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A half-dozen years ago, the market 
barely existed. Today short videos are 

all the rage. By the end of 2020, more than 
2.2 billion people around the world 
regularly watched video clips of 60 seconds 
or less. Using tools that make it easy to 
record and share, users are uploading 612 
million short videos every 24 hours. 
Consumers are watching them—a total of 
74 billion minutes of short videos each 
day—primarily on their phones, with no 
slowdown in sight. Indeed, short video 
apps have surged in popularity as people 
turn to their mobile devices during the 
global pandemic, to connect with others in 
new ways. 

To understand the economic and social im-
pact of this important new phenomenon, 
BCG conducted surveys and focus groups 
among short video users worldwide, asking 
about the value that this new medium 
brought them. We also constructed an eco-
nomic model to assess short video’s impact 
on financial output and jobs, and we devel-
oped a framework to evaluate its social  
impact.

Our findings suggest that short videos play 
a far greater role than mere lightweight en-
tertainment, as the medium has been 
widely perceived. In 2020 alone, short vid-
eos generated an estimated $193 billion in 
economic footprint, with direct economic 
outputs of $45 billion and direct job cre-
ation of roughly 659,000 jobs globally. 
Moreover, surveys and focus groups cite the 
benefits these bite-sized videos provide, 
such as joy, community, and emotional sup-
port—especially evident in the midst of 
the pandemic. They also unleash human 
potential by inspiring creativity, helping ed-
ucate and train the next generation of the 
workforce, and engendering individuals’ 
sense of self-worth. In a welcome trend, ed-
ucators and nonprofits are starting to har-
ness the power of short videos as well. 

As with any social media, there’s the po-
tential for abuse. While research suggests 
that video-sharing sites are less toxic than 
traditional social media platforms, they are 
not free from cyberbullying. They can be 
used to spread misinformation, which can 
be especially dangerous during a world-
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wide pandemic. Excessive usage is also a 
problem, particularly among the young. 
The challenges are real, yet it would be un-
wise to turn our backs on this emerging 
trend. Collaborations among users, plat-
forms, and policymakers are crucial to en-
sure the medium remains a vital and re-
sponsible economic and social force. 

A Growing New Sector 
In recent years, short videos stand out as 
one of the most preferred modes of com-
munication. Currently dominated by a trio 
of platforms—Instagram, Snapchat, and 
TikTok—consumers of short videos have 
grown since 2015 by a remarkable 54% 
each year. In Japan, Russia, South Korea, 
and Thailand, the volume of short videos 
has risen at a rate exceeding 100% each 
year. By the end of 2020, 52% of the world’s 
internet users were active on at least one 
short video platform, according to eMarket-
er’s App Annie, and that number has been 
growing since the pandemic began. In 2020 
alone, according to BCG analysis of public-
ly-available data from the major platform 
companies, the average time spent on short 
videos increased by 16% and the total num-
ber of users grew by more than 46%. 

Daily activity is also higher on these plat-
forms when compared with others. Almost 

60% use a short video app once a day, com-
pared with engagement on other social me-
dia apps (47% on Twitter). The typical 
short video user spends 41 minutes on a 
short video platform each day—a full 16% 
of the user’s total daily time on a phone. 
More than one in three short video us-
ers—40%—double as content creators. In 
contrast, only 11% of YouTube’s users also 
upload their own content. 

Who consumes short videos? People of all 
ages—but the medium is especially popu-
lar with Generation Z, people born after 
1995, who represent 41% of the global pop-
ulation, according to the United Nations. In 
fact, for many brands, short video has been 
the new secret weapon for reaching the 
younger generation and especially Gen Z. 
(See Exhibit 1.) Since the global pandemic 
began, however, user demographics have 
been gradually changing: today an increas-
ing number of older individuals as well as 
families rely on short video as a preferred 
communications tool. 

