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Abstract

Purpose. Political communication has undergone a profound transformation in recent decades, driven by digital mediatisation and the professional use of social media. In this new hybrid ecosystem, video has emerged as a key format for the strategic dissemination of political messages. Thus, this research aims to delve into professional perceptions about the factors that explain its current importance and its impact on the functioning of media sector and the quality of the democratic system. Methodology. Using a qualitative approach, 27 semi-structured interviews were conducted with three different professional profiles: political advisors (12), journalists (8), and academics (7). The analysis reviews both professional opportunities and risks, as well as future challenges of this tool that have arisen in the context of the spectacularisation of politics. Results. The results confirm that video is a very effective content for synthesising messages, to capture the audience’s attention, and humanising politicians, due to its ability to generate emotional connection and go viral. However, other dysfunctions are also identified, such as the simplification and trivialisation of the message. At the same time, the spectacular style can foster polarisation and misinformation by facilitating the dissemination of decontextualized content. Conclusions. The text offers a comprehensive professional perspective on the present and future of a key format that has not yet been thoroughly studied qualitatively. Specifically, it details the opportunities and challenges that digital video poses for a new generation of political actors, journalists, and citizens.
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Resumen

Propósito. La comunicación política ha experimentado una profunda transformación en las últimas décadas impulsada por la mediatización digital y el uso profesional de medios sociales. En este nuevo ecosistema híbrido, el vídeo ha emergido como un formato clave en la difusión estratégica del mensaje político. Así, esta investigación tiene como objeto profundizar en las percepciones profesionales sobre los factores que explican su importancia actual; y su impacto sobre el funcionamiento del sector comunicativo y la calidad del sistema democrático. Metodología. A partir de un enfoque cualitativo, se han realizado 27 entrevistas semiestructuradas a tres perfiles profesionales diferenciados: asesores políticos (12), periodistas (8), académicos (7). El análisis realizado revisa tanto oportunidades como riesgos profesionales y retos de futuro de esta herramienta surgidos en el contexto de la espectacularización de la política. Resultados. Los resultados confirman que el vídeo es un contenido muy efectivo para sintetizar mensajes, captar la atención de la audiencia o humanizar a los políticos, debido a su capacidad para generar conexión emocional y viralizarse. Pero también se identifican otras disfunciones como la simplificación y trivialisación del mensaje. Al mismo tiempo, el estilo espectacular puede fomentar la polarización y la desinformación al facilitar la difusión de contenido descontextualizado. Conclusiones. El texto ofrece una perspectiva profesional completa sobre el presente y el futuro de un formato clave que todavía no ha sido estudiado a fondo cualitativamente. Y, en concreto, se detallan oportunidades y desafíos que el vídeo digital plantea a una nueva generación de actores políticos, periodistas y ciudadanos.
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Resumo

Objetivo. A comunicação política passou por uma profunda transformação nas últimas décadas, impulsionada pela mediatização digital e pelo uso profissional das mídias sociais. Neste novo ecossistema híbrido, o vídeo emergiu como um formato-chave na difusão estratégica da mensagem política. Assim, esta pesquisa tem como objetivo aprofundar as percepções profissionais sobre os fatores que explicam a sua importância atual, bem como o seu impacto no funcionamento do setor comunicativo e na qualidade do sistema democrático. Metodologia. A partir de uma abordagem qualitativa, foram realizadas 27 entrevistas semiestruturadas com três perfis profissionais diferenciados: assessores políticos (12), jornalistas (8) e acadêmicos (7). A análise revisa tanto as oportunidades quanto os riscos profissionais e os desafios futuros desta ferramenta, surgidos no contexto da espetacularização da política. Resultados. Os resultados confirmam que o vídeo é um conteúdo muito eficaz para sintetizar mensagens, captar a atenção do público ou humanizar os políticos, devido à sua capacidade de gerar conexão emocional e viralizar. No entanto, também são identificadas outras disfunções, como a simplificação e a trivialização da mensagem. Ao mesmo tempo, o estilo espetacular pode fomentar a polarização e a desinformação ao facilitar a difusão de conteúdo descontextualizado. Conclusões. O texto oferece uma perspectiva profissional completa sobre o presente e o futuro de um formato-chave que ainda não foi estudado a fundo qualitativamente. Concretamente, detalham-se oportunidades e desafios que o vídeo digital apresenta a uma nova geração de atores políticos, jornalistas e cidadãos.
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1. Introduction

