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The Affordances of Short Videos and
Their Empowerment Potentials

Shuhua ZHOU', Xiaojing FU’, Ruowei ZHANG"
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b School of Journalism & Communication, Wuhan Sports University, Wuhan, Mainland China

Abstract

Short videos are becoming more and more popular. This paper argues that
short videos are returning human communication to its more rudimentary
forms, as they have the affordances to make human communication much more
intuitive. As a result, short videos may be an important empowerment tool for
the general population in terms of giving them a voice, increasing their self-
perceptions, and allowing them to play a more active role in society. Results of
a survey of short video creators and users ascertain such propositions. Short
video creators who actively engage in content production are more inclined to
perceive the medium’s affordances. Short video creators experience the
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outcomes of empowerment more profoundly than short video users do across
all measured aspects of the empowerment dimensions. Implications are
discussed.

Keywords: short video, affordances, empowerment, users, creators
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A WAT R W EAEE MM R ENEEHS
TikTok Fl YouTube Shorts % 41 3 i 1) J&5 12 fff F1 7R a6 B T 72 — 3 17
TE o FHUHTE BTG T 5 S+ A P 02 ) W R Tmbr
WAL NS BB o BEA W95 22 B 1 e AR AR B8 TR A58 - BT IR
Rk~ BERALAZS ~ 2 IR SR B i (Chen et al., 2023; Ye et al.,
2022) o ASCRIST R A SR R R MR B REVE D o TR T A 2 B A
o 4 7 R AL A TP A o

UK > FEARUBRE 2 RO B i NS BE Pt - HE - S
LG E o $F4 N\ B YouTube Shorts £ 7% 21| J5 7 B DL 122 il 1Y 50 5k B¢
AE > WG T BEA TR - B HEER R » FASHE M T G
e A3 DU B T REME o 15T > 5 AT DUAE B AR BT 6 2 4 2
Ho REELEE A REME R E R E AR B A REHE
FEBUIR ~ A€ Bsh BL 38 JR s oK (520 o Hk > s AR it g 58
WA THE > WY EEGHENAL T AN - ARERF B B
]/ (Askanius, 2019; Yu, 2025) °

LI R AR AT DA B B AR T B > e ZE 5 SN TE () 1Ay ] it
P (medium affordances) » 3 /2 5 fii B ) 5 2 W] Ay ‘B 580 Jr s 2 %) T 44
{E J& 7 (Gibson, 1977) - £ £ 2 3% 1 W 5% (Song et al., 2021; Wang &
Suthers, 2022; Zhao & Wagner, 2023) :[a] 45 > FEASHE A LLT B ]
BEVE - VR (E AR PR RE A P rT DA AR 2 AR AR L B R
AEVE R AT B T R AR 5 B e T B R T R R A 1
B HRANEMET AR ME R BT AR EL s B
B T BT i T ~ D R RN AR i A I R A > R A T R
ERRERN T A BRI S AR - B - EE - SUF ARG A —
2 BB T B » SR AINE S TE A BRINE M= B2 1A mT LA e B 1 J2% il 1)
BIEARCE - — 8 =D ae QI R 25 pe i RE IR L 2 A S Al 4% IR B
TG HERBETE B o (E SRS R AT St ~ T B - AV ) B R R
EIE R B RIEH - R S 2 e F LRI S B B T4 -

Iilf
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AR S 5 T REE L i S o R 4 A 3B D P E PR A A o T
ERRESERNA TN - AREIFEE TR BEFE (Freire, 1973) < {H
ot R S50 T T A BN 1 S BRLE T 3 RE H 2 B2 BAE R B (Ma et al.,
2025) o BIfEFE ML N R IRE - 9 3 20 BB R
FE > B R - AR AT SN A B R E SR AR - (SR BB B
5t B S MR AT AR I [ R > L T BRI 2 RN AR AL > DA
i T O B R A A B B AL 22 B o B EME Y R > 8 ) AR R
AR 2 oo b I - AR B A B R o AR AT A B S
KR FCTEAE TR AU AN E 2 2 » H A A fE R e e i 2

AR SCEEAE B S AR AR 1 3 B 2 0 R BRI - T
et B RE ST SR AE S > 2R 490 IR e A M MOt MEE P A P B B o

SRR [l 8

R T EMH S B ERE T RZIE o DB IR R T
T35 R4 A% 5 B R A A /NBUAL ~ A3 b Y 8 A BB o Bl 5 (4R I e
FRAER V% > AT RO WA R T L o (A3 — sk 78I
Sy FURRE b 52 28 5 IS S v Bl (40 1B [ <7 N | (gatekeepers) 7 i fii 138
MO RS > 515 T 358 # & (Shoemaker & Vos, 2014) o DLA:
IS VR B D RO BB > S A R BN AT B o (E BLAE AP N RE
2RI IEN-F- & > Be] LA CAE N -

Pt #ﬂu&é é’] = 'T%‘fi

A5 LA Gibson (1977) 45 i o] (b PR A A R E SR 2 — » %
SATARL AR w] A > B2 o 2 R 8 F 2 B AT Bl B IR T B 1) B A
J& Y o Gibson 58 Jf n] itV Y B AR 5 3R A nT MR AE S KBS 1
FEAE > [R] IRp At ph {8 9 32 BUER N T 98 3 o AR & 0 SRR
AL AN AR T e A R E 2 WME S E B - [
IR ZERIE R AT Be B A e A A A P - i o A s B
HALHER 5] ) -
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FE ST R TR B AT AR R BIF 9 rh o P A A S TR B A RN
FIEAE R Wl R E 5 R (Kiesow et al., 2023; Zhou et al., 2023) » sk
T K B R S R B A 0 A e R R S RN A BRR
P o %i%iﬂ PER A AR A TE D B B 5 SR ] R AE P B A
JB M S AR RR AN R AL T AR o A %Mﬁ'ﬁ?%ﬁﬁff'w T HRIURY

ﬁiﬂé@ﬁrﬁn RE 7 5 T BRAFR T A 0 2 208 I A 1 R 3 2 [ 1Y
HEjEAL -

EI R 5EA 0 o] AR A 45 0 T #6488 T R T R A - BT
PERI R AR M 5 RN A M A SE PR SR Rt 5 BEAR R T A
A AT {E B - T/fﬁ%"‘* PEFN 2 AN EE LA (Zhou et al., 2023) o BF HEA Y
AL TR B A = {18 T < R R T ) R SR PR D R A R M s R i T
M EE B BREMERN AT A5 AR R T 8 A e - e
I PEF 22 B PE (Kiesow et al., 2023) o {HEASR > %5 Lo fl B8 40 K5 A 2 DA
R R ER A o A SO HE TR B 0040 A B T ik > Bl
AU I A\ T8 A o] S50 2 IO ol ) B 4 2 S IME 75 SR 19 1T B
VI

52 L9 G B4

T2 AT LA BN A BRL R A AR BT Ja A S A A — il B L > DA
PR AU RRE o A B E RR A BRI I S R > o7 G R S
B BUBEEEA T 2 E R GOt > ISR B (Meyrowitz,
1994) o BAHIAR T > 7E T LA Rk b B BOR LU AR b o0 A7 B ek > i
BVE BRSO TR EEREE > BN A EO R 2 il R
5 A5 B BT A BT B A BE A (audio-visual medium) fx 18 = {5 4 1 J%
(Noroozi et al., 2017) o FFZ B IR e MR BE E N - BGE S - nTER
BRGRRE Som RHE AL > SR FBEAS BT U B A o B2 A0
JE > B SAE B — R BB FE (reflective process) o 1F J2& EI A
R -
1A I A 1Y B B I T ) T A A R > R A Y R AR
it e — i AR AN A (1) B 2L (Turner, 2002) > A Hl
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A DAAE R A R AR AT 1Y ~ RASCF B R AR T2 2 - 481 4n R sk >
TR A R R -