The content found in short videos varies 
widely. Content that falls in the category of 
entertainment—humor, music, mini-movies, 
and the like—are the most popular across 
all markets. Short videos about travel, pets, 
and cooking are also popular. (See Exhibit 
2.) But unlike most other kinds of videos, 
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Sources: BCG survey on 602 current short form video platform users globally; BCG analysis.

Exhibit 1 | Short Videos Have Gained Popularity Around the World
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short videos are generally about capturing 
moments rather than telling a story. 

Although many of these creations are profes-
sionally crafted brand-building and advertis-
ing shorts, most are made by ordinary peo-
ple without special video-making skills. The 
mobile age has encouraged this trend: when 
a smartphone is all people need to make a 
video and then share it, everyone is a poten-
tial filmmaker. For example, a full 89% of 
TikTok videos are user-generated, compared 
with less than 40% on Facebook or Twitter. 
Such a plethora of user-generated material 
implies a number of benefits. Because short 
videos enable users to create a livelihood for 
themselves without much investment or 
training, that means more independent busi-
nesses and individuals with creative talent 
potentially can be “discovered.” 

A Strong Economic Impact 
While a global phenomenon, the economic 
impact of short video is strongest in the 

Asia-Pacific region, which accounts for 78% 
of the total $193 billion economic output 
from the medium. Likewise, of the 659,000 
jobs created from short videos, a full 76% 
were in Asia-Pacific. These numbers reflect 
direct, indirect, and induced economic 
gains. 

Direct Economic Impact. In 2020, the short 
video ecosystem generated approximately 
$45 billion in direct economic output. This 
includes revenue streams such as advertis-
ing, e-commerce, in-app purchases, brand 
sponsorships of creators, etc. That number 
has soared because of the pandemic, as 
many countries imposed strict stay-home 
restrictions. In 2020, total revenue generat-
ed by short video platforms amounted to 
$37 billion, compared with roughly $14 
billion in 2019—a 150% increase compared 
with the same period a year earlier. Most 
of the revenue increase came from adver-
tising spending, as businesses altered the 
way they approached and interacted with 
customers and adopted a more digital-first 
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1BCG surveyed 602 current short video platform users in US, UK, Germany, India, and China; Asia-Pacific includes India and China; North 
America includes the US; Europe includes the UK and Germany. Responses were given to the following question: “What are your top 3 favorite 
topics on short-form video apps? You may select up to 3 answers.”
2Technology, sports, travel, and fitness are the other four popular topics in Asia-Pacific. Popular topics refer to topics selected by more than 10% 
of respondents.
3Topics in art, entertainment, and recreation industries, and in the motion picture and sound recording industries.

Exhibit 2 | Popular Content Varies Among Regions, with Asia-Pacific the Most Diversified
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approach. Direct economic output includes 
enhanced revenues for both mobile inter-
net services and music companies seeing a 
boost in copyright payments. 

The list of businesses directly benefiting 
from the short video phenomenon starts, of 
course, with the short video platforms them-
selves, primarily Instagram, Snapchat, and 
TikTok. Based on company financial state-
ments and research by firms that study this 
burgeoning market, those three largest play-
ers generated a combined $9.8 billion in rev-
enue in 2020. A host of regional players 
round out most of the rest of the market. 
Douyin and Kwai are dominant in the Chi-
nese market, and Kwai has a large user base 
in South America as well. Likee is strong in 
the US, India, Indonesia, and Russia. India 
also has Vmate and ShareChat. Other social 
media giants are also entering this field. 
YouTube released “Shorts,” the short video 
option that will live within its current app, 
while Facebook in August 2020 launched In-
stagram Reels after the company shut down 
an initial similar product called Lasso. 

The platforms generate revenues in three 
primary ways: advertising, e-commerce, 
and in-app purchases. Advertising can take 
on a range of forms: brand takeovers, in-

feed videos, branded lenses, and hashtag 
challenges. E-commerce is growing as mer-
chants are increasingly enabling e-com-
merce via short video platforms, just as 
with other big social media platforms. In-
app purchases can be used to buy special 
filters, stickers, and gifts for creators. At the 
moment, in-app purchases create modest 
amounts of revenue, but our research sug-
gests that 59% of consumers are willing to 
spend at least $1 per year granting gifts to 
creators—an amount that would create $14 
billion in value. (See Exhibit 3.) 

