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Short video platforms such as TikTok, Instagram Reels, and YouTube Shorts have 
quickly become central to digital communication strategies, particularly for micro, 
small, and medium enterprises (MSMEs). Compared with previous social media 
platforms, short video platforms possess unique affordances, such as visibility, 
virality, multimodal expression, and low-cost experimentation, enabling MSMEs 
to innovate in digital communication. Although prior research has extensively 
examined the adoption of short video platforms, the specific mechanisms by 
which these affordances shape the innovation-decision processes of MSMEs are 
still rarely explored. This study formalizes the short video platforms affordance 
of digital communication innovation pathways through innovation-decision 
process, bridging affordance theory with UTAUT2 and diffusion of innovation 
perspectives, thereby extending social media innovation literature in the MSMEs 
context. The research method used survey data from MSMEs in Bandung Regency, 
Indonesia, using Likert-scale measurements on 392 MSMEs and SEM-PLS analysis. 
The findings suggest that short video platforms have a positive impact on digital 
communication innovation, with the innovation-decision process serving as a 
partial mediator (VAF ≈ 38%). Theoretically, this study integrates the affordances 
theory with UTAUT2 and extends the adoption model by showing how short 
video platform affordances activate utilitarian, social, and hedonic factors that 
shape the innovation-decision process.
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1 Introduction

The increasing use of short-form video platforms like TikTok, Instagram Reels, and 
YouTube Shorts has transformed the way organizations communicate and innovate (Ge et al., 
2021). Unlike previous generations of social media, short-form video platforms are 
characterized by their ephemeral format, algorithmic curation, multimodal expression, and 
distinctive viral dynamics. These characteristics make short-form video platforms highly 
attractive to micro, small, and medium enterprises (MSMEs), which typically face limited 
resources but still require affordable and effective tools for digital communication innovation. 
Recent research shows that MSMEs are increasingly utilizing short-form video platforms not 
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only for promotions but also as a space for experimentation, customer 
engagement, and innovation in communication practices (Meng 
et al., 2024).

Previous literature has highlighted the importance of content 
characteristics and user experience. Zhao and Wagner (2023) and 
(Meng et al., 2024) showed that factors such as credibility, expertise, 
attractiveness, authenticity, and brand heritage in short video content 
significantly influence consumer engagement and purchasing 
behavior. These findings confirm that the affordances of short video 
platforms not only provide technical possibilities but also enable 
MSMEs to design content that strengthens trust, emotional resonance, 
and credibility, which subsequently influence the persuasion and 
decision-making stages of the innovation-decision process. 
Furthermore, from a user perspective, short video platforms are 
characterized by their ease of use and content curation. Short video 
platforms utilize user-curated artificial intelligence algorithms to 
collect a selection of posts and present them to users within a short 
time interval (Zhang et al., 2023; Qi and Li, 2021), which makes users 
want to continue accessing the next content.

Furthermore, MSME engagement with short video platforms is 
not always comprehensive. Meier and Peters (2023) show that MSME 
engagement with social media is often limited, influenced by 
sensemaking processes and triggering conditions. MSMEs interpret 
affordances based on organizational context, resources, and 
competitive pressures (Rozaq et al., 2021; Markowska and Wiklund, 
2020). Although short video platforms offer low-cost experimentation 
opportunities, MSMEs with limited digital literacy or limited human 
resources (de Torres Oliveira et al., 2020) may not be able to fully 
realize these affordances. Thus, sensemaking and boundary conditions 
play a crucial role in moderating the digital communication 
innovation pathways within MSMEs’ short video platform innovation 
decision-making processes.

In the marketing literature, (Appel et al., 2020) emphasize that the 
future of social media will be influenced by content quality, sensory 
richness, user-generated content (UGC), as well as privacy regulations 
and public policy. Placing short video platforms within this framework 
suggests that they are not only a means of technology adoption but 
also a catalyst for new forms of digital marketing and communication 
innovation. In the context of digital communication innovation on 
short video platforms, factors driving adoption behavior have been 
identified by previous research, such as humorous content and 
personalized camera views (Maredia et  al., 2018), psychological 
factors (Liang and Yoon, 2022; Wang, 2020), and algorithmic systems 
(Qi and Li, 2021). Although prior research has extensively examined 
the adoption of short video platform technology, the specific 
mechanisms by which short video platform affordances shape the 
innovation-decision process of MSMEs remain scarce.

Based on this background, this study aims to investigate how the 
characteristics of short video platforms influence digital 
communication innovation both directly and indirectly through the 
innovation-decision process by attempting to answer the question: 
How do the characteristics of short video platforms influence the 
innovation-decision process and digital communication innovation 
of MSMEs?

Short video platforms have been adopted by users in various 
countries with large populations. For example, in Indonesia, 99.1% of 
its 170 million social media users enjoy online video content (such as 
TikTok, Instagram Reels, and YouTube Shorts). This makes Indonesia 

the second-largest user base for short video platforms after the 
United States with 136.4 million users, Indonesia with 99.1 million 
users, Brazil with 73.6 million users, and Russia with 51.3 million 
users (Rizaty, 2022). This makes short video platforms the most 
popular social media application.

The research location was conducted in Bandung Regency, West 
Java, Indonesia. Reported from UKMIndonesia.id, according to data 
from the Ministry of Cooperatives and SMEs (Anastasya, 2023), West 
Java has 1.49 million SMEs and is the province with the largest 
number of SMEs, followed by Central Java with 1.45 million SMEs 
and East Java with 1.15 million SMEs. Meanwhile, Bandung Regency 
was chosen as the research location because it is included in the region 
with the second largest number of SMEs in West Java, with a total of 
192,442 SMEs, after Bogor Regency which is in first place with a total 
of 204,302, and followed by Sukabumi Regency and Garut Regency 
(Fitriani, 2025). However, Bandung Regency has a unique position 
because it is directly adjacent to Bandung City as the capital of 
West Java.