SR ELA DL SRR 1 - (0 5 i (s i =2 3 AR R A AR
()75 B o

Ho— - RASE R T SR AS 3 R T 20 AR G R 45 2 A 25
B BAFARRMEA P o MR T 2 OB 5 R
GEAE o AIVEE M R B TR LB AR T T Rl se AE N > |
B B AR B B S BT R AL RE o

B My BUEE AR R R EFE SRR @SS - N
FRNWER GRS AR 5 | BAAE R ) > WA BRI A K E R H o

H = S AR v AR R A ST T 2R A R T RN Gl R o S A A
PEARE (L RE R I B A - R R BUERNE > BIRLLE it
PRI R B H] 1 R A B VE B W B 5| ) o SR E R R AERE S
A DAAEE A R T~ B 0 RN A SR AR A R A B B U
Mo JEA G > AIEE AT DUE BRI S (8 (4R I A BT 2 N >
SYEERRNE ) > AR AR o

HU s RS TEAL S T & ERIER > IS L B4Rt
TV A7 R FESE ) 4> S T EE (Litt & Hargittai, 2016) o A& 8I1E & 7]
DA R At 58 A5 Y o KA o 1 e il e o JRE 3 1) 32 AR I AR R AT o
W Ah > AR AR R A R A B O R RS B e RS
i (Khan, 2017) » RZSAIIEE RS B Rp A A5 (A > Baz A s > I
BN A AR

AE s e G VBRI 3 0 A0 v > O L g T A A ~ 9 ) D T DR B
(1% & (Andrews & Caren, 2010) 5 5 {837 I 52 3| S A0 o {40 L8 A1
R EHCEEUNE B - BUE MG 2 AR - BORMATH)
(Besley & Burgess, 2001) o T A ) 72 /% 7 SE A 4 10 (446 M 04
RASZE ~ AT SESEM AN R0 o A B E AR o (B4R I A 1 e il 7
b £ i B 5T RE AL 2L (Herman & Chomsky, 2021; Parenti, 2007) ©
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i RS AR SE WAL € Bz B ) R BUR - A AU
J B A AR T B2 A B - R BRI 8 T B A % SR el 2 5K 1) BB R A
(Lears, 1985) o % S A 5 PR HL 305 7 il L) 20 A A0 S A 100 45 32 78 428 o
WEFTE BB > TR AR RO ~ PR AN AL g KE I (07 45 7 TR
8 51 (8478 = 00 R B ) P B R A JRR G T 2 D e A A BIR BB
iR -

i 2 B R A 2R BT IR S > AR R EAVE B AR R E AN
TG AE R Y o (AR T $2 AL 1y vl v BRLAT B B RE > (R 25 0d
TR USRI S SR 75 B R R S A D BT

B AE

FRCRE AT 7 JREE 7 — 1 A2 50 2 60 4F A0 PG 5 4k G 35t 32 JAR A Ji Fre 8 i
At TAEDESE > LR T04RAR0) 3 B B R - B — ATz - ®]
MEHZ BRI SR - BT RS AR - fEEG S DA -
EILE - RR RS 2R ER P E AT o BUR S FE 2R AR A o]
At e B R SR RE AT B DL [ B B I BE A2 45 (VeneKlasen &
Miller, 2002) » L F 22 E2 35 BF 3 (18] A8 0 fo] 228 208 JORE B B B TR AN Jk Bl 2
22 (Zimmerman, 2000) » & FRERF TT o8 F 40 8 BE ) N ER TH A Ak AL
(Yuki & Becker, 2006) - 1fii {3 % £2 1) 25 77 & 7% {8 4% 76 WA 2 72 v (9 1
> LIRS B AT i3 22 HE T (Cadiz, 2005) o

5 AN ] S S JORE P B B & 52 Woodall %8 A (2012) A7 B 42
BET R RG R TR o AR R e Sy T RE | B[ 45 R | d Ak
1B G LA i 25 18] B S SO IR BB OS5 R 5 Y BRI AR I
WO HEIURE T ~ TR 58 AT B R > DB BN I R TS — KR
H A% > b 4h 5 B Conger 11 Kanungo (1988) ~ Freire (1973) f4 £2 1 R f 41
WP E o 7E RRREARFEAF 7T v > B2 25 07 48 7 1 38l 45 P BB o v B 2
oo BUAMURESS IR - BEMBOUI A RS SR A M B AMEE
Thomas Fl Velthouse (1990) £ H % VU & B AE ZRAEF T I &« 36 - fE

(AL - BB IR (A ERE) -
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T B G Saf 3 FOREE 1) R 0 R BE A7 1960 41 55 [ A 1) )y 12 IRs 30
 IRF AR T 2 FE PRI B SR AR LR R AAAE  EIRECE V-4 1 50ER
HE XK I 2 7 (Paulo Freire; 1971) B U3 BRE 20 8 > o 9 & BL - 4%
i~ HESI AN BB o (R 1964 F (RAEE S BERR T MR B > 1965
AR CRCEEME L ) W T JE f SR B N BB B > (H B3 IR T 0 iR 3R AE &
[ 5 [ P AT 0 AR R o 1976 4F > L B2 5K i £ Y] (Barbara Solomon) 7
T B AL I ) 55 AR Y - b VR R IR | R TR o
SEHS ) AU 58 o AR RS A Ak AR A BRI A5 3 SR S W) ek
SRS A AL BRI IR RE AR o BUAR S B (s HEtm ~ e BUA R
FRAHRE = i) w8 o 2 R AR 2 1% B B 4L 058 43 (Amichai-Hamburger
et al., 2008; Bucy & Gregson, 2001; Mehra et al., 2004; Zimmerman et al.,
1992) o Zimmerman 5§ A (1992) #FEAG T BURESCR » 38 BBUA IR RE Rk
AL Er BRI BLEUAHI B - Bucy Ml Gregson (2001) #E— 45 > it e 1
F R R T mT DA 1 o BIA 2 BLRN 28 RATH) -

OB GE S > R B B U 0 0 o) AR S B A T B A R
PEthl ) B B BB BRI BE T o AR B IO SRR E SR R AR X B B B
RS BMR M FR 5N (Spreitzer, 1995) » b5 — L0 35 o 5 18 8 Fg 1) 09 = (8 4%
BRI A TR AR BE ) (Leung, 2009) © Becker 55 A
(2004) HIJ4 dym i 2 9 RO - B ) A SE AR ) AR AR HE O PR RE o
Zimmerman 5¢ A (1992) £ 0> P G RE i) = {8 B o 200 20 - (1) A F%
INFERRA + ohoss RIS BRIR M BN RE 17 5 (2) EB)ER MBS IR B
B AE LS 5 (3) 1T 4430 < BT E) S B BB s A Ak o PRIKHE
WARAL O BRI RE AY 5 R A5 BL L BTE - Spreitzer (1995) #5881 H %
B PRBRE 2 EAHR - SRR EE R R A D EARES S
LR O B RE > T B Bl B B B A0 o R N AR TSR (Becker et al.,
2004) -