Perhaps the biggest direct economic impact 
of short videos is being felt in the creative 
industries—where the medium is proving a 
promising way to promote music, advertis-
ing, and other creative arts and services. 
Video creators and consumers alike appre-
ciate the low time commitment and im-
mersive quality of short videos. And the 
payoff has been high: short video ad spend-
ing has grown by 118% over the past five 
years and in some ways the medium has 
already surpassed more established digital 
alternatives. Moreover, a Mediakix survey 
found that 73% of US marketers ranked In-
stagram Stories as their most effective mar-
keting channel, ahead of YouTube (56%) 
and Facebook (23%). 
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Exhibit 3 | Short Videos Generated $193 Billion and 659,000 Jobs in 2020
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Job Creation and Other Indirect and 
Induced Impacts. We estimate that short 
videos contributed $36 billion in indirect 
economic output in just the creative and 
cultural industries in 2020, and a cumula-
tive 465,000 jobs. And demand is rising, 
with new job categories such as short video 
marketers being created to build positive 
brand perception, increase traffic, and 
drive purchases. Meantime, both estab-
lished firms and new endeavors seek more 
technicians and creatives to help build 
capacity. AI engineers are being hired to 
enable creative filters and other effects. 
And talent agents have entered this grow-
ing ecosystem along with traffic managers, 
who help creators attract viewers. 

Other indirect and induced impacts of short 
videos are also significant. Economic bene-
fits flow to the data centers that are essen-
tial to the mass distribution of short video 
and also the e-commerce ecosystem, includ-
ing businesses that arrange online transac-
tions and delivering items purchased online. 

Consider too the downstream spillover ef-
fect of this global phenomenon that has en-
gaged around 2.2 billion people worldwide. 
Cellphone sales increase because users are 
eager for a better phone to create and con-
sume videos. In 2020, short video creators 
and consumers spent an estimated $6.5 bil-
lion on filming equipment. Likewise, there’s 
been an uptick in sales of GoPro cameras, 
which are increasingly used to make videos. 

Taking all of these financial effects togeth-
er, we calculate that short video amounted 
to $109 billion in indirect economic output 
in 2020. Moreover, the induced economic 
impacts are not insignificant—those im-
pacts result when employees in the direct 
and indirect sectors spend their salaries, 
thereby generating economic output in oth-
er industries. The estimated induced im-
pact of short video amounted to $39 billion 
in economic output in 2020. 

The Social Promise of Short 
Videos 
Most people can agree on three basic social 
needs of human beings: to be ourselves, to 

connect with others, and to contribute to 
and be recognized by society. In our study 
of the short videos, we identified six posi-
tive social impacts that fall within that tri-
ad of basic human needs, and we polled 
602 consumers of the medium worldwide 
to help measure the societal impact of 
what they were watching. (See Exhibit 4.) 

Happiness. A full 83% of respondents 
concurred with the statement that short 
videos made them “joyful,” while nearly 
every respondent— 96%—agreed that they 
positively affect their individual lives. (See 
Exhibit 5.) 

Specifically, these consumers said short 
videos contribute to their individual happi-
ness in four primary ways: 

 • They build connections and foster 
engagement. This is the top reason 
people use social media generally, 
according to GlobalWebIndex, a Lon-
don-based market research outfit. Here, 
short videos have some unique advan-
tages over more traditional social media 
sites. Because short videos immerse 
users in images and music, they allow 
creators to express a deeper sense of 
their feelings than just text. In our 
polling, 79% of the respondents had 
affirmative answers when asked if they 
believed short videos create a sense of 
community. A multitude of researchers 
from institutions such as Baylor’s 
Hankamer School of Business, Tulane 
University, and New York University 
have demonstrated that social connec-
tions and social engagement have a 
positive impact on mood and happi-
ness. In that regard, short video compa-
nies are similar to other content 
platform companies in that they enable 
people to establish connections and 
find community. 

