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1. Introduction 

The Chinese social media platform TikTok, active since 2018, achieved global popularity in 2019, 

reaching more than 800 million users (We Are Social & Hootsuite, 2020). The long string of 

challenges born within YouTube culture, the pervasiveness of hashtags and emojis that add color 

and texture to communication as well as vernacular expressions borrowed from Instagram culture, 

together with Twitter’s self-deprecating, memetic humor and teen culture tropes (global trends and 

local customs/appropriation) daily fill TikTok with raw data of relevance for us social researchers 

(Van Dijck, 2013; Hubermann, 2020).  

From the legitimacy of owning a verified account through the pervasiveness of anglicisms like 

‘goals’, ‘toxic’, ‘hate’, or ‘shipping’ as loanwords from English into Spanish to the rushed but 

repetitive temporality of endless gags, quick jokes, short challenges, TikTok, as all other platforms, 

lives in and from what we put onto it (Klug, 2020; García & Montes, 2020). What is this ‘we’? 

We members of the audience, ‘we’ users who happen to be, sometimes, also creators. Creators are 

audience members/users who perform this subjectivity daily by publicly recognizing themselves 

as fans of other TikTok profiles, of peer creators, of mainstream celebrities, and media texts. They 

situate themselves as users through relatability, self-deprecation and by referencing pop culture 

(Harry Potter books, Netflix series as “13 reasons why”, “La casa de papel”/”Money heist” or 

“Elite”, music like K-pop or reggaeton). 

Funding: "New scenarios of digital vulnerability: media literacy for an inclusive society" 

(PROVULDIG-2-CM) (ref. H2019/HUM5775), CAM and European Social Fund (01/01/2020-

31/12/2022). 

 

2. Objectives 

This investigation is exploratory in nature and it has two objectives: 1) we look 

quantitatively at the type of content Spanish and Argentinian young creators share and 

analyze if there are relevant differences in terms of their gender or nationality.  

Q1. What types of videos are tiktokers uploading to their TikTok channels? 



Q2. Are the gender and the age of the tiktokers variables in types of videos that they 

uploading on their TikTok channels? 

Q3. Is the nationality of the tiktokers variables in types of videos that they uploading on 

their TikTok channels? 

From a qualitative approach, which is still ongoing, we immerse ourselves into the app to try and 

understand its processes and practices. The preliminary questions to be explored are: What does 

TikTok culture say about contemporary (teen/youth) notions and understandings of fun, love, 

friendship, music, sex? What about digital practices of socializing, connecting with others and 

sharing? (Wang, 2020). Besides, the study sheds light into how young people represent their main 

contexts of action, experience, and socialization (such as last year of school, first years of 

university, parents/family, friends, parties).  

 

3. Methodology  

This study follows a mixed-methods approach and examines from a comparative perspective the 

content shared by 16 popular TikTok counts of young adults (18-23) from Argentina and Spain, 

known as tiktokers, as well as user comments, to better understand the platform’s dynamics and 

affordances. In terms of the quantitative exploratory phase through content analysis (Krippendorff, 

2018), the preliminary finding was that video selfies and choreographies were the most uploaded 

categories of videos. To guarantee the validity of the content analysis, we will apply ANOVA 

unifactorial to evaluate the relevance of variables and include Brown-Forsythe Test and Pearson's 

correlation coefficient (chi-square statistic) to contrast the observed and expected relationships.  

After the collection of metrics like number of followers, likes, and comments, it follows the 

qualitative account, framed by interpretive epistemologies and an ethnographic understanding of 

visual and textual analysis (Pink, 2020). Here we examine how the blending of visual trends 

together with textual composition tendencies configure a mode of presence, of presentation, and 

representation of the everyday. 

 

3.1. Sample 



The sample selection comprises 160 videos from 8 Spanish counts and 8 counts of Argentina aged 

between 18 and 23 in January 2021. From each profile, 10 videos were studied to this social 

network during the period of time studied. To carry out the comparative study by gender and 

nationality, profiles belonging to 6 boys and 6 girls of both nationalities with more than a million 

followers and who are known for their activity on this social network, and not for other popular 

professions such as singers or actors, were selected.  

Table 1. Tiktokers analysed 

Username Age Gender Nationality No. of followers 

@naimdarrechi 18 Masculino 23M Spanish 

@twinmelody 23 Femenino 15.6M Spanish 

@samuellopez_ 22 Masculino 15.6M Spanish 

@martineztwins 21 Masculino 8M Spanish 

@vctorperezz 19 Masculino 7,3M Spanish 

@monismurf 20 Femenino 7M Spanish 

@lolaloliitaaa 18 Femenino 6,6M Spanish 

@lunamontes 18 Femenino 5,3M Argentine 

@augustogimenez 21 Masculino 5M Argentine 

@cande.copello 20 Femenino 4,6M Argentine 

@francodepas  19 Masculino 3,6M Argentine 

@lauralp_21 23 Femenino 3,5M Spanish 

@nahuelpietraszek 22 Masculino 3,1M Argentine 

@guilleortega01 18 Femenino 3M Argentine 

@kevsho 22 Masculino 3M Argentine 

@camillaleith 19 Femenino 1,9M Argentine 

Source: Authors 

Tiktoker´s gender has been verified by viewing all videos. Age and nationality have been 

confirmed through Google and Bing search, the registration of the information that youngers 

include in their profiles and the website https://es.famousbirthdays.com that collects updated 

information on TikTok celebrities. 