Political communication has undergone a profound transformation driven by the proliferation of online platforms and social media. Within a hybrid media system (Chadwick, 2017), where the logics of traditional media coexist with the power of algorithms (Donges, 2022) and processes of disintermediation (Diez-Gracia et al., 2023), video first emerged as a strategically important tool in electoral campaigns (Gamir-Ríos et al., 2022) and has subsequently become the (almost) hegemonic format on platforms such as Instagram and TikTok (Navarro-Güere, 2024). Its ability to encapsulate messages, foster emotional connections, achieve virality, and bring political actors closer to citizens has made it an indispensable communication tool (López-Rabadán & Doménech-Fabregat, 2021). Globally, political leaders such as Zelenskyy have used video extensively across their social media profiles to reinforce their public image (Plazas-Olmedo & López-Rabadán, 2023). In Spain, audiovisual content has likewise become the focal point of political communication (Bustos Díaz, 2024), with political actors even incorporating artificial intelligence technologies to enhance the persuasive power and virality of their content (Pérez Colomé, 2025). This shift toward a more visually driven form of communication raises critical questions about the quality of public debate. Although video offers opportunities to humanise political leaders and mobilise the electorate, it also creates conditions for oversimplification, misinformation, and polarisation (Marcos-García et al., 2025). The predominance of short-form content and the pursuit of immediate impact threaten to trivialise political discourse, prioritising spectacle over substance and rigour (López-Rabadán & Doménech-Fabregat, 2021; Bustos Díaz, 2024).

The primary objective of this study is to examine professionals’ perceptions of the factors explaining the current prominence of digital political video; its relationship with the spectacularisation of politics; its impact on the communication sector and the quality of the democratic system; and, finally, the emerging trends and future challenges associated with its use. To this end, the study adopts a qualitative approach based on 27 semi-structured interviews conducted with a panel of professionals in Spain, including political consultants, journalists, and academics. This perspective is novel, as the existing literature contains few qualitative studies examining the impact of political video, and those that do primarily focus on communication strategies implemented on specific social media platforms (Senra-Silva et al., 2025).

1.1. Digital mediatisation as an explanatory framework

The contemporary media ecosystem cannot be understood without considering mediatisation, an explanatory framework that seeks to account for how the media influence social life (Mazzoleni, 2008). This theory is grounded in the premise that the media exert significant effects on democracy and society through mechanisms such as agenda-setting and framing (Casero-Ripollés et al., 2016). Accordingly, mediatisation implies that media logic—characterised by its formats, styles, and news values—prevails over political logic, fostering the simplification, polarisation, personalisation, visualisation, and spectacularisation of political messages (Mazzoleni, 2008). Rather than reflecting a relationship of absolute dependence, mediatisation describes an interdependent dynamic between politics and the media, materialised through a process of “constant negotiation” (Casero-Ripollés, 2008). However, the rise of digital media has driven a transition toward a fourth age of political communication (Blumler, 2016), in which the media’s capacity to set the pace of political discourse and action has increasingly been called into question.

In this context, concepts such as digital mediatisation (Rodríguez-Amat et al., 2024) and disintermediation have emerged. The latter refers to a process of transformation in which traditional intermediaries—such as news media and political parties—share the communicative space with new digitally empowered actors (Diez-Gracia et al., 2023). At the same time, platformisation introduces a new platform logic that operates alongside the pre-existing political and media logics (Donges, 2022). These developments have given rise to hybrid media systems (Chadwick, 2017), shaped simultaneously by mediatisation and digitalisation, in which established media logics coexist with the dynamics of emerging digital platforms (Aguilera & Casero-Ripollés, 2018).

While this mediatised and hybrid digital environment offers new opportunities, it presents significant risks and challenges. The transformation of the communication landscape led to the Internet being conceptualised as a “Leviathan” capable of either strengthening or undermining democratic deliberation (Klinger & Svensson, 2014). In recent years, several major threats have been identified within the digital public sphere. First, disintermediation may foster phenomena such as confirmation bias, echo chambers, fake news, cognitive bubbles, and increasing political polarisation (Diez-Gracia et al., 2023). Of particular concern is the spread of misinformation, which has been identified as a systemic problem of digital mediatisation due to the viral dissemination of content, the authority attributed to digital content creators, and an attention economy that incentivises clickbait-driven communication (Cabrera-Altieri et al., 2025). At the same time, the predominantly one-way political use of social media may paradoxically widen the gap between citizens and political leaders, contributing to growing public disaffection (Giansante, 2015).

