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The Personalization Effect of Mainstream Media in the Context of Short Video
—Content Analysis of the “Anchor Talking Broadcast” Programme
WU Ye', FAN Jia', ZHANG Lun®
(1. School of Journalism and Communication, Beijing Normal University, Beijing 100875, China;

2. School of Art and Media, Beijing Normal University, Beijing 100875, China)
Abstract The construction of new mainstream media is an inevitable choice in the new media era, and the short
videos of mainstream media now present distinctive personality characteristics. Based on the theoretical per-
spective of “personification communication”, this paper uses a combination of computational visual technology
and manual coding to analyze the visual content of Tik Tok’s “Anchor Talking Broadcast” programme and ex-
plore the communication effect of personification of mainstream media short videos. The study found that main-
stream media has “personalization effect” in short video contexts, and that “content expressed as relationships”
can trigger emotional resonance and relational identification among audiences. Specifically, the personalization
of linguistic symbols and spatial representations significantly increased communication effect, but innovations in
body language did not significantly affect the communication effect. The results of this study add to the theory
of dual discourse space, the theory of spatial relations and the theory of the humanisation of the media, and
suggest that mainstream media should incorporate folk discourse, follow the laws of media evolution and use
visual symbols to enhance their communication power and influence in the process of innovation.
Key words short video; new mainstream media; personification communication; language symbols; visual

symbols; computational communication
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