2 Literature review

2.1 Short video platform (SPV) 
characteristics and affordances

Short video platforms (SVP) such as TikTok, Instagram Reels, and 
YouTube Shorts represent a new generation of social media with 
unique characteristics such as short formats, AI-based 
recommendation algorithms, multimodality (audio, text, visual), 
interactive engagement, and the potential for content virality (Xiao 
et al., 2019; Bucher, 2012). These characteristics make SVP not just a 
means of distributing information, but also a space for experimentation 
and the creation of communication innovations (Qi and Li, 2021; 
Zhang et  al., 2023). In line with this, short video platforms are 
increasingly popular and have become a primary tool for social media 
users, especially MSMEs, to attract consumers and understand brands, 
goods, and services, which have gradually become a popular digital 
communication tool (Yuan et al., 2022; Xiao et al., 2019).

Previous research has examined the influence of short video 
platform characteristics on users, particularly in the context of digital 
communication in entrepreneurship. For example, the characteristics 
of marketing content on short video platforms impact consumer 
purchase intentions (Yuan et al., 2022), increase sales (Ge et al., 2021), 
consumer engagement (Xiao et  al., 2024). Wang’s research, 2020, 
found that the characteristics of short video platforms drive the 
intensity of user adoption mediated by psychological factors including, 
(1) immersion, which is the degree to which a person feels immersed 
due to being too engrossed in a particular experience, (2) presence, 
which is the extent to which a person feels present in the mediated 
environment, (3) perceptual realism, which is the extent to which 
users perceive the world presented through the short video platform 
as realistic, and (4) entertainment, which is related to what content the 
user watches and the extent to which the display provides 
entertainment that creates feelings of pleasure.

Within the affordances framework (Leonardi and Vaast, 2017), 
SPV provides possibilities for action such as immersion, presence, 
perceptual realism, and entertainment, which are enacted by MSMEs 
in the context of digital communication. These affordances enable 
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MSMEs with limited resources to conduct low-cost experiments, 
increase visibility, and reach a wider audience. Furthermore, research 
by Zhao and Wagner (2023) and Meng et al. (2024) emphasizes that 
content characteristics (such as credibility, attractiveness, authenticity, 
and brand heritage) play a crucial role in strengthening audience 
engagement. This suggests that SPV affordances are not solely 
technical but are also mediated by the dimensions of perception and 
meaning formed by users. Based on these arguments, 
we anticipate that:

Hypothesis 1 (H1): The characteristics of SPV affordances have a 
positive effect on the innovation-decision process (IDP) 
of MSMEs.

Hypothesis 2 (H2): The characteristics of SPV affordances have a 
positive effect on digital communication innovation (DCI) 
of MSMEs.

2.2 Innovation-decision process (IDP)

The innovation-decision process (IDP) explains how innovation 
adoption progresses through the stages of knowledge, persuasion, 
decision, implementation, and confirmation (Rogers, 2003; Sahin, 
2006). In the context of MSMEs, the IDP is crucial because limited 
resources make business actors more selective in evaluating the 
benefits and risks of innovation. In the context of the innovation 
decision-making process by micro, small, and medium enterprises 
(MSMEs) in using short video platforms as their digital 
communication innovation, at the (knowledge) stage, MSMEs learn 
about the existence of short video platforms and look for innovations 
that can be implemented to communicate their digital experiences. 
These innovations influence their attitudes toward short video 
platforms, for example, whether they support or not as a tool for their 
business development (persuasion), then decide to adopt or reject 
(decision), and if they decide to adopt, they will practice the 
innovation (implementation), then seek support (confirmation) for 
the decision that has been made.

SPV affordances can trigger the IDP stage by providing 
opportunities for content exploration, accelerating the persuasion 
process through audience engagement, and facilitating more informed 
decision-making. Integrating affordance theory with the UTAUT2 
model (Venkatesh et al., 2012) strengthens the understanding that 
utilitarian (performance expectancy), social (social influence), and 
hedonic (hedonic motivation) factors generated by SPV can accelerate 
the IDP stage. Furthermore, recent literature emphasizes that the IDP 
is not always linear. Meier and Peters (2023) underscore the 
importance of sensemaking and triggering conditions in which 
MSMEs interpret SPV affordances based on their experience, internal 
capacity, and market pressures. This sense-making process explains 
why not all MSMEs utilize SPV in the same way, even though 
affordances are available to all.

Furthermore, in the innovation decision-making process in 
MSME digital communication, namely, the decision to adopt a short 
video platform through the stages of knowledge, persuasion, decision, 
implementation, and confirmation in the innovation decision-making 
process model influences MSME actors in deciding to adopt or not to 
adopt. In addition, the characteristics of innovation adopters as 

innovation decision-makers determine the success or failure of the 
innovation adoption process, for example, the ability to learn or obtain 
information about an innovation. The norms and social systems of 
innovation adopters also support the success or failure of the 
innovation adoption process (Rogers, 1995; Rogers, 2003). Based on 
these arguments, we anticipate that:

Hypothesis 3 (H3): The innovation-decision process (IDP) has a 
positive influence on the digital communication innovation (DCI) 
of MSMEs.

Hypothesis 4 (H4): Innovation-decision process (IDP) mediates 
the influence of SPV characteristics on digital communication 
innovation (DCI) of MSMEs.

2.3 Digital communication innovation (DCI)

Digital communication innovation (DCI) refers to MSMEs’ efforts 
to utilize digital technology to create, modify, and disseminate 
innovative communications (Xiao et  al., 2019; Yuan et  al., 2022). 
Concrete forms of DCI include the use of live streaming features, 
collaboration with influencers, viral content creation, and the use of 
entertainment elements such as music and creative filters. In line with 
previous research (Munsch, 2021; Rozaq and Nugrahani, 2023; Xiao 
et al., 2019), various digital communication and short video platform 
content strategies have been categorized and classified by 
entrepreneurs, including: (1) Following viral content, (2) Using music 
features, (3) Live broadcasts, (4) Humorous content, and (5) Using 
human figures/influencers. For further clarification, this is outlined in 
the research framework in Figure 1.