1.2. The rise of audiovisual content on Instagram and TikTok

Images are a crucial source for the construction of identities and citizens’ political understanding (Prior, 2014; Peytibi, 2016). The emergence of television marked a key milestone in the relationship between politics and visual communication, a connection that continues to shape political life today (Sartori, 1998). However, the television industry no longer holds a monopoly over the production of moving images. Online video has become a global and widely accessible phenomenon, enabling virtually any citizen to create and distribute audiovisual content, thereby ending the audiovisual dominance of traditional television broadcasters.

The data are revealing. In 2023, approximately 3.5 billion people watched or downloaded videos each month, spending an average of 17 hours per week consuming online video content (Stoll, 2023; Ceci, 2024). In Spain, the use of smartphones for video consumption is similarly widespread: 72.7% of respondents reported watching videos on their smartphones, including those who do so several times a day, almost every day, or at least weekly (Comisión Nacional de los Mercados y la Competencia [CNMC], 2025). Moreover, overall online video consumption had already reached 92% by 2021 (IAB Spain, 2021), and video is currently the most memorable type of content among social media users (85%), ahead of photographs (81%) and audio (55%) (IAB Spain, 2024). The range of content consumed is diverse, spanning entertainment, education, and information, with news-related content attracting a substantial audience (Orús, 2023). Indeed, a large majority of users consume news and current affairs, with short-form videos on social media serving as a primary source of information (IAB Spain, 2021, 2024; Pastor-Rodríguez & De Frutos-Torres, 2024). As a result, platforms such as TikTok and Instagram have become key agents of political socialisation among young people and adolescents (Virós-Martín et al., 2025).

Consequently, Spanish politics has become immersed in a process of profound digital audiovisualisation (Marcos-García et al., 2025). Political actors are increasingly compelled to condense their messages into video bites (Schill, 2012), competing intensely for attention in an information-saturated environment. Within this landscape, Instagram has emerged as the leading visual platform for political communication (López-Rabadán & Doménech-Fabregat, 2021; Bustos Díaz, 2024). Indeed, some scholars argue that video “marks a shift in the way visual political information is communicated, perceived, and consumed” (Marquart, 2023, p. 49). Recent studies demonstrate the capacity of platforms such as Twitter and Instagram to foster personalisation strategies (Diez-Gracia et al., 2023) and powerful visual narratives that intensify political polarisation, particularly during electoral campaigns (Marcos-García et al., 2025).

The use of Instagram by public administrations has expanded in the aftermath of the COVID-19 pandemic, as video content has proven effective in fostering interaction and increasing engagement with public information during times of crisis (Cordeiro et al., 2025). An especially notable case is TikTok, the Chinese social media platform built around an endless feed of short-form videos. Its rapid rise, both globally and in Spain, has accelerated a shift in digital communication towards increasingly visually engaging formats (Alonso-López & Sidorenko-Bautista, 2023). In response to the growing popularity of these formats, Spanish political parties have invested heavily in TikTok since 2021, achieving considerable success, particularly VOX (Figuereo-Benítez et al., 2025). The TikTokisation of politics (Ball, 2021) reflects the increasing prevalence of short, vertical videos that are easy to consume and primarily designed for entertainment (Navarro-Güere, 2024).

1.3. The two sides of the spectacularisation of politics

Contemporary political communication has repeatedly been compared to the world of entertainment, as politics is increasingly understood as a staged performance designed to evoke emotions among audiences (Arroyo, 2012). This phenomenon, known as the spectacularisation of politics, has intensified with the growing influence of the mass media—particularly television (Mazzoleni, 2008)—and the expansion of political marketing. As a result, political communication is increasingly characterised by the prominence of image, emotional narratives, superficial issues, and the humanisation of candidates, all aimed at creating a sense of closeness with voters and encouraging political participation (López-Rabadán & Doménech-Fabregat, 2021).

The fusion of politics and popular culture, commonly referred to as politainment (Peytibi, 2016), represents a manifestation of the infotainment logic applied to political communication. This approach prioritises drama, conflict, and personalisation, thereby shaping citizens’ perceptions of politicians and political events (Berrocal et al., 2012). As a result, charismatic leaders often take precedence over ideological platforms, giving rise to what has been described as pop politics (Mazzoleni & Sfardini, 2009) or celebrity politics (Richardson, 2015), in which political candidates are portrayed as celebrities.