 • They encourage authenticity. Short 
videos free users to be themselves. 
Imperfections are encouraged on short 
video platforms and in fact help 
creators stand out. “I can just be the 
real and funny me” without pretense, a 
16-year-old male from California said in 
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a focus group we conducted in 2019. 
Another, a 14-year-old girl from New 
York who uses Snapchat, said, “Before I 
was a bit socially awkward, and now I 
became…more open and confident. I 
feel better because the feedback I 
receive from posts is mostly positive.” 
The ability to be oneself—to be authen-
tic—has an empowering effect on 
people, boosting both their confidence 
and sense of optimism. 

 • They improve emotional well-being. 
Entertaining content—the most domi-
nant genre on short video platforms—
naturally makes people smile. On a 
deeper level, short videos can bring joy 
by speaking to our unconscious selves. 
At times that can be a humorous video 
that causes someone to laugh; at other 
times, a short video animates a feeling 
we might be struggling to express. The 
act of creation itself can deliver good 
feelings. According to the BCG survey, 
55% of creators recognize “bringing fun 
to others” as the reason they create 
short videos. For example, during the 
pandemic, healthcare workers have 
made TikTok videos of themselves 

dancing together after long shifts and 
stressful days. Moreover, with the 
challenges around mental health that 
have flared up because of shelter-in-
place orders, people have needed 
additional virtual support. Therapists 
now use short videos to create fun and 
educational content to help people cope 
with living in isolation and manage 
anxiety during the pandemic. 

 • They help individuals gain social 
recognition. When ranking accounts 
based on followers on either Snapchat 
or TikTok, it’s not the professional 
content creators who dominate. Of the 
top-ten lists on the two platforms, 65% 
of videos come from amateur users—in 
contrast to Facebook or Twitter, where 
celebrities and organizations dominate 
those same lists. Short videos don’t 
need to find a mass audience like a 
television show or movie might, but 
instead they can find a niche where 
individuals’ work can be honored and 
appreciated. AI and algorithms help 
short videos find an audience, boosting 
people’s sense of self-worth. And for 
people who have special talents, they 
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Exhibit 4 | Content Platforms Make Social Impact in Six Areas
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can more easily and efficiently gain 
recognition, inspiring others to try their 
hand at videos too. 

Creativity. In our poll, 74% of respondents 
agreed short videos made them feel more 
creative. Humans generally crave an outlet 
for their creative energies, and short videos 
offer a new art form with a built-in audi-
ence. “It’s a participatory app, so part of 
the fun of TikTok is actually making the 
TikTok,” Taylor Lorenz wrote in the 
Atlantic. “You’ll see somebody do some-
thing on there and think, ‘I can do that,’ 
and you want to put your own spin on it 
and potentially go viral.” 

Unlocking human creativity has profound 
implications beyond the individual. Short 
video users who are also producing videos 
are learning multimedia skills that will 
only grow in value in our increasingly digi-
tal world. By the end of the decade, an esti-
mated 55% of new jobs will involve the cre-
ation of new content. Another 15% will be 
in creative areas such as UX (user inter-
face) design. Meanwhile, 30% of today’s 

jobs are expected to disappear and be re-
placed by AI and automation. As compa-
nies morph and adapt to technological 
change, human capacity will be deployed 
more in the realm of designing, auditing, 
and innovating processes. The demand for 
creative thinkers and quick learners will 
soar. Those are just some of the skills in 
which short videos are helping to train the 
next-generation workforce. 