PR ) W RE B 75 SRR IR AR S > 0 09 R A s Jogf o
M~ JE T B TRGERY 40 4% T E - Conger #ll Kanungo (1988) % Ji # 4
FEFLE By« sl BB 0 R g ~ ) A IR S SR T B T B R Ake
R ME AN - ZHEERE > BieERE EER R EIEA
B 3 W iR ) R B LR B I RE 1) EE 2 08 1% (Amichai-
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Hamburger et al., 2008; Boehm & Staples, 2004; Conger & Kanungo,
1988; Leung, 2009; Zimmerman et al., 1992) o Thomas Fll Velthouse
(1990) 7EMF 7T TAF AL 9 N TE B BRIRF > 1 b e 35 Ha MEE 1 I A 2
BAEEFE - BB (A IRAAE) ~ 2B M4 (3 EPR) o Frymier 55 A
(1996) TE ks N BEAR A 82 BL > 8\ B AR B A A% B AR — 20k - TG Mg
AN TEB R IR T B TR K ER B R - KRBT E LT
5 BB () %R+ Conger A1 Kanungo (1988) %% B Jil 1 BE A AF A BE ) 1 ik
() BRAR M A A o BB AR 5 B0 B T B A0 A i T B > A T 4R T A Ak
SUREER B TAEME o Zhang 1 Bartol (2010) B R i B A1 5 71 BEAR i F
FHIRWT > MHEST AR AR A0 TR 7E B AN 2 B S5 A7 R M 52 2 o

I REE AT 7 7 A BRI A S B AT RS M 7 > AR B BIE T E B R
(] #5E A TV i 7 Jt M A8 R o B 1 ) SRR o Amichai-Hamburger 55 A
(2008) FRE AW HE ~ AKE ~ FEAS AN 2 BRI 8 Fg 1 2 B B350 4 0 R RE A 1 >
PR~ dLlE - S5 B ZR BERRER & o Mehra 55 A (2004)
B 7 LGBTQ 8 e F #8151 R AW 55 R W) > 45 Jc e e 2 B0 A T .
AITEEGR ~ AL g - BE S PRSI BURE © Leung (2009) 42 H i
HER AR AL B AT AR VE M BE B > PR EME N F A E
Al N 25 RE B2 T At A ) T A2 R BN TR 28 BRLEE > ARE T A {1 K E o
Bucy 1 Gregson (2001) [ i 7 14 5 B 2% R BURE 09 0 7T UG 7R - B i 8
f T RUIRF 1 | R RE 3 98 A R BUA 2 B > fEBNA T AR EH) - 4
ARERREAR RO AY [ B ) | {ERREE -

R 5 S RLRAOA - HIRERI 72 SRR vl B A0 2 A8 A A BB AL A T K
I (Hur, 2006) o {1 A J& TH7 A4 HORE 48 7 1 02t 5 38 2 B 7 LA e I I gt
(Becker et al., 2004) » HAZ.O B R A FE - B KA B 3 # (Amichai-
Hamburger et al.,, 2008; Becker et al., 2004; Conger & Kanungo, 1988;
Thomas & Velthouse, 1990; Zimmerman et al., 1992) ~ 3% €% #& (Amichai-
Hamburger et al., 2008; Boehm & Staples, 2004; Conger & Kanungo, 1988;
Leung, 2009; Zimmerman et al., 1992) ~ A8 J7 &% 5l il 3 /&% (Amichai-
Hamburger et al., 2008; Conger & Kanungo, 1988; Leung, 2009; Mehra et
al., 2004; Thomas & Velthouse, 1990) - H & (Spreitzer, 1995) A K ) #

170 (Conger & Kanungo, 1988; Frymier et al., 1996; Thomas & Velthouse, 1990;
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Zhang & Bartol, 2010; Zimmerman et al., 1992) - 5= ## & [ %) [ 1 HIJ 35 18
FHE 4 408 B TR % ml AL 4 1) R M B8 5 | 8% g% (Zimmerman et al., 1992) » H:
R R A AE A ARRHE (Conger & Kanungo, 1988; Spreitzer, 1995) ~ ##il
#2 7] (Amichai-Hamburger et al., 2008; Brodie et al., 2013) F1 & & £ i
(Amichai-Hamburger et al., 2008; Bucy & Gregson, 2001; Leung, 2009;
Mehra et al., 2004; Petri¢ & Petrov¢i¢, 2014; Zimmerman et al., 1992) o

%2 R Fo BRAE

A BEAEE AR A SUR IR A A
B o EREA Y B A sl AR b I ) IORE I 5T rT 4Rt 222 I Amichai-
Hamburger % A\ (2008) %53 B 48 £ H1 P $2 L0 OB B i A BT B E AR Y
W e B R > 0T B B A 1 KM 5 Brodie %5 A (2013) MUBF 5L
FUI) 26 W 0 060 4 e AV AT 3 3 AL B ST IR A E PR R
i@ T B RE 5 Mehra %8 A\ (2004) (B 55 48 78 > 4 8 45 R 8 2 0 1 0 4
THBREANIGER - B e3H8 - HRAREE L [LESH -

B2 sl e > BEA MR8 P WA SR ET
o BB 85 > 35 A (0 S AR R0 B il 4y = B Bl (Leung,
2009) - HNZEAIER A A B B 10 T L BB R B B - S1 R A
BUAECE- & THRTF IR R0 > HORS R 7 S ey JL R S (BU8RTE ~ T
0 2020) > R R BCEM M IS AR EHN T E8E R
HESEERALERMASE (W - REFE > 2019) « BIXILHE AW
WF TR RE 48 N > AR S R R B O R RS A AR R0 - 1R B R
HH B RE (A 7] R EBOR FE O - I8 IR b 1 52 JaE 18 2 JH 4%
(BIRJE > T > 2021) o fEA B BRI B AT & 5 FEIZ
FERARAL T AR E B FE NS -

G A E

RIS > ARSI F A B i IR B > BUA MR 2 R AR B
St - W50 A R 2 SR E PR B SR 0 A o A AR
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WERMIFTTE > BRSPS 2R AR PR AT -
L BRI BAMER A WEFE A
— ~ JEASH E AT IR L T R B AR IR 0 5 A AR B 2
T REUSEAN A BLE A R L SRR A BB O B 2

