovation ability and the innovation
potential creative talent. T he manufacturing process of advertising agency’ s production is penetration
with innovation in each link. Taking the human capital as the core to establishment innovation
mechanism, is to guarantee the quality of advertising agency’ s creative production.
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