Inclusiveness. Along with cohesiveness 
(see next section), inclusiveness is a core 
positive effect of the short video medium 
that helps create community, by exposing 
users to a wider universe of ideas and 
experiences than they might otherwise 
have. Short videos also help build bridges 
between people. The algorithms each 
platform employs encourage users to 
discover new areas of interest, and 
hashtags allow users to find other people 
who share their interests. “It’s not populat-
ed only by your friends, people like you, or 
those belonging to the same economic, 
social, and cultural environment as you,” 
said Hardik Rajgor, a writer based in 
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Exhibit 5 | Short Videos Boost Happiness, Creativity, and Inclusiveness
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Boston Consulting Group  |  “Bite-Sized” Videos Have a $193 Billion Economic Footprint 8

Mumbai, India. “There’s a place for every-
one, and that is its beauty.” Fifty-one 
percent of the respondents in our poll 
indicated that they appreciate that these 
platforms allow them to discover new 
interests. Short videos expose users to new 
worlds and open their eyes to different 
perspectives, helping people find and 
create their own communities. The plat-
forms generally welcome not only the 
mainstream but also people who want to 
associate with smaller, more niche groups. 
They are home to more traditional group-
ings, such as new parents and fitness 
enthusiasts, but also affinity groups outside 
what might be considered mainstream—
contortionists, cosplayers, witches, and the 
like. The technology itself helps people find 
places where they feel at home. 

Indeed, when compared with communities 
found on traditional social media sites, 
some people see certain short video plat-
forms as more inclusive. As the writer Ju-
liet Diaz said: “The community is very 
open to other people’s beliefs. So far, I’ve 
had a very positive experience.” 

Cohesiveness. During the pandemic, short 
video has expanded user demographics to 
bridge the generational divide and 
strengthen family bonds. Speaking to Great 
Britain’s Channel 4, British actress Judi 
Dench said that the viral TikTok videos she 
has been making with her 22-year-old 
grandson “saved my life” during a time 
when “every day is so uncharted.” Robert 
Jimison, 27, a reporter for the New York 
Times who spent the lockdown in Atlanta 
with his parents, said that his mother insist-
ed on posting a TikTok of his whole 
quarantined family doing the “dance 
challenge,” after seeing her favorite celebri-
ties’ short videos with their families. 
Jimison’s family was not alone. Making 
quarantine content on short video plat-
forms has become a new normal for many 
families that are stuck together inside. 
When fathers and sons, aunts and cousins 
are dancing and collaborating together, 
generational divides are bridged. As  
parents understand more about what their 
children love, they develop deeper and 
more trusting relationships with them. 

Awareness and Positive Action. We link 
these two societal benefits because the 
short video platform brings together 
people from diverse backgrounds, which 
can lead them to unite around shared 
concerns and engage in issues beyond their 
daily lives. 

Short videos also offer educational value, 
which simultaneously benefits the individu-
al, the community, and society. Of the BCG 
survey respondents, 49% said they valued 
the opportunity to learn new skills that the 
platform offers, and half of the respondents 
stressed the eclectic, ever-growing volume 
of instructional and educational video con-
tent. Increasingly, a subset of these include 
training videos touching on everything 
from language skills to tips for proper hand 
washing to math and science instruction at 
the elementary and high-school levels. 
UNICEF, posting on Twitter, retweeted a 
TikTok video as part of a personal-care 
campaign in Vietnam and added, “We love 
this handwashing dance from Vietnamese 
dancer, Quang Đăng. Washing your hands 
correctly with soap and water is one of the 
first steps to protect yourself from coronavi-
rus.” As Kaylani Heisler, a 16-year-old girl 
from New Jersey, told the New York Times: 
“There’s a lot more than just funny videos. 
I see countless ways to take notes, get orga-
nized. I see chemistry study aids.” A deeper 
knowledge broadens horizons, which in-
creases an individual’s sensitivity to societal 
problems, gives rise to more flexible think-
ing, and ignites originality. 