With the advent of the Internet and social media, this style has evolved into online pop politics (Mazzoleni & Bracciale, 2019). Digital platforms have become essential tools for politicians to enhance their visibility and autonomy, employing strategies of spectacularisation that capitalise on the powerful visual appeal of images and videos to establish personal connections with audiences (Lalancette & Raynauld, 2020). Four key features characterise this strategy in the digital environment: the centrality of visual content, the simplification and polarisation of political messages, the personalisation of political leaders, and the use of their private lives to humanise them (López-Rabadán & Doménech-Fabregat, 2021).

Within the context of audiovisualisation and digital mediatisation outlined above, video has become the primary vehicle for the spectacularisation of politics. By combining moving images, sound, and text, video constitutes an ideal medium for constructing political image and identity (Schill, 2012). The ubiquity of video within Spain’s digital media ecosystem has transformed political communication strategies, compelling political actors to adapt to more dynamic and engaging visual languages, in line with the broader process of TikTokization (Ball, 2021).

Taken together, these developments have sparked a significant debate surrounding the spectacularisation of politics. On the one hand, its proponents argue that the emotional dimension is inseparable from politics (Arroyo, 2012) and that this approach can make political communication more inclusive and accessible to citizens who have traditionally been disengaged from political affairs. In this sense, it has been described as a form of civic lifeline that encourages political participation (Battista, 2023). On the other hand, more critical perspectives warn that spectacularisation may trivialise public debate, oversimplify complex political realities, and contribute to increasing political polarisation (López-Rabadán & Doménech-Fabregat, 2021).

2. Materials and methods

Given that the primary objective of this study is to analyse the current significance of digital political video through the professional perspectives of political consultants, journalists, and academics, the following specific research objectives are established:



• O1. To identify the factors that explain the current relevance of digital political video.

• O2. To determine the professional advantages and opportunities that this format offers for political communication and journalism.

• O3. To analyse the emerging professional roles and functions most closely associated with this audiovisual format.

• O4. To examine the relationship between digital political video and the growing spectacularisation of politics.

• O5. To analyse the main professional and democratic risks associated with this format.

• O6. To identify emerging trends and future challenges associated with the use of political video on social media.



To address the specific research objectives, which require an in-depth and systematic assessment by the key actors involved in the phenomenon under study, this research adopts a purely qualitative approach. The data collection method consists of semi-structured interviews, based on an interview guide containing an open-ended set of questions designed to elicit participants’ perspectives on the research topic (Busquet & Medina, 2017). The interview guide is organised into four main thematic sections (see Table 1).


Table 1. Questionnaire thematic areas and sample questions




	Thematic areas

	Questions






	Current Importance / Professional Functions / Advantages

	1. What role does video play in current political communication? What role do you think it plays in comparison with photography?

2. What functions do you think video fulfils as a political tool? What can it be used for, and why is it particularly suitable for these purposes?

3. What do you think are the advantages of using video as a political communication tool?




	Relationship with the Spectacularisation of Politics

	1. What role does the leader play in the videos produced?

2. Which framing or approach do you think predominates in the videos published on social media: the emotional/affective or the rational?

3. Is storytelling, including narratives and personal stories, used as a technique for communicating through videos?

4. To what extent do videos disseminated on social media seek to criticise or compare with other parties and candidates?




	Professional and Democratic Consequences / Main Associated Problems

	1. What consequences have you observed, and what consequences is the use of video as a political communication tool currently having in professional practice and at the political or social level?

2. What do you think are the main problems associated with video as a political communication tool?




	Future Trends and Challenges

	1. What trend do you think video will follow as a political communication tool in the coming years?

2. What role do you think audiovisual platforms such as TikTok will play?

3. How do you think this future evolution will translate into changes in voter behaviour, information consumption, and political advertising in society?

4. What role do you think traditional media and forms of communication will play in political communication in the coming years, and what factors may have the greatest influence?






Source: own elaboration.



The interviews were conducted between March and December 2024, using both face-to-face and online formats. All interviews were transcribed with the assistance of Transkriptor, an application that provides automated transcription of audio recordings. The analysis, carried out throughout 2025, enabled the identification of key and secondary themes, as well as the systematic comparison of convergences and divergences across the different participant profiles, resulting in a coherent analytical narrative. This process was undertaken directly by the authors, who independently analysed the interview data and subsequently compared and refined their interpretations until reaching a consensus. No dedicated qualitative data analysis software was used. The total number of interviews (27) was sufficient to achieve a clear point of data saturation.