From a marketing perspective, (Appel et al., 2020) emphasize that 
the future of digital communication innovation will be determined by 
content quality, sensory richness, user participation (user-generated 
content), and regulation. SPV is a crucial catalyst within this 
framework, as the affordances it offers accelerate the process of 
creating new communication value while expanding customer 
engagement. Empirical findings in this study indicate that DCI is the 
result of a combination of SPV affordances and the IDP stages. SPV 
provides technical opportunities, IDP structures meaning and 
adoption, while DCI is the outcome of tangible innovation in MSMEs’ 
digital communication practices.

3 Materials and methods

3.1 The development of the research 
instrument

This study used a structured questionnaire as the main instrument 
for data collection. The questionnaire was developed based on a 
validation scale from previous studies and consisted of several parts, 
namely: (1) respondent demographic information, (2) Short Video 
Platform (SPV) Characteristics, (3) Innovation-Decision Process 
(IDP), and (4) Digital Communication Innovation (DCI). Before 
being distributed, the questionnaire was piloted to 30 MSMEs in 
Bandung Regency to ensure its validity and reliability. The results of 
this pilot test were used to refine the questions and make them easier 
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for respondents to understand. Table  1 defines the conceptual 
constructs used in this study to ensure clarity and accuracy.

3.2 Ethical considerations

This study has obtained permission from the regional research 
and development department with approval number 070/0726/
VII/2023. All research procedures were carried out according to the 
ethical guidelines stated in the Declaration of Helsinki, especially 
regarding the protection of the rights and privacy of research 
participants. Before data collection was carried out, this study went 
through an ethical evaluation process to ensure that the research did 
not have a negative impact on participants.

3.3 Participant consent and informed 
consent

Before participating in the study, all respondents were given 
complete information about the purpose of the study, the expected 
benefits, and how their data would be  used and stored. This 
information was conveyed through a consent form provided directly 
(for respondents who were interviewed face-to-face) or in digital form 
via an online form (for respondents who filled out the online 
questionnaire). Participation in this study was voluntary, and 

respondents were free to withdraw without any consequences. In 
addition, respondents were also allowed to ask questions before 
signing the consent.

3.4 Sampling technique

This study used a purposive sampling technique to ensure the 
sample taken was in accordance with the research objectives. The 
inclusion criteria for respondents were: (1) MSME owners or 
managers who actively use short video platforms such as TikTok, 
Instagram Reels, or YouTube Shorts for digital communication. Data 
on the use of short video platforms by MSMEs must meet criteria 
including upload frequency, number of videos, and use of advertising 
strategies (Yuan et al., 2022; Ge et al., 2021), in addition (2) MSMEs 
that have been operating for at least 1 year so they have experience in 
adopting digital communication innovations, (3) Business actors from 
various sectors, including culinary, fashion, handicrafts, and 
agribusiness, to ensure the diversity of business types in this study.

The research location was conducted in Bandung Regency, West 
Java, Indonesia. West Java has 1.49 million SMEs and is the province 
with the largest number of SMEs, followed by Central Java with 1.45 
million SMEs and East Java with 1.15 million SMEs (Anastasya, 2023). 
Meanwhile, Bandung Regency was chosen as the research location 
because it is included in the region with the second largest number of 
SMEs in West Java, with a total of 192,442 SMEs, after Bogor Regency 
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which is in first place with a total of 204,302, and followed by 
Sukabumi Regency and Garut Regency (Fitriani, 2025). However, 
Bandung Regency has a unique position because it directly borders 
Bandung City as the capital of West Java. The data collection process 
was carried out in the period from December 2022 to May 2023 in 
Bandung Regency, Indonesia.

A total of 500 questionnaires were distributed to eligible MSMEs, 
and 392 valid responses were obtained, resulting in a response rate of 
78.4%. To assess non-response bias, we  compared early and late 
respondents based on key demographic variables (business size, 
sector, and platform usage) (see Table  2) using an independent 

samples t-test; no significant differences were found (p > 0.05). 
Missing values were minimal (<2%) and were handled using listwise 
deletion. Outlier detection was performed using the Mahalanobis 
distance, and no significant outliers were identified. This procedure 
ensured the robustness and representativeness of the survey data.

3.5 Statistical analysis technique

The collected data were analyzed using the Structural Equation 
Modeling (SEM) method with the partial least squares (PLS) approach 
through SmartPLS version 4 software. This method was used because 
the model is exploratory, the latent construct is still developing, and 
MSME data is often not normally distributed. Data analysis was 
carried out in several stages, namely, (1) evaluation of the 
measurement model/outer model, (2) analysis of the structural model/
inner model, and finally (3) path coefficient significance using the 
bootstrapping technique (5,000 resamples, 95% CI). All data collected 
in this study are kept confidential and used for academic purposes 
only. Respondent data are anonymized to protect the identity of 
participants and prevent information leakage. Data storage is carried 
out with a strict security system, by data protection regulations in 
force in Indonesia. In addition, only researchers involved in this study 
have access to the raw data to ensure that there is no misuse of 
information. By paying attention to strict research ethics aspects, this 
study ensures that all procedures carried out are by academic 
standards and provide security for participants in the data 
collection process.

3.6 Data confidentiality and compliance

All data collected in this study are kept confidential and used for 
academic purposes only. Respondent data are anonymized to protect 
the identity of participants and prevent information leakage. Data 
storage is carried out with a strict security system, by data protection 
regulations in force in Indonesia. In addition, only researchers 
involved in this study have access to the raw data to ensure that there 
is no misuse of information. By paying attention to strict research 

TABLE 1  Conceptual research framework and construct definitions.

Construct Definition Indicator References

Characteristics of short video 

platforms (SPV)

Unique features and elements of short video platforms that 

impact user experience, such as AI recommendation 

algorithms, engagement, and personalization.

	1.	 Immersion

	2.	 Presence

	3.	 Perceptual realism

	4.	 Entertainment

Qi and Li (2021) 

and Zhang et al. 

(2023)

Innovation-decision process 

(IDP)

Stages in innovation decision making include knowledge, 

persuasion, decision, implementation, and confirmation.