WMEL*E

9T /N A 2024 47 4 H 2 5E b 5t 2 25 00 B 4% 4 A 91 22 (JTshuyun;
https://databnu.com/#/index ) BH i T FIHFAA o 5420 A S0 A 25 S 1 At
PR AU B R A BB B 78 MRS > 7E R B 0 i~ B 2238 il ik
FAT Ry B MR A A S 8 - O & I H BT B TE R S AR AT
Wt s 2 % B & (institutional review board, IRB) ffy FH AR ME {4 ffF 52 )7 2= o
By TR T R AR AT M BRUBRE T B o W9 /DN A A A SR R 1T = 8
WA E AR - AUHAIE S B R o BIVEE BRI fE R
TikTok ~ TR T4 ¥ & T 8 RAE G 554 R R A A5 A &5 1 i i > (A &
HIE EEH B RAUH AN (i EBE - B - 0 =) MR D AENE
AR 1R B8 o BIF 7 /INGEL A BN A 22 AT BIR 38) 1) 2 B fif 88 R 02k A T 32w
TERAAECT- & BB BRI B E > 18 E TR HE 2 2 > I AR R BER A
A AR S0 BIAE B B R AR AN R AR A o R A R AR 2,344 0
M - A HEEASEAIER 1,295 X > 1 F 35 1,049 A o 2373 4E ik 4y
ffi 2518 2 78 5% (V- #4355%) » M il 48 J B A - 1 (B 1E51.9% » 1k
47.7%) o BERETTE > 59.5% Sy b KLU R AR > HARARE L E
BLRE o IIER R SEHR 2021 F AR > sxbkA B A A DARRE -
£ W0 2 AR P A Ja P R T mT R AR ST R 2 R R
AT — R B R o T L YRR AR A R AR A AR A R -
TR~ A FRERE M - RAER S B - 218 T R B IRF R R A ) TR
G175 G T > DA SRR B RIS A A 5 P 8 B R (% Ak SR e ) 1
oo WA BUADF I i = A R AR ] B VR R R AR SO A AR 1 B
AR B B 2E M R Y B 7T LR (Klesow et al., 2023;
172 Zhou et al., 2023) > &4 FIAUSEAH B SCRK > S T AR R PR 5% 14
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B YRR SRS B SIEEOT RS BT e 2
[ G B ]~ TRVER St |~ TRIRHR WG A 1455 5 28 B AT flb
RIS TR AE SR |~ [ i aRE | G4 -

£ ) AT I BN B RE IR, > A TR SRR 2 e i i ARt T —
YV - L5 - AR TR A B B BEE L - AR
FEBE - B REAGERRE  EAEE R EIEER - H IS
T DA B R A BUE | o e R I ] A R A R T
MERDEITHR RN E - MABMERZ T Y - B1fF - BUERE - Bk
R S T SR RS URE HI BRI AL B 2 B~ fR AR BT ORISR A
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Introduction

The popularity of short videos, as evidenced by the rise of social
media apps such as TikTok and YouTube Shorts, is a phenomenon with far-
reaching psychological and social implications. Short videos are perfect for
today’s social media users with a short attention span and with an appetite
for snackable content. Much of the past research, however, has focused on
the negative aspects of short videos, such as their instant gratification, bite-
size content, dopamine-inducing nature, and addictive nature (Chen et al.,
2023; Ye et al., 2022). In this paper, we are focusing on something positive,
the empowering function of short video, and how creators and users may
benefit from this medium of communication.

Obviously, short videos can provide quick, intuitive, and accessible
educational resources to people who may have limited access to traditional
educational opportunities. Many can attest to how they have become
homemade handymen by watching YouTube shorts to acquire knowledge
and skills that were previously not available. But more importantly, short
videos offer many benefits that were not readily available during the age of
traditional media. For example, those videos can serve as a platform for
average individuals and communities to share their stories, experiences, and
perspectives. This enables them to express themselves creatively and
authentically, raising awareness about their struggles, achievements, and
aspirations. In this vein, they can be powerful tools for advocacy and
activism. They can highlight social injustices, human rights violations, and
systemic inequalities that affect different groups in the population
(Askanius, 2019; Yu, 2025).
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Understanding short videos as a viable platform necessitates examining
their inherent medium affordances—the actionable properties emerging from
the interaction between the technology and its users (Gibson, 1977). Key
affordances (Song et al., 2021; Wang & Suthers, 2022; Zhao & Wagner,
2023) uniquely position short videos for widespread adoption. Brevity and
low cognitive load afford effortless consumption and seamless integration
into fragmented daily routines, encouraging high engagement frequency.
Algorithmic discoverability significantly lowers barriers to audience reach,
enabling content from unknown creators to “go viral” without established
followings, democratizing visibility. Low production barriers, facilitated by
intuitive smartphone editing tools, filters, and templates, empower almost
anyone to become a creator without specialized skills or resources.
Multimodal expressivity—combining moving images, sound, music, text
overlays, and effects—affords rich, emotionally resonant communication and
creative storytelling within tight time constraints. Finally, seamless
shareability and embedding affordances make content easily distributable
across social networks and websites, amplifying reach and fostering
community formation. It is precisely this confluence of accessibility,
discoverability, expressive potential, and frictionless distribution that allows
short videos to function effectively as a dynamic platform for diverse actors.

On the other hand, the significant positive benefits of short videos are
best conceptualized through the lens of empowerment, understood as the
process of gaining greater autonomy, self-realization, and influence (Freire,
1973). We conceptualize that empowerment manifests distinctly for creators
and users or consumers (Ma et al., 2025). Creators are empowered through
narrative control, such as crafting their own stories and perspectives;
through skill development, such as learning production, editing, and
marketing; through economic opportunity, such as monetization via
advertising, sponsorships, and e-commerce; through community building by
directly engaging followers and finding niche audiences; and through
cultural participation by shaping trends and discourse. Users, conversely,
are empowered through democratized access to diverse information, skills,
and different perspectives previously gatekept. Here, we want to explore
who exactly is being empowered. Is it the creators of short videos or the
users of short videos? And in what specific areas are they empowered?

The empirical evidence of this paper came from a large survey of short
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empowerment to explicate and explain the process and outcome of short
video empowerment.

Literature Review

The media industry has been transformed over the last two decades.
The traditional landscape of a few large media organizations dominating the
market has given way to smaller, fragmented media. As a result, we seem
to face more problems than answers as traditional media continue their
secular business decline. One positive that comes out of this is that people
whose voices were often unheard in traditional media, where media
“gatekeepers” filtered and selected which voices would be represented, now
have a chance to be heard (Shoemaker & Vos, 2014). In the past, they did
not have access to media resources, but now they can access multiple media
platforms and even create their own content.

Affordances in Short Video

In this study, we rely on Gibson’s conceptualization of affordances as
one of the theoretical frameworks to examine short video affordances, that
is, the medium attributes that offer action and empowerment potentials to
their users and creators. Gibson (1977) emphasized the dual nature of
affordances, positing that affordances do not exist solely as objective
properties but are also shaped by individuals’ subjective perceptions. In the
context of short videos, the affordances of this medium may hold different
relevance for different people, leading to robust variations in perception.
For example, content creators may prioritize the low production barriers
associated with short videos, while regular audiences may focus more on
their visual and auditory appeal.

In two previous studies on affordances, we described three kinds of
affordances—physical, perceived, and relational, across both print and
digital news via two rounds of in-depth interviews with tenured print
readers and digital natives (Kiesow et al., 2023; Zhou et al., 2023). Physical
affordances are generated by the tangible and materialistic attributes of a
medium. Perceived affordances are conceptualized from the users’
recognition of the attributes and signifiers of the medium, which in turn
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give them a direction and an ability to take certain actions. On the other
hand, relational affordances are generated via interaction between an
attribute and the perceiver.

In print, these affordances include the physical: wayfinding, materiality,
and retrievability; the perceived: importance, aesthetics, and completeness;
and the relational: genre, trustability, browsability, and serendipity (Zhou et
al., 2023). In digital, they include the physical: hypertextuality and
retrievability; the perceived: importance, immediacy and trustability; and the
relational: convenience, adaptability, genre, control, and interactivity (Kiesow
et al., 2023). But clearly, these simple categorizations mask a more complex
system. In this paper, we are approaching affordances more from a holistic
perspective. The goal of this paper is to interrogate the medium of short
video and explicate how the attributes of short video can be perceived as
action potentials in supporting the empowerment needs of media users and
creators.