The sample comprises interviews conducted with 27 professionals representing three key profiles in the field of digital political communication: specifically, 12 political advisors from parties with parliamentary representation, 8 journalists from nationally recognised news agencies and media outlets, and 7 distinguished academics affiliated with different universities, all based in Spain. This combination of profiles provides a comprehensive perspective on our object of study from three complementary angles: by incorporating the experience of the main producers of video content, driven by the goal of maximising their parties’ communicative and political success; the critical perspective of journalists who regularly engage with this type of digital content; and the in-depth analysis of experts who examine the phenomenon from a scientific standpoint.

The selection of interview participants was based on several inclusion criteria, including professional reputation, gender balance, ideological diversity (in the case of political parties), editorial diversity (in the case of media organisations), the relevance of their recent research to the object of study (in the case of academics), and their availability to participate. Regarding ethical considerations, informed consent was obtained from all participants, and the anonymity of both their responses and personal data was ensured. The sampling procedure relied on direct contact with participants through the official communication channels of the institutions with which they are affiliated.

3. Results

The interviews reveal a broad consensus regarding the current role of political video in a context characterised by digital mediatisation, permanent campaigning, and the growing spectacle of politics. Political advisors, journalists, and academics agree that this communication tool has become firmly established on social media platforms and serves multiple purposes, though not all are viewed positively.

3.1. The centrality of video in contemporary political communication

Regarding the social and professional relevance of video as a tool for communicating political messages, all participant groups agreed that it is an essential format whose importance has steadily increased, ultimately surpassing photography in both prominence and professional significance. Contemporary society is an image-based society and, more specifically, an audiovisual one.

“Video is currently of great importance because it has become the dominant format across social media platforms” (Advisor 7).

“It has overtaken photography because, while a picture may be worth a thousand words, a moving image at 25 frames per second is worth far more” (Journalist 3).

“I believe the role of video is fundamental—it is central, just as audiovisual media have become central to our lives” (Academic 3).

Although the predominance of audiovisual communication can be traced back to the rise of television infotainment, participants again expressed a clear consensus in identifying social media as the key driver behind the development and consolidation of this phenomenon.

“There has been a kind of evolution in digital platforms, which have gradually transformed into platforms that are fundamentally centred on video content” (Advisor 3).

“Video has always been important and successful on television. The difference is that, since the emergence of social media, it has become increasingly prevalent across digital platforms” (Journalist 5).

“Video has been one of the forms of expression that has undergone the greatest development in recent decades—initially with the advent of television, but above all with the emergence of the Internet” (Academic 4).

Another key factor is the transformation of media consumption habits. Society—particularly younger audiences—increasingly prefers to consume news on social media on mobile devices rather than through traditional media outlets. According to the experts interviewed, this proliferation of digital content has led to information overload and constant audience stimulation, requiring video creators to adapt their communication strategies accordingly.

“People, especially younger generations, no longer watch TV news, read newspapers, or even visit news websites or digital media outlets. Instead, they consume almost all their information through social media” (Advisor 12).

“We consume almost everything through our smartphones, and we view content on vertical screens. As a result, when content is presented in a vertical format, it’s more likely to capture our attention and keep us watching” (Journalist 2).

“Audience segments, particularly younger generations, demand an increasing amount of stimulation. They are exposed to an overwhelming abundance of content across a wide range of platforms” (Academic 1).

Regarding the professional advantages that political video offers within the context of mediatisation, the experts interviewed consistently identified three main strengths: versatility, reach, and closeness. First, political consultants, journalists, and academics emphasised the format’s ability to communicate messages in a simple, clear, engaging, and time-efficient manner. This represents a significant advantage and creates substantial opportunities for further development.

“With a video lasting one and a half to two minutes, it is possible to communicate a message much more effectively, making it clearer for the audience consuming the content” (Advisor 10).

“It’s much easier to watch a one-minute video than to read three news articles or three social media threads” (Advisor 5).

“People don’t want to read it as much anymore; they want to see how it’s being said, the emotion behind it, and the way that person speaks” (Journalist 5).

“Political video has a strong ability to capture attention, not only because it conveys its message quickly but also because it is entertaining. Moreover, it is easy to consume and requires little cognitive effort from the audience” (Academic 4).

Another notable quality emphasised by the interviewees is its communicative reach. The combination of video as a medium and the rise of digital platforms has enabled it to engage new audience segments and foster stronger connections with publics that would otherwise be difficult to reach.

“It gives us the opportunity, politically, to carve out a space for ourselves and attract people to politics who might never have been interested in it” (Advisor 12).

“It works well for us because people consume video. If you’re the first to publish that video, you’ve captured the audience’s attention—they engage with your content, share it, comment on it, and generate a great deal of interaction” (Journalist 2).