More recently, short videos around the 
globe have risen to the challenge of the 
coronavirus pandemic. Snapchat collabo-
rated with the city of Chicago to launch an 
augmented-reality (AR) lens that allows us-
ers to unlock it only when wearing a mask. 
In addition, the platform launched a new, 
dedicated COVID-19 business hub that in-
cludes a range of resources—such as data 
analysis on users’ Snapchat usage and ad-
vice about potential business opportuni-
ties—to help small businesses manage the 
COVID-19 pandemic and better connect 
with audiences. Instagram has released fea-
tures that make it easier for small business-
es to share gift cards and accept online 
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food orders; at the same time, they let 
them raise money by adding new stickers 
to their “stories” and lead users to its web-
site to purchase goods. And because the 
coronavirus has triggered increased crowd-
funding campaigns to help people pay hos-
pital bills, funeral bills, and the like, Insta-
gram has also released a tool to allow 
fundraising for personal causes. Likewise, 
TikTok introduced new self-serve advertis-
ing tools and invested in advertisement 
credits that help small and medium-size 
enterprises keep their businesses afloat 
while also tapping into the creativity of the 
TikTok community, allowing them to reach 
new audiences and optimize marketing 
campaigns. 

Concerns About the Medium 
Of course, websites that offer short videos 
do not operate without challenges. Short 
video platforms, like most social network-
ing sites, have fielded their share of criti-
cism and concerns. 

First is short video’s potential use to 
spread illegal or harmful content. As any 
platform grows its user numbers and 
content diversity, it can be more challeng-
ing to maintain community cohesion and 
deter abusive or otherwise malicious 
activity. Misinformation and disinforma-
tion—which can spread through a variety 
of mediums, including traditional news 
outlets and social media sites as well as 
video platforms—have been a particular 
focus of attention in 2020, especially 
during the coronavirus pandemic. Addition-
ally, there are the challenges with safe-
guarding, distributing, and using the 
personal data that the short video compa-
nies inevitably collect. 

Second is the relationship between screen-
based activity and individuals’ emotional 
well-being. This concern is aimed especially 
at younger users, whose ability to self-regu-
late is less developed than that of adults. 
This issue is connected with but not identi-
cal to content issues. While some research 
has found associations between screen-
based activities and negative effects such as 
an increased risk of anxiety or depression, 

cause and effect are not yet fully under-
stood. 

Better understanding is needed about the 
impact not just of screen time as a whole, 
but also between different types of screen 
time and the development and well-being of 
young people. For instance: Is there a mate-
rial difference in impact between platforms 
that are more focused on content creation 
and those focused on content consumption 
or social interaction? Until this area of re-
search is further developed, the UK’s chief 
medical officers have recommended that 
technology companies take a “‘precaution-
ary approach’ in developing structures and 
remove addictive capabilities.” 

Third are concerns about the potential 
effects of algorithmic systems. These 
algorithms are used to personalize content 
and advertising. A huge range of websites 
and apps, including short video platforms, 
use these systems to help users more 
quickly find the content and information 
that is most relevant to them. Regulators 
and members of the public see consider-
able value in these systems, but also 
recognize potential risks such as algorith-
mic bias, the promotion of extreme con-
tent, and increased polarization through 
the creation of “filter bubbles” and “echo 
chambers.” 

Addressing the Problems While 
Not Abandoning the Medium 
A range of organizations and individuals 
have a role to play in mitigating the poten-
tial risks of short video platforms while un-
leashing their full benefits. To address the 
concerns just described and more, short 
video platforms themselves are increasing-
ly developing their content moderation 
policies in partnership with a range of ex-
perts from academia, civil society, and cre-
ator communities. They have rolled out 
screen-time management tools and paren-
tal controls. And in certain cases, they are 
being more proactive in communicating 
how their recommendation systems work. 