	1.	 Knowledge

	2.	 Persuasion

	3.	 Decision

	4.	 Implementation

	5.	 Confirmation

Rogers (2003) and 

Sahin (2006)

Digital Communication 

Innovation (DCI)

MSME efforts to adopt and use digital technology to 

improve communication and marketing.

	1.	 Follow content that is viral

	2.	 Use of music features

	3.	 Live streaming

	4.	 Humorous content

	5.	 Using figures/influencers

Xiao et al. (2019) 

and Yuan et al. 

(2022)

TABLE 2  Respondent characteristics.

No Respondent 
characteristics

Frequency Percentage

1 Business category

Micro 126 32.1

Small 180 45.9

Medium 86 21.9

Total 392 100.0

2 Type of business

Culinary 207 52.8

Fashion 47 12.0

Craft 16 4.1

Agribusiness 103 26.3

Other 19 4.8

Total 392 100.0

3 Short video platforms used

Tiktok 245 62.5

Instagram reels 82 20.9

Snack video 21 5.4

Content in feeds 44 11.2

Total 392 100.0

Measurement model (outer model).
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ethics aspects, this study ensures that all procedures carried out are by 
academic standards and provide security for participants in the data 
collection process.

4 Results and discussion

4.1 Respondent characteristics

Based on Table  2, the characteristics of MSMEs in Bandung 
Regency, Indonesia, show diverse distributions. The majority are small 
businesses at 45.9% (180 business actors), followed by micro 
businesses at 32.1% (126 actors), and medium businesses at 21.9% (86 
actors). The culinary sector dominates among business types at 52.8% 
(207 respondents), with agribusiness at 26.3% (103), fashion at 12.0% 
(47), crafts at 4.1% (16), and other categories at 4.8% (19). Regarding 
short video platforms, TikTok is most used at 62.5% (245 respondents), 
followed by Instagram Reels at 20.9% (82), Feed content at 11.2% (44), 
and Snack Video at 5.4% (21).

4.2 Measurement model

4.2.1 Convergent validity and construct reliability
The convergent validity results (Table 3) show that all constructs 

(SPV, IDP, and DCI) have AVE values above 0.50, with CR and 
Cronbach’s Alpha above 0.70, confirming that the research instrument 
is valid and reliable (Hair et al., 2021a; Hair et al., 2021b). The SPV 
indicators (Immersion, Presence, Perceptual Realism, Entertainment), 
IDP (Knowledge, Persuasion, Decision, Implementation, 
Confirmation), and DCI (Follow viral content, Use of music features, 
Live streaming, Humorous content, Using figures/influencers) all have 
Cronbach’s Alpha and Composite Reliability values >0.7 (Edeh et al., 
2023; Nabila et al., 2023; Hijliansyah Marbun et al., 2023). Construct 
Reliability measurement covers three constructs, each with 1 to 9 
indicators on a scale of 1 to 5. In Table 3, all items after reanalysis have 
outer loading values >0.7. This means these indicators are well 
correlated and measure the intended variables. The outer loading 
value shows how well an indicator explains the variable it belongs to 
Hair et al. (2021b). This supports that the indicators are approved for 
use in research and suitable for further analysis.

4.2.2 Discriminant validity (Fornell-Larcker 
criterion, cross loading, and HTMT)

Discriminant validity was tested using three methods: the 
Fornell-Larcker Criterion, Cross-Loading, and HTMT. First, the 
test results based on the Fornell-Larcker criterion (Table 4) showed 
that the value of the latent variable/construct at each root of the 
AVE was greater than the correlation value of that variable with 
other variables, indicating good discriminant (Hair et al., 2021a). 
Second, the test results using the cross-loading criterion (Table 5) 
showed that the value of each item in the construct was greater 
than the value of items outside the construct, and the cross-loading 
correlation was >0.7, making it suitable for use as a measurement 
item (Hair et al., 2021a). Third, the test results based on the HTMT 
criterion with a 95% confidence interval (Table 6) were all <0.85, 
which strengthens evidence that the construct has adequate 
discriminant validity (Hair et al., 2021b).

4.3 Structural model

4.3.1 Collinearity – VIF (inner VIF, and outer VIF 
values)

Before testing the structural model hypothesis, it is necessary to 
determine the presence of multicollinearity between variables using 
the VIF collinearity statistic. To address potential common method 
bias, we applied the full collinearity test as recommended by Kock 
(2015). The results of the inner VIF (Table 7) and outer VIF (Table 8) 
tests show that the full collinearity VIF values for all latent constructs, 
SPV, IDP, and DCI, are all below the conservative threshold of <3.3. 
These results indicate that common method bias is not a concern in 
this study.

4.3.2 Effect size (R2 and Q2)
The measurement results of the R2 and Q2 values are taken from 

the external model of the Innovation-Decision Process (IDP) and 
Digital Communication Innovation (DCI) variables. Table 9 it shows 
that the R2 value of the IDP variable is 0.405 (medium category) or 
40.5% with the remaining 59.5% influenced by other variables outside 
this study. Then the DCI variable is 0.617 (high category) or 61.7% 
with the remaining 38.3% influenced by other variables outside this 
study. Meanwhile, the measurement results of the Q2 value of the IDP 
variable are 0.250 (medium category), and the DCI variable is 0.373 
(high category), proving that the model has good predictive relevance.

4.3.3 Effect size (F2)
Next, the F-square (F2) test was conducted to determine whether 

there was a relationship between variables and to determine the 
magnitude of each independent variable’s influence on the dependent 
variable (Hair et al., 2021a). An F2 value <0.020 indicates no influence 
on the relationship between the independent and dependent variables. 
If the F2 value is between 0.02 and 0.15, it is considered a small 
influence. If the F2 value is between 0.15 and 0.35, it is considered a 
moderate influence. Meanwhile, if the F2 value is > 0.35, it is 
considered a large influence (Hair et al., 2021a). The results of the 
effect size analysis (Table 10) show that the SVP → IDP variable has a 
large effect (F2 = 0.680), SVP → DCI has a medium effect (F2 = 0.332), 
and IDP → DCI has a medium effect (F2 = 0.255).