“Video allows us to capture people’s attention, engage users, and generate higher levels of engagement” (Academic 7).

Finally, the experts highlighted that the audiovisual format is particularly effective at showing citizens what their political representatives do. Journalists emphasised the sense of proximity and authenticity that video conveys, as it serves as a lasting visual record of events. Some political consultants regarded this as an advantage, seeing it as a valuable asset for their own communication strategies.

“Video is a very effective way of bringing transparency and accountability closer to citizens” (Advisor 2).

“It provides, so to speak, visual evidence—images that complement the information” (Journalist 1).

“Memory fades, doesn’t it? But when you actually see it in a video, it’s not the same as simply being told about it” (Journalist 4).

Considering the functions of political video, the interviewees emphasised the emergence of new uses that have expanded the communicative possibilities available to political and media actors. Overall, the findings indicate that political parties use video to attack their opponents, raise the visibility of specific causes, promote policy proposals, and comment on current affairs.

“It’s used for everything. You can use it to humanise a candidate, express solidarity with a cause, explain a policy proposal, or share your views on current events” (Advisor 7).

“It can be used very effectively to spread your message or, if you choose, to launch a negative campaign against your opponent” (Advisor 11).

3.2. Video as the flagship format of the spectacularisation of politics

Overall, the professionals interviewed clearly identified a strong link between the spectacularisation of politics and the proliferation of video. To a large extent, the widespread use of digital video has consolidated this style of political communication, giving it an operational definition through its everyday practice.

“Politics and entertainment—that’s the combination that’s working best” (Advisor 8).

“Politics, political discourse, parliamentary question sessions, political issues—they’ve all become increasingly spectacularised. [...] Without audiovisual media, I don’t think that spectacularisation of politics would exist.” (Journalist 1).

“We are facing a rather unfortunate situation: politics has increasingly become a form of spectacle” (Academic 1).

Political spectacularisation manifests itself in different ways, and one of the most recurrent features found in political videos is emotionality—that is, the deliberate attempt to elicit both positive and negative emotional responses from viewers, often taking precedence over rational or ideological appeals.

“During the election campaign, we rely much more on emotional content and on appealing to people’s emotions” (Advisor 12).

“The content that performs best is the content with the strongest emotional appeal” (Journalist 8).

“The more emotional the topic, the more people it reaches, and the more relatable it becomes” (Advisor 6).

Authenticity, proximity, and storytelling are other key tactics employed primarily by political parties.

“If you’re involved in politics, honesty should be your top priority. That’s what people ought to value, and it’s obviously not incompatible with being approachable” (Journalist 6).

“Anything that can emotionally connect with people or evoke some kind of feeling or emotional connection... That’s what you’re aiming for when building a story, this storytelling, this narrative.” (Academic 3).

Although the interviewees acknowledged that emotionality, personalisation, and conflict are recurring features of audiovisual political messages, the political consultants introduced some important nuances. Several of them stated that they prefer to prioritise humour, responding to criticism, positivity, and humanising candidates—without excessive exposure of their private lives—over controversy, gratuitous attacks, or the forced display of candidates’ personal lives. Journalists likewise distanced themselves from these more questionable practices.

“I wouldn’t call it a negative campaign, but we do use humor—a lot of humor” (Advisor 7).

“We try to include personal content—not intimate, but glimpses of their personal and family life, everyday moments... while being careful not to cross the line into invading their privacy, overacting, or making it feel forced” (Advisor 2).

“If we try to humanise a politician or soften their image, it looks as though we’re campaigning for them. That’s why we don’t do with politicians what we might do with many other subjects” (Journalist 2).

3.3. The dark side of political video: professional and democratic risks

Besides, the interviewees showed a high degree of consensus regarding the risks associated with political video. One of the most frequently cited concerns was political polarisation. They warned against the growing use of insults and ridicule, the populist glorification of certain political leaders, and the excessive reliance on emotional appeals as strategies for attracting a hyperstimulated audience.

“Nowadays, everything seems to revolve around tweets and insults” (Advisor 6).

“I think it contributes to much greater polarisation among the electorate as a whole” (Journalist 3).

“It’s all part of the attention and emotion economy—the business of getting you to tweet. [...] It’s brought us to where we are today: a climate of extreme political polarisation” (Journalist 7).

The lack of journalistic mediation on social media, together with the inherent characteristics of video, further reinforces the problem of discursive polarisation on these platforms.

“It can lead to greater polarisation. And the fact that people get their information through social media and videos, without any process of journalistic mediation, can also have negative consequences” (Advisor 7).