Short Video as a Medium

As a starter, the attributes of short video can be understood through a
simple comparison between the print medium and the audio-visual medium
of short video. For example, some people argue that print is an intellectual
medium, because print is amenable to deliver abstract ideas, whereas in an
audio-visual medium, concrete objects and events, rather than ideas, are
best seen and heard (Meyrowitz, 1994). For example, a football game is
more effectively experienced through television than through print media.
In contrast, print can illuminate the concept of inflation more effectively
than moving images.

The audio-visual medium, which short videos use to deliver their
content, is best used to show emotion as well (Noroozi et al., 2017). We
have seen many videos go viral as they depict extreme happiness, sadness,
cute smiles, and funny scenes, demonstrating that the medium is best used
to portray emotion, instead of reason. The concept of reason, on the other
hand, is a reflective process, in which print excels.

A simple reflection on the history of mass media allows us to conclude
that today’s social media is reversing communication from the traditional
mass communication to its basic and primitive form, where interpersonal
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literacy-based communication that was prevalent in the mass communication
era, where intellectuals debated the matters of the day in the media.

Specific to short videos, several attributes make them accessible and
favored by today’s content creators:

Short videos, by returning to the basic human communication format,
they have a lower entry barrier compared to other forms of media, such as
print. They do not need literary skills, and they rely on simple storytelling
structures. With the capability to be created using smartphones or basic
video editing tools, content production becomes accessible without
expensive equipment or professional editing skills.

Short videos are typically brief and concise, ranging from a few
seconds to a few minutes in length. This format allows content creators to
quickly capture and engage the audience’s attention while not requiring a
significant time commitment from viewers.

Furthermore, these videos heavily depend on audio-visual elements to
convey messages and tell stories effectively. This audio-visual nature makes
it easy to capture both natural or fictional events, making them appealing to
content creators who can quickly capture the moment. Those adept in visual
grammar can enhance their storytelling and capture the audience’s interest
through creative visuals, editing techniques, and visual effects. Along this
line, users can also try to create or cover something that is often neglected
by traditional media, allowing more people to exercise their creativity and
experiment with newer forms of storytelling.

And short videos are commonly shared on social media platforms, which
provide a built-in audience and easy sharing capabilities (Litt & Hargittai,
2016). Content creators can leverage the viral nature of social media to reach a
wider audience and gain recognition for their work. In addition, short videos
often encourage audience engagement through these interactive features, such
as comments, likes, shares, and reactions (Khan, 2017). This interactive aspect
allows content creators to receive immediate feedback, connect with their
audience, and build a community around their content.

Voices in Short Videos

In traditional media, established institutions, powerful individuals, and
mainstream perspectives are the voice that are often heard and give
prominence in the public forum (Andrews & Caren, 2010). Traditional
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media often amplifies the voices of government officials, politicians, and
other influential figures. Their statements, policies, and actions are
frequently covered and given significant attention (Besley & Burgess,
2001). They also tend to supply voices to corporate interests, including
large businesses, industry leaders, and advertisers. Scholars have noted that
traditional media tend to reflect and reinforce mainstream ideologies and
perspectives (Herman & Chomsky, 2021; Parenti, 2007). Such perspectives
can include dominant political, social, and cultural beliefs that are widely
accepted in society, as they rely on expert opinions and commentary from
professionals in various fields such as academia, science, and economics
(Lears, 1985). People seek these voices for their analysis and insights on
specific topics. Research also found that mainstream media prioritize the
voices and experiences of majority groups in terms of race, ethnicity,
gender, and socioeconomic status. This can result in the underrepresentation
or marginalization of minority voices.

In the end, we conclude that media production, whether in print or
digital, is a product of the day’s technology. But short videos offer
affordances, or action potentials, that empower underrepresented populations
by giving them a voice and creating new opportunities. This capability is
core of the idea of empowerment.

Empowerment

Empowerment research originated from social work studies on the
awakening of oppressed ethnic groups and communities in the 1950s and
1960s, as well as the self-help movements of the 1970s in Western society.
It is a rather broad term that transcends disciplinary boundaries. It has been
examined across a wide range of disciplines over the years, including
political science, psychology, management, and communication. In political
science, studies surrounding empowerment mainly focus on liberating and
mobilizing the socially marginalized to act collectively and evoke changes
in the political system (VeneKlasen & Miller, 2002). In the field of
psychology, scholars studying empowerment aim to determine how to
empower individuals to achieve self-efficacy and obtain perceived control
(Zimmerman, 2000). Management researchers emphasize delegating power
to employees to improve organizational effectiveness (Yuki & Becker,
2006). Regarding communication, scholars are interested in its role in the
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empowerment process and how media and technology empower the public
(Cadiz, 2005).

Despite the varying priorities of different academic disciplines,
Woodall and colleagues (2012) tackled empowerment from a new angle,
introducing it as a multi-construct with two dimensions: processes and
outcomes. The empowerment process is generally described as follows: (a)
making people aware of their powerlessness or inequality; (b) inspiring
people to take action to gain power and eradicate such inequality; and (c)
liberating and empowering people (Conger & Kanungo, 1988; Freire,
1973). In the context of the empowerment process, scholars are most
interested in unveiling the key components underlying the different stages
of the process that facilitate the process of empowerment. Regarding the
outcomes of empowerment, scholars aim to evaluate the effectiveness of
this process. Many draw on the four dimensions of empowerment
introduced by Thomas and Velthouse (1990) to measure its outcomes:
meaningfulness, competence (self-efficacy), impact, and choice (self-
determination).

In the field of political science, empowerment theory originated in the
1960s when America was in a state of social turmoil, with pervasive
discrimination—such as racism and gender inequality—deeply entrenched
in various aspects of life. During these difficult times, Paulo Freire (1971),
a pioneering educator advocating for equality in education, first promoted
the idea of empowerment, focusing on participation, control, power, and
self-realization. Despite the passage of the Civil Rights Act of 1964, which
banned segregation, and the Voting Rights Act of 1965, which granted
African Americans the right to vote, racism against African Americans
remained deeply rooted in the country and was challenging to eradicate. In
1976, sociologist Barbara Solomon described the concept of empowerment
in the context of assisting the Black community, suggesting that social work
should “empower” Black individuals to build collective strength and
resilience to combat racism and fight for equality. He viewed empowerment
as a process in which social workers and clients engage in a series of
activities to change the powerless status quo of stigmatized group members.
Political participation—such as public discussion, setting the political
agenda, and raising awareness—is considered one of the key components
of the empowerment process (Amichai-Hamburger et al., 2008; Bucy &
Gregson, 2001; Mehra et al., 2004; Zimmerman et al., 1992). Zimmerman
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and colleagues (1992) also evaluated the outcomes of empowerment and
found that political empowerment can effect changes in the social
environment and political systems. Bucy and Gregson (2001) argue that
new media, when used as an empowering mechanism, can enhance political
participation and civic engagement.

