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Abstract

This study empirically examined the effects of short-form content viewing on online and offline
communication patterns. Using quantitative analysis, most hypotheses were not supported and several
relationships were negative. In online communication, greater short-form viewing time had a statistically
significant negative effect on the use of nonverbal digital expressions, while it was not significantly related
to preference for immediacy or preference for quantified feedback. In face-to-face (offline) communication,
increased short-form viewing time was associated with reductions in concise verbal expression and in
nonverbal cues such as images and gestures; no significant relationship was found with immediate empathic
expression. These findings suggest that exposure to short-form content may lead not to richer
communication but rather to a narrowing and simplification of expressive formats. The study’s academic
contribution lies in quantitatively delineating the link between short-form media consumption and
communication across both online and offline contexts, and it offers practical implications for interpersonal
relationships and social interaction among young adults. Limitations include a cross-sectional design and a
single-age sample; future research should include diverse age groups and content contexts.
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