4.3.4 Model fit (optional): SRMR
The results of the model fit test for model suitability, namely the 

difference between the data correlation matrix and the estimated 
model correlation matrix, show a Standardized Root Mean Square 
Residual (SRMR) value in Table 11 of 0.042 (<0.08), indicating that 
the model has a good fit (Hair et al., 2021b).

4.3.5 Predictive assessment – PLS predict (RMSE 
and MAE)

In addition, the PLSpredict results in Table  12 show that the 
majority of DCI and IDP indicators have lower PLS RMSE values than 
the LM benchmark, with a Q2_predict value > 0, so the model has 
good predictive ability (Hair et al., 2019).

4.3.6 Path coefficients and bootstrapping 5,000 
resamples (direct effect)

Each hypothesis is evaluated based on the path coefficient value 
(Figure 2) and its significance level (p-value) based on bootstrapping 
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TABLE 3  Convergent validity and construct reliability.

Variable Indicator Code Statement Outer loading AVE CR Cronbach’s alpha

(SVP) Immersion SVP.1 Short video platforms provide an immersive experience for me when interacting with customers. 0.787 0.588 0.919 0.900

SVP.2 The short video platform gave me a new experience to reach customers 0.768

Presence SVP.3 The short video platform brings me closer to customers 0.754

SVP.4 I feel there is no distance when interacting with customers on short video platforms. 0.775

Perceptual 

realism

SVP.5 The content strategy of short video platforms is more realistic than image or written content. 0.772

SVP.6 The content I present on the short video platform appears clearer according to what the customer sees. 0.783

Entertainment SVP.7 Features like stickers and filters support the entertainment content I create. 0.756

SVP.8 Various entertainment features on the short video platform add to the fun for me and my customers. 0.738

(DCI) Follow content 

that is viral

DCI.1 The presentation of content is more effective following content that is currently viral 0.791 0.622 0.937 0.924

Use of music 

features

DCI.2 Music features increase consumer engagement 0.774

DCI.3 Using popular music in short video content can stimulate consumers to watch the entire video. 0.797

Live streaming DCI.4 Live streaming can be used for direct sales of products to consumers. 0.793

DCI.5 Live streaming can be used to interact in real time with consumers. 0.793

Humorous 

content

DCI.6 The humorous content that I create can attract consumers’ attention to provide responses through comments. 0.810

DCI.7 Humorous content is effectively used on my short video platform 0.819

Using figures/

influencers

DCI.8 Using influencers can generate more engagement. 0.815

DCI.9 Using influencers helps increase exposure for my products and business. 0.789

(IDP) Knowledge IDP.1 I understand the features on the short video platform 0.769 0.636 0.940 0.929

IDP.2 I understand the use of short video platforms to support my business 0.789

Persuasion IDP.3 I can easily use short video platforms 0.804

IDP.4 I learned about the development of how to use short videos to support my business. 0.776

Decision IDP.5 I will use short video platforms continuously for my business 0.792

IDP.6 Using short videos for business is the right decision 0.793

Implementation IDP.7 Short video platform as the main tool to inform my business 0.785

IDP.8 Short video platform as the main tool to inform my products 0.813

Confirmation IDP.9 The presence of the short video platform met my expectations 0.778

Discriminant validity.
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results (5,000 resamples, 95% CI). A hypothesis is considered 
supported if the p-value is less than 0.05, indicating a statistically 
significant relationship between the variables. Furthermore, the 
magnitude and direction of the relationship between variables can 
be determined by the resulting positive or negative path coefficient 
value. These findings serve as the basis for accepting or rejecting the 
proposed hypothesis and provide an empirical overview of the 
relationship patterns between variables in the research model.

The results of testing hypothesis 1 in Table 13 show that (SVP) → 
(IDP) shows an original sample estimate value of 0.636 with a 
t-statistic value of 14.954 > 1.96, which means that the SPV variable 
has a positive and significant effect on IDP with a significance value 
of 0.000 (0.000 < 0.05). Based on these test results, it can be concluded 
that hypothesis 1 (H1) is accepted. Meanwhile, the magnitude of the 
direct effect between the SPV variable and IDP has a (high category) 
structural level influence (F2 value = 0.683 > 0.35) (Hair et al., 2021a). 
This finding confirms that SPV affordances enable MSMEs with 
limited resources to conduct low-cost experiments, increase visibility, 
and reach a wider audience (Leonardi and Vaast, 2017). Hypothesis 1 
suggests that SPV affordances can trigger the IDP stage by providing 
content exploration opportunities, accelerating the persuasion process 
through audience engagement, and facilitating more informed 
decision-making.

Furthermore, the results of testing Hypothesis 2: (SVP) → (DCI) 
in Table 14, show the original sample estimate value of 0.463 with a 
t-statistic value of 8.893 > 1.96, which means the SPV variable has a 
positive and significant effect on DCI with a significance value of 0.000 
(0.000 < 0.05). Based on these test results, it can be concluded that 
hypothesis 1 (H1) is accepted. Meanwhile, the magnitude of the direct 
influence between the SPV variable and DCI has an influence in the 
high category, where at the structural level the F2 value = 0.463 > 0.35 
(Hair et al., 2021a). This finding confirms Leonardi & Vaast’s argument 
that SPV affordances are not just features, but the relationship between 
features and actors that produce variations in innovation practices 
(IDP) that lead to instant actions (imitation of viral content). In line 
with this, the marketing perspective of Appel et al. (2020) emphasizes 
that the future of digital communication innovation (DCI) will 
be determined by content quality, sensory richness, user participation 
(user-generated content), and regulation.