On the other hand, psychologists are more concerned with how people
can be given a sense of control over political and social actions, as well as
the ability to carry out goals and aspirations. Some scholars view
psychological empowerment as individuals’ cognitions or perceptions about
themselves in relation to their environment (Spreitzer, 1995). Others
emphasize psychological empowerment on an individual level, identifying
three core elements: the desire for control, self-efficacy, and perceived
competence (Leung, 2009). Similarly, capabilities such as self-determination,
self-sufficiency, and decision-making ability have been introduced to foster
psychological empowerment (Becker et al., 2004). Zimmerman and
colleagues (1992) laid out three components essential to conceptualizing
psychological empowerment: (a) the intrapersonal component: one’s
perceived capacity to change their surrounding environment; (b) the
interactional component: the interactions between a person and their
environment to affect change; and (c) the behavioral component: action-
oriented participation to elicit influence on the environment or within an
organization. In addition to empowerment processes, the outcomes of
psychological empowerment have also received academic attention from
scholars. Spreitzer (1995) discovered a positive relationship between
psychological empowerment and self-esteem. Achieving psychological
empowerment through skill development, maintaining self-sufficiency, and
gaining self-control can assist marginalized individuals in making improved
decisions about their lives (Becker et al., 2004).

Literature on empowerment is also prevalent in the field of management,
where it is utilized as a tool to tackle managerial issues and promote
employee efficiency from an organizational perspective. Conger and Kanungo
(1988) described empowerment processes as involving the identification of
obstacles leading to powerlessness, the employment of managerial strategies
to promote self-efficacy among employees, and improved performance
through the empowerment of employees. Many scholars regard mastery of
skills or mastery experiences—ranging from acquiring new skills to gaining

7190 in-depth understandings to assimilating new information—as an important
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and effective procedure that leads to individual empowerment (Amichai-
Hamburger et al., 2008; Boehm & Staples, 2004; Conger & Kanungo, 1988;
Leung, 2009; Zimmerman et al., 1992). In studying intrinsic motivation for a
job or task, Thomas and Velthouse (1990) identified four dimensions of
empowerment in the work setting: meaningfulness, competence (self-
efficacy), impact, and choice (self-determination). To examine empowerment
from an interpersonal perspective in the workplace, Frymier and colleagues
(1996) found that the alignment of individual goals with organizational goals,
clear communication, and intrinsic motivation are crucial factors in improving
employees’ levels of empowerment. Many studies have also examined the
outcomes of empowerment in work settings, as organizations typically set
goals and key performance indicators (KPIs) to evaluate employee
performance. Conger and Kanungo (1988) found that empowerment can
function as both a relational construct for delegate power and as a
motivational construct for enabling employees, thereby improving
organizational effectiveness and increasing employee motivation. Another
study exploring the relationship between empowerment and creativity found
that empowerment has a positive influence on both intrinsic motivation and
engagement in the creative process (Zhang & Bartol, 2010).

Empowerment has been a crucial issue in communication and media
studies. Various studies in these fields have focused on examining the role
of different media formats in the empowerment process and their effects.
Amichai-Hamburger and colleages (2008) analyzed the internet as an
empowering tool on four levels: the individual, the interpersonal, the group,
and the citizen. They found that the internet affords opportunities to
empower individuals, their communities, causes, and countries. Another
study by Mehra and colleagues (2004) examined how the LGBTQ
community utilized online mailing lists as tools for empowerment. Their
research revealed that empowerment can be achieved across four domains—
political, social, educational, and cultural—for marginalized groups using
internet tools. Leung (2009) posits that the empowerment process entails
gaining mastery or control over one’s life and developing a sense of
competence. Their research further demonstrated that producing and
publishing user-generated content online increases user gratification and
civic engagement, which in turn promotes individual empowerment.
Similarly, a previous study by Bucy and Gregson (2001), which examined
new media and citizen empowerment, revealed that the “real-time” nature
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of new media enhances political participation among the public and fosters
interactions between political actors and citizens, creating a “two-way”
communication channel to empower citizens online.

Besides the cross-disciplinary characteristic of empowerment research,
literature surrounding this theory can be summarized into two categories:
the personal perspective and the collective perspective (Hur, 2006). On the
personal level, the empowerment process can be described as developing
capabilities to overcome obstacles and achieve empowerment (Becker et al.,
2004). The underlying components of individual empowerment usually
involve self-efficacy, self-determination (Amichai-Hamburger et al., 2008;
Becker et al., 2004; Conger & Kanungo, 1988; Thomas & Velthouse, 1990;
Zimmerman et al., 1992), mastery of skills (Amichai-Hamburger, et al.,
2008; Boehm & Staples, 2004; Conger & Kanungo, 1988; Leung, 2009;
Zimmerman et al., 1992), feelings of competence or accomplishment
(Amichai-Hamburger et al., 2008; Conger & Kanungo, 1988; Leung, 2009;
Mehra et al., 2004; Thomas & Velthouse, 1990), self-esteem (Spreitzer,
1995), and motivation (Conger & Kanungo, 1988; Frymier et al., 1996;
Thomas & Velthouse, 1990; Zhang & Bartol, 2010; Zimmerman et al.,
1992). On the collective level, empowerment can be defined as an
individual’s active engagement with the environment or organization to
elicit change and influence (Zimmerman et al., 1992). The components
comprising empowerment on a collective level include organizational
effectiveness (Conger & Kanungo, 1988; Spreitzer, 1995), group identity
(Amichai-Hamburger et al., 2008; Brodie et al., 2013), and proactive
engagement (Amichai-Hamburger et al., 2008; Bucy & Gregson, 2001;
Leung, 2009; Mehra et al., 2004; Petri¢ & Petrovc¢ic¢, 2014; Zimmerman et
al., 1992).

Short Video & Empowerment

The recent emergence of short videos, a relatively new media format,
has limited literature on the empowerment they offer. However, past
research has examined the empowerment associated with the internet or
online media, which provides some insights into this issue. Amichai-
Hamburger and colleagues (2008) found that the internet offers numerous
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achieve their goals, thus empowering them at an individual level.
Additionally, the internet provides a platform for like-minded individuals to
form communities, foster friendships and bonds, and generate empowerment
at the group level (Brodie et al., 2013). In a study by Mehra and colleagues
(2004), the internet serves as an empowerment tool utilized by socially
marginalized groups to set public agendas, raise awareness, educate the
public, and promote participation.

Specific to short videos, past research found that publishing user-
generated content online promotes citizen journalism, empowering average
individuals to become journalists and share their stories (Leung, 2009).
This study also showed that users who actively produce and publish content
online tend to have a high level of satisfaction and empowerment. Another
study on Kuaishou, a rural short video platform, highlighted its role in
constructing a virtual village community (Liu & Wang, 2020). Farmers’
transformation from ‘“others” in rural narratives to ‘“subjects” of self-
expression enhances their subjectivity and public awareness (Sha & Zhang,
2019). Liu and Wang (2021) also found that short videos can help farmers
carve out collective memories, enhance self-worth, and achieve self-
expression; however, they can also lead to negative effects such as screen
addiction, intensified loneliness, and frequent family conflicts (Liu & Wang,
2021). As a new medium for expression, short video platforms provide a
broader range of individuals with opportunities to present and express
themselves.

Research Questions

Overall, research on the empowerment of short videos is still in its
early stages, with a focus on descriptive phenomena, and the scope of
research is limited, often relying on qualitative research and case analysis.
This paper aims to conduct a more comprehensive and in-depth exploration
of the empowerment of short videos through quantitative research.

Based on the above, we proposed the following research question
(RQ):

RQ1: What are some affordances of short videos that appeal to

short video creators and users alike?
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RQ2: In what areas are empowerments more pronounced for short
video creators and users alike?