“Video can also be dangerous because it is closely associated with populism, where a single individual is portrayed as the only saviour” (Academic 2).

For the same reasons, the interviewees identified disinformation as another serious threat to the proper functioning of the democratic public sphere. Political videos circulating across multiple platforms may be taken out of context, stripped of in-depth information, shaped by particular interests, or even deliberately manipulated. As a result, political communication is simplified and, in some cases, contaminated by false or misleading information.

“Based on that headline alone, people draw their own conclusions. That’s dangerous because it can give rise to misinformation, and when these issues are not explored in greater depth, disinformation finds fertile ground” (Advisor 12).

“It remains at a more superficial level, giving the impression that it is being manipulated because, in the end, you have to fit so much information into such a short amount of time” (Advisor 1).

“We have clearly identified that whenever something is addressed through audiovisual content, people are satisfied with that and no longer go on to read the analysis” (Journalist 2).

“Through social media, particularly among Generation Z, highly simplified and overly negative messages may be conveyed. I believe this can indeed affect the quality of public debate” (Academic 5).

Ultimately, we are witnessing a landscape dominated by a trivial, superficial, hollow, and simplistic discourse, as there is little time to explore the nuances, causes, and consequences of public issues. Instead, capturing attention at all costs has become the overriding priority. According to the experts interviewed, video is a particularly appealing format for achieving this objective.

“With the overuse of audiovisual content, what often happens, at least from my perspective, is that it creates a discourse devoid of political substance” (Advisor 9).

“I call it the ‘dictatorship of the minute’ because a huge problem is that you have to compress something that may be far more complex into a single minute” (Journalist 1).

“Sometimes this leads to the downside, namely that certain issues end up being treated in a frivolous way” (Academic 7).

In this context, both politicians and journalists acknowledge that their work is undergoing significant change, with the boundaries between their respective roles becoming increasingly blurred. While both groups seek to preserve their distinct roles without losing the reciprocal influence that has traditionally characterised their relationship, they are simultaneously competing for the audience’s attention.

“A press secretary’s job used to be writing press releases, but that is becoming increasingly rare. We write less and less, and spend more and more time scripting. [...] Our work has changed, and so has the work of journalists” (Advisor 7).

“Having your message published in a print newspaper used to carry considerable prestige. That is gradually fading away” (Advisor 6).

Moreover, some journalists and scholars draw a more implicit connection between the growing importance of video on social media and a shift in the balance of power between politicians and journalists in favour of the former.

“That is precisely why it is so important: politicians are able to get their message across, while the media try to explain it” (Journalist 1).

“Politicians are becoming content creators and, more importantly, producers of information. In a way, they are taking over a role that traditionally belonged to journalists” (Academic 4).

3.4. Emerging trends and future challenges

Finally, the interviews help to identify several emerging trends based on the views of professionals who have closely witnessed the transformation of political communication in recent years. On the one hand, the experts believe that political video will continue to expand its influence while becoming increasingly shorter, with greater emphasis on dynamism and authenticity.

“The trend in video is toward becoming increasingly shorter, compressing messages into ever shorter time frames and turning them into highly concentrated capsules of information” (Advisor 3).

“I think everything is moving toward video. In other words, all audiovisual political communication is shifting to short-form videos such as Reels and TikToks” (Advisor 10).

“This type of video is here to stay and will likely become even more influential in the years ahead” (Academic 6).

Artificial intelligence will increasingly come into play, making fact-checking and verification more challenging for journalists. The role of the media, already on increasingly uncertain ground, will in any case involve a greater audiovisualisation of their content. Press officers and journalists alike will need to adapt and prepare for a landscape in which new social media platforms may emerge at any time.

“If things change, it will be very, very challenging, and it will particularly affect journalists currently working in press offices, as they will have to undergo significant retraining” (Advisor 4).

“Newspapers will have to expand their audiovisual sections; I have no doubt about that” (Journalist 5).

“There will be no intermediaries, because the media won’t have a shred of credibility to determine what is true and what is false. That is the greatest danger as I see it” (Journalist 7).

“With all the advances in artificial intelligence, things are changing at an extraordinary pace.” (Academic 7).

These challenges require all stakeholders to assume responsibility, from those producing political content within parties and public institutions to journalists in their role as mediators and providers of context for public information, while also recognising the critical role of citizens and the technology platforms that underpin the flow of information.

“The information should be clear, concise, and brief, conveying the message unambiguously and leaving no room for confusion or misinterpretation” (Journalist 4).