Hypothesis 3 test results: (IDP) → (DCI) Table 15 shows that the 
original sample estimate value obtained is 0.405 with a t-statistic value 
of 7.595 > 1.96, which means that the IPD variable has an influence 
on DCI with a significance value of 0.000 (0.000 < 0.05). Based on 
these test results, it can be  concluded that hypothesis 3 (H3) is 
accepted. Meanwhile, the magnitude of the direct influence between 
IDP on DCI is in the high category where at the structural level the F2 
value = 0.405 > 35 (Hair et al., 2021a). These findings indicate that 
DCI is the result of a combination of SPV affordances and IDP stages. 
SPV provides technical opportunities, IDP structures meaning and 

adoption, while DCI becomes an outcome in the form of real 
innovation in MSME digital communication practices. This is in line 
with the affordance-based explanation layer model in the UTAUT2 
SPV mechanism where affordances activate the UTAUT2 construct 
which then manifests in IDP and DCI (Venkatesh et al., 2012).

4.3.7 Mediation effect bootstrapping 5,000 
resamples

The results of the mediation analysis calculation in Table 16 show 
that the IDP variable significantly mediates the influence of SVP on 
DCI. The path coefficient value is 0.285 with a t-statistic value of 
6.309 > 1.96 and a significance value of 0.000 (0.000 < 0.05). The 
Variance Accounted For (VAF) value = Indirect/
Total = 0.076/0.226 = 0.336 → 33.6% indicates partial mediation, 
meaning that IDP partially transmits the influence of SPV on 
DCI. Furthermore, the magnitude of the mediation effect can be seen 
through the upsilon v statistic, which can be obtained by squaring the 
mediation coefficient (Lachowicz et al., 2018), which is interpreted by 
Ogbeibu et  al. (2021) with the categories of low mediation effect 
(0.02), medium mediation effect (0.075), and high mediation effect 
(0.175). The calculation of the upsilon v statistic obtained a figure of 
0.06, which means that the magnitude of the mediation effect of the 
IDP variable mediates the influence of SPV on DCI in the medium 
mediation role category, and the hypothesis is proven. This study 
formalizes the flow of affordances SPV → IDP → DCI in MSMEs, 
showing that SPV affordances not only lead to instant action 
(imitation of viral content) but also structure the deliberative stages 
according to Rogers’ five stages of IDP. This finding confirms that IDP 
plays an important but not singular role; platform affordances also 
enable adoption that goes through several deliberative stages of IDP.

5 Discussion

5.1 Boundary conditions (firm size, literacy, 
sector)

Respondent characteristics indicate that the majority come from 
the small business category. This aligns with the structure of MSMEs 
in Indonesia (Tambunan, 2019), where small businesses dominate 
both the formal and informal business sectors. In the context of 
innovation adoption theory (Rogers, 2003), small businesses typically 
fall into the early majority stage, a group more open to innovation 
while still considering risks. Micro-enterprises (32.1%) tend to face 
resource constraints (Meier and Peters, 2023), so SPV adoption 
focuses more on simple promotions and low-cost experimentation. 
Medium-sized enterprises (21.9%) are relatively more established, 
with the capacity to integrate SPV affordances into more structured 
communication strategies.

In the business category, the culinary sector (52.8%) dominates, 
indicating that food and beverages are the sector that utilizes SPV the 
most. This is consistent with social media marketing findings (Appel et al., 
2020) that visual-sensory content, such as culinary, has a strong appeal on 
short video-based platforms due to its visualization, emotional appeal, 
and relevance to everyday experiences. The agribusiness sector (26.3%) 
also stands out, demonstrating the digitalization trend in traditional 
sectors. SPV provides agribusinesses with opportunities to showcase 
production processes, local narratives, and authentic values (Meng et al., 

TABLE 4  Discriminant validity (Fornell-Larcker criterion).

Variable (SVP) (DCI) (IDP)

(SVP) 0.767

(DCI) 0.720 0.789

(IDP) 0.636 0.699 0.798

The numbers in bold indicate that the test results of the variable have reliable discriminant 
validity because they are greater than the root value.
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2024; Zhao and Wagner, 2023). Meanwhile, fashion (12.0%) and crafts 
(4.1%) tend to emphasize esthetics and creativity. Affordances such as 
multimodal expressiveness and virality are crucial for these sectors to 
create trends and strengthen brand heritage.

Meanwhile, in terms of short video platforms (SVP), TikTok 
(62.5%) dominates, confirming its position as the primary platform 
for MSMEs to utilize short videos. This aligns with research by Zhao 
and Wagner (2023), which shows that TikTok’s distribution algorithm 
provides a significant opportunity for MSME content to go viral 
without significant costs. Instagram Reels (20.9%) is relatively smaller, 
perhaps because its audience is more segmented and dominated by 
urban users with esthetic visual preferences (Zhang et al., 2023). Snack 
Video (5.4%) and other feed content (11.2%) indicate diversification, 
albeit limited. These platforms function more as complements, rather 
than primary platforms.

5.2 Direct effects (SPV → IDP), (SPV → DCI)

The innovation decision-making process (IDP) on short video 
platforms (SPVs) shows that the characteristics of SPV affordances 
enable MSMEs with limited resources to conduct low-cost 
experiments, increase visibility, and reach a wider audience (Leonardi 
and Vaast, 2017). Hypothesis 1 (H1) suggests that SPV affordances can 
trigger IDP stages by providing opportunities for content exploration, 

TABLE 5  Cross loading.

Indicators Innovation-decision 
process (IDP)

Digital communication 
innovation (DCI)

Characteristics of short video 
platforms (SVP)

SPV.1 0.504 0.605 0.787

SPV.2 0.471 0.544 0.768

SPV.3 0.504 0.546 0.754

SPV.4 0.509 0.540 0.775

SPV.5 0.510 0.529 0.772

SPV.6 0.459 0.529 0783

SPV.7 0.462 0.590 0.756

SPV.8 0.480 0.531 0.738

DCI.1 0.537 0.769 0.573

DCI.2 0.557 0.789 0.581

DCI.3 0.555 0.804 0.584

DCI.4 0.565 0.776 0.572

DCI.5 0.553 0.792 0.584

DCI.6 0.551 0.793 0.539

DCI.7 0.578 0.785 0.548

DCI.8 0.526 0.813 0.580

DCI.9 0.542 0.778 0.551

IDP.1 0.791 0.525 0.526

IDP.2 0.774 0.508 0.535

IDP.3 0.797 0.512 0.543

IDP.4 0.793 0.581 0.503

IDP.5 0.793 0.596 0.486

IDP.6 0.810 0.596 0.461

IDP.7 0.819 0.561 0.487

IDP.8 0.815 599 546

IDP.9 0.789 536 479

The numbers in bold indicate that the test results of the variable have reliable discriminant validity because they are greater than the root value.