Methods

We commissioned a survey in April 2024 through JIshuyun (#i fif 22 ;
https://databnu.com/#/index), a Beijing-based professional research firm

specializing in large-scale data collection and experimental studies for
academic institutions. The company holds extensive expertise in big data
analytics, machine learning-driven sampling, and behavioral tracking, serving
over 50 leading Chinese universities with institutional review board (IRB)-
compliant methodologies. To investigate short video affordances and
empowerment potentials, we explicitly asked JIshuyun to target two groups:
the creators and users of short video. Creators were defined as individuals
who actively produced and published original short video content (e.g.,
filming, editing, posting) for platforms like Douyin, TikTok, and Kuaishou.
Users are individuals who primarily consume short video content (e.g.,
browsing feeds, liking, sharing) without regular content creation. Leveraging
JIshuyun’s Al-powered participant screening infrastructure, we were able to
use the participants’ user trail in short video platforms to determine their
categories, and we specifically asked the company to recruit approximately
equal numbers of creators and users for this survey. In the end, a total of
2,344 valid surveys were returned, with 1,295 from creators and 1,049 from
users. Respondents ranged in age from 18 to 78 years old, averaging 35 years
old. In terms of gender, 51.9% of them are males, and 47.7% are females,
essentially an equal number from both genders. About 59.5% of them are
high school graduates or below, while the remainder are college educated or
graduates. In general, this sample appears representative of the general
population, as indicated by the National Bureau of Statistics of China (2021).

To measure the attributes or technological affordances of short video,
we asked a battery of questions in Likert scales, such as “short videos make

G LRI

it easy to inform,” “short videos facilitate easy communication,” “short

ELINT3

videos allow creators to express more in a short time,” “the production of

EEINT3

short videos is easy and fast,” “the elements of sound, visual, audio-visual,

and shortness in short videos are most appealing,” and “short videos are
easy to use and have better results compared to print.” Because no existing
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findings on physical, perceived, and interactional affordances and tried our
best to summarize research related to short videos to establish a baseline
for this exploratory research. As a result, there are physical affordances like
sound, vision, and audio-visuals. The perceived affordances included easy
to inform, production is easy and fast, and shortness is appealing, among
others. The interactive affordances include the facilitation of communication
through short videos and the capacity for creators to convey more content.
To measure the perceived empowerment of short videos, we asked a
battery of questions in Likert scales, such as “short videos increase my self-

99

esteem,

EEINT

short videos increase my self-confidence,” “short videos allow me

9 <

to express my views,” “short videos teach me critical skills,” “short videos

99 ¢

play a role in community,” “short videos help me gain a sense of existence,”
and “short videos make me aware of achievements.” These items tried to
tap into the personal, including self-esteem, self-confidence, expressing
views, teaching me critical skills, and collective empowerment ideas, such
as playing a role in the community, gaining a sense of existence, and
making me aware of achievements. Again, no existing established scales are
available, so these items remained exploratory.

A couple of multivariate analysis of covariance (MANCOVA) was
conducted to test group differences (video creators versus video users) in
perceived affordances and empowerments of short videos, while controlling
for covariates of education level and residence area. These two were chosen
as covariates, as education is a key to literacy. In our introduction, we made
an argument that short video returned human communication to its more
primitive and intuitive nature, so literacy is less important in this form of
education. We also suggest that residence, in terms of rural and urban users
and creators, may highly correlate with education in China. So, these two
were put in the model as covariates to control for their influences.

The first model examined differences in the affordances of short videos,
with eleven dependent variables: easy to inform, easy to communicate, audio
appeal, visual appeal, audio-visual appeal, shortness appeal, express more,
easy to produce, quick to produce, easy to use, and better results. The
second model evaluated differences in empowerment outcomes, with seven
dependent variables: more self-esteem, more confidence, expressing view,
gaining critical skills, playing a role, sense of existence, and awareness of
achievement. Both models included group membership (creators versus
users) as the independent variable, with education level and residence area
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as covariates to account for their potential impacts. The analysis aimed to
address the research questions by statistically comparing creators’ and users’
perceptions while controlling for sociodemographic factors, which helps
reliably identify meaningful differences between the two groups.

Results

The first research question explored what affordances of short videos
appealed to short video creators and users alike. To explore this, a
MANCOVA was used to compare how creators and users perceive the
affordances of short videos. The results, summarized in Table 1, highlight
key similarities and differences between the two groups’ perspectives on
these features.

Table 1 MANCOVA Results for Perceived Short Video Affordances

Variable Sum of df Mean F P y
squares square

Dependent variable

Easy to inform 3,133.83 12,336 3,133.83 5,621.07 <001 .71
Easy to communicate  3,052.32 12,336 3,052.32 4,945.04 <001 .68
Audio appeal 3,018.42 12,336 3,018.42 4212.64 <001 .64
Visual appeal 3,127.06 12,336 3,127.06 4,839.35 <.001 .67
Audio-visual appeal 3,076.44 12,336 3,076.44 4,577.19  <.001 .66
Shortness of appeal 3,123.69 12,336 3,123.69 4,882.26 <.001 .68
Express more 3,191.52 12,336 3,191.52 4,72547 <001 .67
Easy to produce 3,262.70 12,336 3,262.70 4,358.15 <.001 .65
Quick to produce 3,342.09 12,336 3,342.09 444548 <001 .66
Easy to use 3,210.10 12,336 3,210.10 5,106.08 <.001 .69
Better results 2,936.98 12,336 2,936.98 4,909.24 <001 .68
Covariate

Education 112,326 1.01 432 .005
Residence area 112,326 6.16 <.001 .028

As shown in Table 1, significant differences were found between
creators and users across all affordance variables (p < .001). Creators
consistently reported stronger perceptions of affordances than users, with
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the largest effect (F(12,336) = 5,621.07, p < .001, #? = .71), followed by “easy
to use” (F(12,336) = 5,106.08, p < .001, n? = .69). The covariate residence
area had a small but significant effect (F(112,326) = 6.16, p < .001, #? =
.028), while education level was nonsignificant (F(112,326) = 1.01, p =
432, n? =.005).

The findings suggest that there is a notable difference between users
and creators in their perceptions of the affordances of short videos. In
general, the MANCOVA test reveals that creators feel more strongly about
the affordances of short videos than users. This taps into the idea that
affordances depend on the attributes of the objects and perceivers. Creators,
who have intimate knowledge of the medium, are more likely to perceive
the affordances of the short videos.

The second research question wonders, in what areas are empowerments
more pronounced for short video creators and users alike? Another
statistical analysis (MANCOVA) was conducted between short video
creators and users to measure how they perceive short videos and their
empowerment potentials. Table 2 details such measures:

Table 2 MANCOVA Results for Perceived Short Video Empowerment

Variable Sum of squares df Mean F Sig. ]
square

Dependent variable

More self-esteem 3,242.04 12,336 3,242.04  4,885.61 <.001 .68
More confidence 3,002.36 12,336 3,002.36  4,660.23 <.001 .67
Express view 3,010.61 12,336 3,010.61  4,474.60 <001 .66
Gain critical skills 3,253.02 12,336 3,253.02  4,853.89 <.001 .68
Play a role 3,053.51 12,336 3,053.51  4,613.06 <.001 .66
Sense of existence 2,936.25 12,336 2,936.25  4,483.18 <.001 .66
Aware of achievement 3,008.76 12,336 3,008.76  4,695.56 <.001 .67
Covariate

Education 72,330 1.18 312 .004
Residence area 72,330 9.65 <001 .028

Table 2 revealed that creators reported significantly greater levels of
empowerment on all variables than users (p < .001), with large effect sizes
(n? = .66 to .68). Specifically, “more self-esteem” was the most influential
(F(12,336) = 4,885.61, p < .001, n? = .68), followed by “gain critical skills”
(F(12,336) = 4,853.89, p < .001, ? = .68). The covariate residence area
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again showed a small but significant effect (F(72,330) = 9.65, p < .001, »?
=.028), whereas education level remained nonsignificant (F(72,330) = 1.18,
p =312, 2= .004).