Dealing effectively with concerns and chal-
lenges about these platforms requires con-
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tinued transparency. Reports that provide 
details on government requests for infor-
mation and content removal have become 
standard in the industry. Platforms that al-
low political ads, such as Facebook and 
Snapchat, have begun maintaining librar-
ies that collate information. For example: 
How much money was paid for ads, and at 
whom they were targeted? TikTok took an 
early stance against political ads, to stay 
true to what it described as the app’s 
“lighthearted and irreverent feeling.” Addi-
tionally, TikTok has launched a US Trans-
parency and Accountability Center that al-
lows experts to examine its moderation 
policies and the actual code that drives its 
algorithms. 

Short video platforms are also striving to 
protect election integrity and combat polit-
ical misinformation by providing accurate 
information and educational resources. 
Snapchat established a dedicated team to 
fact-check all political advertising on the 
platform and rolled out a new feature 
called “Voter Guide” that provides users 
with information about ballot education 
and voter registration on the 2020 US pres-
idential election. While TikTok isn’t the go-
to app to follow news or politics, it has fo-
cused on supporting users with education 
and authoritative information through its 
in-app US election guide. It also launched 
an election integrity page in its Safety Cen-
ter which contains daily updates on what it 
is doing to keep users and the platform 
safe from disinformation and election in-
terference. As part of Facebook’s commit-
ment to election integrity, Instagram 
pledged to remove content that encourages 
people not to vote, and apply warning la-
bels to content that seeks to delegitimize 
the outcome of an election or declare victo-
ry before results are in. 

Steps such as these are just the start, and 
further efforts to boost trust and account-
ability can be expected across the industry. 
Such efforts may be accelerated by increas-
ing scrutiny from regulators, who also have 
their part to play in establishing flexible 
regulatory frameworks that allow responsi-
ble innovation to flourish. The incoming 
European Union’s Audiovisual Media Ser-

vices Directive includes requirements that 
video sharing platforms implement “practi-
cable and proportionate” measures to pro-
tect minors from user-generated content 
and advertisements that might impair their 
development. The directive also aims to 
protect users of all ages from content incit-
ing violence or hatred. 

Depending on the precise implementation 
in individual EU member states, platforms 
may also be required to take steps such as 
introducing age verification and parental 
control systems and providing media litera-
cy tools. The requirements will apply both 
to platforms whose main purpose is video 
sharing and to audiovisual content shared 
on social media services such as Facebook 
or Instagram. Discussions about potential 
reform to platform liability rules in the  
US and Europe—which currently protect 
intermediaries from liability for illegal con-
tent hosted on them—could impose fur-
ther responsibilities on short video plat-
forms. 

Consumers and creators also play a role in 
developing the short video medium re-
sponsibly and ethically within the commu-
nity of users. They can do this through 
their own content and comments, as well 
as by reporting videos that are in violation 
of community guidelines. Platforms can en-
courage such cautionary behavior by rais-
ing awareness of how to make reports and 
help keep the community safe. TikTok, for 
example, has done this through an engag-
ing series of educational videos that ad-
dress safety, security, and user well-being, 
along with continuing to evolve and up-
date their Community Guidelines, which 
are the foundation of the platform. 

As technological and business mod-
el innovation continues, an increasing 

number of people are likely to express 
their ideas and showcase their lives 
through short video. The spread of 5G will 
enable higher speeds and lower transmis-
sion costs. Artificial intelligence will sup-
port translation into many languages, help-
ing content spread across borders. AR and 
virtual reality will further enrich effects 
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and tools, creating incredibly immersive 
experiences. 

Short video provides users a platform to 
freely express their creativity, share inter-
esting ideas, and connect people of differ-
ent backgrounds. The pandemic has rede-
fined short videos in ways that have not 
been seen previously. No one would have 
predicted the value it would bring to keep-
ing families safe and together, bringing joy 

and support to communities, and connect-
ing people for positive action. Looking into 
the future, short videos can become a “new 
normal” in the post-pandemic world. Ulti-
mately, innovation in governance, facilitat-
ed by meaningful collaboration among 
platforms, regulators, consumers, and cre-
ators will be needed to fully realize the so-
cial and economic potential of this exciting 
industry. 
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