TABLE 6  HTMT.

Variable Original 
sample

Confidence intervals

2.5% 97.5%

(DCI) → (SPV) 0.789 0.715 0.851

(IDP) → (SPV) 0.695 0.603 0.774

(IDP) → (DCI) 0.754 0.667 0.831

Structural model (inner model).

TABLE 7  Inner VIF values.

Variable (SVP) (DCI) (IDP)

(SVP) 1.680 1.000

(DCI)

(IDP) 1.680
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accelerating the persuasion process through audience engagement, 
and facilitating more targeted decision-making. SPV affordances work 
because of the factors outlined by UTAUT2 (Venkatesh et al., 2012). 
For example, (1) SPV performance expectancy is considered to 
increase market reach & digital communication drives adoption, (2) 
effort expectancy & facilitating conditions in editing features & 
algorithms make it easier for MSMEs with limited resources to 
strengthen the perception of ease, (3) hedonic motivation & habit 
create habits and lower IDP barriers, (4) price value makes SPV 
attractive to MSMEs and supports the direct effect of SPV on IDP.

Then, the results of the study on hypothesis 2 (H2) show that short 
video platform (SPV) characteristics have a direct influence on digital 
communication innovation (DCI). This finding confirms (Leonardi 
and Vaast, 2017) argument that SPV affordances are not just features, 
but the relationship between features and actors that produce a variety 
of innovation practices (IDP) that lead to instant action (imitation of 
viral content). In line with this, the marketing perspective of Appel 
et  al. (2020) emphasizes that the future of digital communication 
innovation (DCI) will be  determined by content quality, sensory 
richness, user participation (user-generated content), and regulation. 
In addition, SPV characteristics (AI-based curation, multimodality, 
virality, low-cost creation) can be positioned as material features that 
produce specific affordances for MSMEs. Affordances are potential 
actions enabled by technological features and enacted by users in an 
organizational context (Leonardi and Vaast, 2017). In other words, 
these results confirm Leonardi and Vaast’s argument that affordances 
are not just features, but the relationship between features and actors 
that produces variations in innovation practices (IDP) that give rise to 
instant actions (imitation of viral content).

5.3 Mediated pathways (SPV → IDP → DCI)

The findings also show that digital communication innovation 
(DCI) is the result of a combination of SPV affordances and IDP stages. 
SPV provides technical opportunities, IDP structures meaning and 
adoption, while DCI becomes an outcome in the form of real innovation 

in MSME digital communication practices, which is in line with the 
research findings in hypothesis 3 (H3). With the affordance-based 
explanation layer model in the UTAUT2 mechanism, SPV affordances 
activate the UTAUT2 construct, which then manifests in IDP and DCI 
(Venkatesh et al., 2012). The results of the mediation test on hypothesis 
4 (H4) formalize the flow of SPV → IDP → DCI affordances in MSMEs, 
showing that SPV affordances not only lead to instant action (imitation 
of viral content), but also structure the deliberative stages according to 
Rogers’ five IDP stages. This finding confirms that IDP plays an 
important but not sole role; platform affordances also enable adoption 
that passes through several IDP deliberative stages.

This study enriches the literature on innovation diffusion and 
technology affordances by formalizing the SPV affordances → 
Innovation Decision Process (IDP) → Digital Communication 
Innovation (DCI) practices pathway in the context of MSMEs. 
We show that the characteristics of short video platforms (SPVs) drive 
MSMEs’ digital communication innovation through two mechanisms: 
(1) a cognitive-processual pathway mediated by the Innovation-
Decision Process (IDP) stages, and (2) a direct pathway where 
platform affordances facilitate rapid practical innovation (e.g., viral 
format imitation, content experimentation). The partial mediation 
results (indirect = 0.285; mediation proportion ≈ 38.1%) confirm that 
IDP plays a significant but not sole role. Platform affordances also 
enable adoption that bypasses multiple deliberative stages of 
IDP. These findings advance the understanding of how the material 
features of algorithmic platforms alter the adoption dynamics and 
practices of innovative communication in the MSME sector.

6 Conclusion

This study shows that the characteristics of short video 
platforms (SPV) have a positive influence on the innovation-
decision process (IDP) and digital communication innovation 
(DCI) in MSMEs. IDP act as a partial mediator in the SPV-DCI 
relationship, confirming that digital communication innovation is 
not only driven by technological features but also through 
structured decision-making processes. TikTok emerged as the 
dominant platform, with the culinary sector as the largest user base. 
However, boundary conditions such as limited resources and digital 
literacy influence the extent to which SPV affordances can 
be translated into communication innovation. This study confirms 
that SPV affordance not only encourages instant imitation practices 
but also structures deliberative IDP stages, highlighting the dual 
nature of digital innovation adoption in SMEs.

TABLE 10  F-square.

Variable F2 Category

(SVP) → (DCI) 0.332 Medium

(SVP) → (IDP) 0.680 High

(IDP) → (DCI) 0.255 Medium

TABLE 11  SRMR.

Variable Saturated model Estimation model

SRMR 0.042 0.042

TABLE 9  R square and Q square.

Variable R-square Category Q-square Category

(IDP) 0.405 Medium 0.250 Medium

(DCI) 0.617 High 0.373 High

TABLE 8  Outer VIF values.

Items VIF Items VIF Items VIF

DCI.1 2.059 IDP.1 2.235 SVP.1 2.041

DCI.2 2.220 IDP.2 2.205 SVP.2 1.981

DCI.3 2.346 IDP.3 2.291 SVP.3 1.863

DCI.4 2.120 IDP.4 2.218 SVP.4 1.973

DCI.5 2.240 IDP.5 2.208 SVP.5 1.955

DCI.6 2.309 IDP.6 2.413 SVP.6 2.090

DCI.7 2.187 IDP.7 2.530 SVP.7 1.834

DCI.8 2.439 IDP.8 2.371 SVP.8 1.775

DCI.9 2.155 IDP.9 2.158
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TABLE 12  Predictive assessment – PLS predict (RMSE and MAE).