It is also evident that creators and users perceive short video
empowerment differently, with creators being more enthusiastic about what
short video can do for them compared to users in general. Strong evidence
from the second MANCOVA test supports this difference.

In short, both MANCOVA analyses indicated that creators rated short
videos’ affordances and empowerment potentials significantly more
positively than did users, with large effect sizes. Second, geographic
residence played a minor but statistically significant role in both models,
while education level had no influence.

Conclusions

The findings of this study recognize the significant contribution of
short videos as a medium that connects technological affordances with
empowerment potentials. Extending Gibson’s (1977) theory of affordance
and Freire’s (1973) conceptualization of empowerment, this study clarifies
how the characteristics of short videos—Ilike their accessibility, conciseness,
and audio-visual richness—facilitate both creators and users in areas of
self-expression, self-realization, and social engagement. The findings reveal
significant disparities in how creators and users perceive these affordances
and empowerments of short videos, with creators reporting more
pronounced effects across all measured dimensions.

First, the study confirms Gibson’s (1977) claim that affordances are
dynamic attributes that emerge through interactions between individuals
and the environment within an ecological setting, where the perceived
utility, experiences, and motivations are at play. Short video creators, who
actively engage in content production, are more inclined to perceive the
medium’s affordances—such as ease of use, quick production, and audio-
visual appeal—more sensitively than passive users. This aligns with the
authors’ (Kiesow et al., 2023; Zhou et al., 2023) earlier work on relational
affordances, which posits that the interplay between user agency and
personal experiences helps shape one’s perceived affordances. For instance,

198 video creators’ ability to leverage visual storytelling (Meyrowitz, 1994) and



f: School of Journalism and Commun
School of Communication, Hong Kong Baptist University (2025
ALL RIGHTS RESERVED

Copyrighted ese University of Hong Kong

The Affordances of Short Videos and Their Empowerment Potentials

emotional engagements (Noroozi et al., 2017) suggests how their active
participation renders technological possibility into empowerment tools.

Second, short video creators also experience the outcomes of
empowerment more intensely than short video users across all measured
dimensions of empowerment. Compared to short video viewers, short video
creators are more active and driven in terms of creating and sharing content
online, whether as a hobby or as a means of making a living. The observed
effects of empowerment among short video creators resonate with Freire’s
(1973) focus on self-realization and social participation. The short video
creators experienced increased self-esteem, confidence, and a sense of
societal impact, reflecting the four dimensions of empowerment as
suggested by Thomas and Velthouse (1990): meaningfulness, competence,
impact, and choice. These findings echo Leung’s (2009) research on user-
generated content, which links content creation to civic engagement and
psychological empowerment. Users, on the other hand, demonstrated lower
empowerment outcomes despite receiving educational and awareness-
raising content, implying that passive consumption alone is insufficient to
activate the full spectrum of empowerment processes (Zimmerman et al.,
1992). This distinction underscores the importance of intrinsic motivation
and proactive engagement in realizing empowerment (Conger & Kanungo,
1988; Zhang & Bartol, 2010). Further research can explore strategies for
enhancing user involvement, subsequently allowing users to achieve similar
benefits as content creators. We believe the evolution from short video users
to active creators may represent a critical pathway for realizing digital
empowerment, enabled by platform affordances that progressively scaffold
participation. This transition also democratizes Freire’s “praxis”’—reflection
and action upon the digital world to transform it.

Geographic location has also appeared as a minor yet significant
covariate, suggesting the presence of contextual circumstances influencing
empowerment. For instance, creators residing in rural China may experience
heightened empowerment due to limited access to traditional media
platforms, as observed in Liu and Wang’s (2020) study of Kuaishou users.
Conversely, urban users may experience fewer constraints to information
seeking, thereby lessening the relative influence of short videos. Future
research should further explore how regional disparities interact with
socioeconomic status in shaping empowerment outcomes.
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Although its insights are useful, this research is not without limitations.
The sample, drawn exclusively from China, may limit generalizability to
other cultures where media regulations and social norms differ. Additionally,
we faced inherent constraints in studying perceived affordances and
empowerment using a survey methodology. Affordances emerged from
dynamic user-platform interactions, however, surveys rely on post hoc
subjective accounts. Respondents may misattribute affordances. On the
other hand, empowerment manifests as lived experience (Freire, 1973), a
nonlinear process of gaining voice and agency. Surveys flatten this
complexity into scalar metrics. All these underscore the need for mixed-
method triangulation, such as including in-depth interviews to observe
affordance actualization in practice and the process of empowerment.

Speaking of scales, perhaps our biggest limitation was the reliance on
single-item measures, while was pragmatically justified for this exploratory
study given the absence of established scales for platform-specific
affordances and digital empowerment. But it introduced critical constraints:
single items struggle to capture the multidimensionality of these constructs.
This risks superficial validity, reduced reliability, and inadequate granularity
in detecting nuanced relationships. This research highlights the need for
measurement scale development regarding affordances and empowerment
with the use of short videos. Only when a complete and reliable set of
scales is developed can we comfortably claim that we are beginning to
understand the potentials of short videos.

Theoretically, we relied on the theories of affordances and
empowerment and tried to tease out how users and creators perceived them,
but the two were in essence used separately. In future research, we should
try to explore theories that may allow the synergizing of the two. For
example, the unified theory of acceptance and use of technology (UTAUT)
is a comprehensive model developed by Venkatesh and colleagues (2003) to
explain user adoption and usage behaviors of information technologies,
focusing on performance expectancy, effort expectancy, social influence,
and facilitating conditions. These UTAUT’s core elements may reveal why
the specific affordances of short video translate into adoption and
empowerment. It may also offer a systematic toolkit to dissect data, guide
their analyses, and diagnose which affordances drive adoption and how they
enable empowerment.
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In summary, this study contributes to the conversation around digital
empowerment by demonstrating that short videos are not merely tools for
entertainment but potent platforms for creators and users alike. By lowering
entry barriers and amplifying emotional and visual storytelling, short videos
enable a democratization of content-making in ways the traditional media
cannot (Andrews & Caren, 2010; Herman & Chomsky, 2021). However, the
existing empowering potentials in a medium do not necessarily guarantee
empowerment outcomes. Short-form video creators’ strong belief in
empowerment potential highlights that its full impact hinges on active
participation—a dynamic underscored by the clear divide between creators
and users. To bridge this gap, policymakers and platform designers should
prioritize initiatives such as easy editing features and content-creating
workshops that lower barriers for making content. Lastly, this study
reinforces that empowerment is not just an end goal but an ongoing
process, one that flourishes when people use technology not just passively
but to gain agency in today’s fragmented digital world.
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