“The more context you can provide, the better” (Journalist 8).

Video on social media can serve legitimate and beneficial purposes, such as bringing politics closer to younger generations, provided that risks such as trivialisation, misinterpretation, and manipulation are avoided.

“I think that is the challenge we face right now. We are on a path that is leading us in a dangerous direction, perhaps toward an excessive trivialisation of everything” (Advisor 6).

“I think it is essential for professionals to know what the narrative is and not manipulate or distort it, but to preserve it as faithfully as possible, even if it has to be edited” (Journalist 1).

“The role it plays—and will continue to play in the future—is fundamental, particularly in helping younger generations engage with politics in a more natural and accessible way, without losing sight of the fact that politics is a serious matter that affects both their lives and society as a whole” (Academic 4).

Finally, Figure 1 presents a conceptual map summarising the main findings presented throughout the Results section.


Figure 1. Conceptual map summarising the main findings of the study

[image: Figure 1. Conceptual map summarising the main findings of the study]

Source: own elaboration.


4. Discussion and conclusions

The findings confirm that video has become the dominant vehicle for political communication in the era of digital mediatisation, surpassing even photography in both professional and societal influence. Its capacity to create and disseminate engaging messages, capture audience attention, explain complex policy proposals, express positions on current affairs, humanise political leaders, and foster emotional connections with citizens has led political parties to transform their communication strategies and invest substantial resources and effort in this medium. Even news organisations, which must keep pace with the increasingly frenetic and image-saturated flow of political activity, have incorporated video into their coverage to remain competitive (Vázquez-Herrero et al., 2025). The aim is to reach audiences—particularly younger generations—who increasingly demand dynamic, short-form content consumed via mobile devices and social media. These findings address research objectives O1, O2, and O3.

Concerning research objectives O4 and O5, our findings show that, despite its many advantages and opportunities for political communication and journalism in terms of reach, engagement, mobilisation, accountability, and public education, political video has a problematic side. This is less a consequence of the medium itself than of the channels through which it circulates and how it is used. The dynamics of digital platforms, together with the strategies adopted by some political and media actors, undermine these benefits and raise significant risks for the quality of public debate and democratic health. First, the need for brevity in short-form video imposes simplification, superficiality, and a loss of nuance in political messages (Gamir-Ríos et al., 2022; Bustos Díaz, 2024). Moreover, video has become a key vehicle for the growing spectacularisation of politics, shaped by infotainment and the pursuit of emotional impact, which may contribute to the trivialisation and frivolisation of political discourse (López-Rabadán & Doménech-Fabregat, 2021). In this regard, it poses a considerable risk of exacerbating polarisation and facilitating the spread of misinformation by enabling the circulation of decontextualised or unverified content.

This is the landscape depicted by political communication advisers, journalists, and academics in the Spanish context, and it is broadly consistent with the existing literature (Casero-Ripollés et al., 2016; Mazzoleni & Bracciale, 2019; Pineda et al., 2021; Marquart, 2023; Figuereo-Benítez et al., 2025). Although professionals working in political party press offices deny being directly responsible for these problems—particularly concerning polarisation and negative campaigning—they do acknowledge making strategic use of emotion, brevity, and entertainment in their videos to maximise virality. Journalists covering political affairs, by contrast, adopt a more critical and generally more pessimistic perspective, in line with the academic literature. Nevertheless, all three groups put forward proposals and key recommendations to mitigate the negative effects associated with this medium in the contemporary digital ecosystem. This is all the more important given their expectation that these trends will become even more pronounced later. Among the most important recommendations are managing the tension between immediacy and the demands of quality and rigour, providing adequate context for political messages without manipulating them, avoiding an excessive reliance on negative emotional reactions, holding technology platforms accountable, and promoting media literacy among citizens. These findings provide insight into the study’s final research objective (O6).

In conclusion, political video in the digital environment is a double-edged sword: it is a powerful tool for direct communication, yet it also carries a considerable risk of undermining the public sphere if it is not used responsibly and rigorously by all stakeholders involved (López-Rabadán & Doménech-Fabregat, 2021; Vázquez-Herrero et al., 2025). In this regard, future research should examine more closely how the potential negative effects identified by the interviewees manifest themselves in practice. This could involve conducting interviews or focus groups with citizens—who were beyond the scope of the present study—or directly analysing the discourses circulating in both the media and social media to identify the distortions attributable to political video, as well as the actors most directly responsible for them. The ultimate aim is to provide more accurate diagnoses and more effective recommendations.
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