Items PLS LM Category

RMSE MAE Q2 predict RMSE MAE Q2 predict

DCI.1 0.647 0.556 0.324 0.651 0.554 0.315 Weak – Moderate

DCI.2 0.647 0.555 0.334 0.654 0.562 0.319 Strong

DCI.3 0.648 0.556 0.337 0.651 0.553 0.331 Weak – Moderate

DCI.4 0.655 0.550 0.323 0.660 0.549 0.311 Weak – Moderate

DCI.5 0.638 0.534 0.337 0.643 0.536 0.265 Strong

DCI.6 0.672 0.569 0.286 0.676 0.566 0.276 Weak

DCI.7 0.637 0.549 0.295 0.646 0.553 0.276 Strong

DCI.8 0.671 0.579 0.333 0.675 0.578 0.325 Weak – Moderate

DCI.9 0.651 0.559 0.299 0.660 0.562 0.279 Strong

IDP.1 0.730 0.609 0.273 0.742 0.619 0.248 Strong

IDP.2 0.699 0.586 0.280 0.697 0.576 0.285 Weak

IDP.3 0.687 0.571 0.289 0.690 0.573 0.282 Strong

IDP.4 0.708 0.595 0.249 0.716 0.600 0.233 Strong

IDP.5 0.710 0.598 0.232 0.721 0.605 0.207 Strong

IDP.6 0.741 0.620 0.205 0.748 0.618 0.189 Strong

IDP.7 0.706 0.586 0.232 0.713 0.581 0.216 Weak – Moderate

IDP.8 0.700 0.589 0.293 0.709 0.598 0.274 Strong

IDP.9 0.748 0.628 0.225 0.757 0.631 0.208 Strong

Path coefficient significance test.

FIGURE 2

Output bootstrapping. Source: Author’s result (2023).
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7 Research implications

Theoretically, this study confirms that the characteristics of short 
video platforms (SPV), represented as affordances (Leonardi and 
Vaast, 2017), drive MSMEs’ digital communication innovation (DCI) 
through the deliberative innovation-decision process (IDP) pathway 
as well as through a direct pathway based on instantaneous practices. 
Thus, this study formalizes the SPV affordance → IDP → DCI flow in 
the MSME context. Furthermore, this finding extends the UTAUT2 
model (Venkatesh et al., 2012) by demonstrating that SPV affordances 
activate utilitarian, social, and psychological constructs (performance 
expectancy, effort expectancy, social influence, hedonic motivation, 
price value, and habit) which in turn accelerate the IDP stages. Thus, 
this study contributes to the integration of affordance theory and 
technology adoption models, and sheds light on the mechanisms by 
which SPV affordances are translated into digital innovation practices 
by MSMEs, particularly in Bandung, Indonesia.

In practice, we  recommend that MSMEs and related policy 
makers intervene through, (1) For MSMEs: it is necessary to utilize 
SPV affordances (for example editing features, distribution algorithms, 
and live streaming) to increase visibility and interaction with 
consumers, (2) For policy makers: digital literacy programs and 
infrastructure support need to be improved so that MSMEs are able 
to optimize SPV potential, (3) For marketing practitioners: content 

strategies must emphasize credibility, authenticity, and visual creativity 
to increase user engagement, especially in sectors with viral potential 
such as culinary and fashion.

8 Research limitations

The empirical findings in this study indicate that digital 
communication innovation (DCI) is the result of a combination of the 
characteristics of the affordances of the SPV and the stages of the 
innovation-decision process (IDP). The SPV provides technical 
opportunities, the IDP structures meaning and adoption, while the 
DCI becomes the outcome in the form of tangible innovation in the 
digital communication practices of MSMEs. However, the influence of 
the SPV and IDP on DCI is not always uniform. This emphasizes that 
boundary conditions (e.g., business size, resource limitations, digital 
literacy) greatly determine the extent to which affordances can 
be  translated into innovation. Boundary conditions need to 
be understood as moderating factors that influence the relationship 
between variables. Therefore, we recommend the following research 
agendas: (1) Cross-platform analysis: examining the differences in the 
influence of affordances on TikTok, Instagram Reels, and other 
platforms on MSME innovation; (2) longitudinal study: observing 
changes in MSME digital communication strategies over the long term 

TABLE 13  Hypothesis 1: (SVP) → (IDP).

Variable Path 
coefficient

T statistics p values Confidence intervals 
95%

F square Category

Upper 
limit

Lower 
limit

(SVP) → (IDP) 0.636 14.954 0.000 0.550 0.715 0.680 High

TABLE 14  Hypothesis 2: (SVP) → (DCI).

Variable Path 
coefficient

T statistics p values Confidence intervals 
95%

F square Category

Upper 
limit

Lower limit

(SVP) → (DCI) 0.463 8.893 0.000 0.359 0.564 0.332 High

TABLE 15  Hypothesis 3: (IDP) → (DCI).

Variable Path 
coefficient

T statistics p values Confidence intervals 
95%

F square Category

Upper 
limit

Lower 
limit

(IDP) → (DCI) 0.405 7.595 0.000 0.300 0.509 0.255 High

TABLE 16  Hypothesis 4: mediation effect hypothesis testing.

Variable Path 
coefficient

T statistics p values Confidence intervals 
95%

Upsilon V Category

Upper 
limit

Lower 
limit

(SVP) → (IDP) → 

(DCI)
0.258 6.286 0.000 0.181 0.343 0.06 Medium
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to see the consistency of the IDP; (3) Qualitative approach: exploring 
MSME sensemaking mechanisms in more depth according to the 
industry context; (4) External variables: testing the influence of external 
factors such as regulations, local digital ecosystems, or collaboration 
with influencers in strengthening DCI, (5) Conducting cross-country 
comparative studies to broaden the context beyond Indonesia.
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