 

3.2. Variables analysis 



For the coding of variables, we have reviewed research studies that focus on the types of content 

adolescents share on social media. Yarosh, Bonsignore, McRoberts and Peyton (2016) identified 

content on Vine and on YouTube, while Montes-Vozmediano, García-Jiménez and Menor-Sendra 

(2018) focused solely on YouTube. Based on them, a classification was established to record the 

type of content young people create and disseminate on TikTok. The categorization presents eight 

types of videos: video games, choreographies or music videos, videos that collect scenes from their 

daily life, funny videos whose purpose is to entertain, videos in which young people are shown 

attending an event, tutorials, videos with animals and videoselfies. The investigation also recorded 

the name of the channel, the date of publication and the title of the video. Likewise, the variables 

of gender, age and nationality have been considered to study the possible similarities or differences 

that their audiovisual productions may present. 

 

4. Results 

Analyzed videos share two or more types of content, reaching 333 types of content in total. In 

addition, neither Spanish nor Argentine tiktokers upload video game videos to their channels of 

this social network. 

 

4.1. Video type 

80% of the published content are videoselfies (48%) and choreographies (32%). Funny videos 

reach 10% of the total, and the rest of the categories do not exceed this percentage (Table 2). 

 

Table 2. Type of videos 

Type of videos Totals % 

Videoselfies  159 48% 

Choreographies/music videos  105 32% 

Doing fun videos 34 10% 

Tutorial videos 1 0% 

Videos of an event they attended 2 1% 

Videos of doing everyday things 28 8% 

Videos of pets or animals 4 1% 

 



4.2 Gender and age variable according to type of videos 

To analyze the differences between the types of content published on TikTok and the gender of 

authors, the observations by type of content are distributed in population groups by gender. The 

number of videos uploaded by both genres is similar (female n=165; male n=168) presenting the 

same volume of content in percentage terms (50%). Differences are detected in the content related 

to funny videos and videos about actions in their daily life such as studying, putting on makeup or 

getting ready to go out. Males are the ones who create and disseminate the funny videos on this 

social network (male n=24; female n=10) and females are the ones who show the most actions in 

their daily life (female n=18; male n=10) (Table 3). 

 

Table 3. Distribution of observations by type of content and gender 

 
Gender 

 
Type of content  Girls Boys Totals 

Videoselfies 80 79 159 

Choreographies/music videos 54 51 105 

Doing fun videos 10 24 34 

Tutorial videos 1 0 1 

Videos of an event they attended 0 2 2 

Videos of doing everyday things 18 10 28 

Videos of pets or animals 2 2 4 

Totals 165 168 333 

Percentage 50% 50%   

 

To study the existence of significant differences in the volume of content published by each genre, 

the ANOVA variance analysis of an extended factor is performed using the Brown-Forsythe Test. 

The result (Ϝ (1.12) =0.001, p=0.980,) confirms that no statistically significant differences are 

detected between gender groups and the volume of content published by type. Next, to analyze 

whether there is a relationship between content types and genre, Pearson's chi-square test (χ^2) is 

used with a confidence level of 95%. The result (χ^2 (6) =11.116, p=0.085,) shows that, being 

lower than the theoretical value 12.592, there is no statistical relationship between the types of 

content and the gender of the user. These results confirm that gender is not an explanatory variable 

for the type of content uploaded to this social network. 



 

In relation to the age of the tiktokers, the observations are distributed by type of content and age 

groups. The results indicate that, in percentage terms, 18-year-olds publish the most content (26%), 

followed by 19 and 22-year-olds with a percentage of 18% in both cases (Table 4). 

  

Table 4. Distribution of observations by type of content and age 

 
Age 

 
Type of contents  18 19 20 21 22 23 Totals 

Videoselfies  40 29 20 20 30 20 159 

Choreographies y videos musicales 26 22 11 15 19 12 105 

Doing fun videos 7 4 4 8 7 4 34 

Tutorial videos 0 0 0 0 0 1 1 

Videos of an event they attended 0 0 0 0 2 0 2 

Videos of doing everyday things 8 5 4 1 3 7 28 

Videos of pets or animals 4 0 0 0 0 0 4 

Totals 85 60 39 44 61 44 333 

Percentage 26% 18% 12% 13% 18% 13%   

 

To analyze the mean data of content by age and to know if there are significant differences in the 

volume of content published by each age group, the one-factor ANOVA test extended with the 

Brown-Forsythe Test confirms that (Ϝ (5,28 ) =0.366, p=0.868,)there are no statistically significant 

differences between age groups or the volume of content published by type. Next, to analyze the 

existence of a relationship between the types of content and age, the chi-square test 〖(χ ̂  2) solves 

(χ^2 (30) =38.414, p=0.139,) lower than theoretical value 43,773, with a confidence level of 95%, 

there is no statistical relationship between the types of content and the age of the user. 

 

4.3 Nationality variable according to type of videos 

With regard to nationalities, it is observed that Argentines and Spaniards create and disseminate 

audiovisual productions with similar content: a similar number of videoselfies (Spanish n=80; 

Argentines n=79). In the category of choreographies or music videos, Spaniards share a greater 

number of this type of videos (Spaniards n=57; Argentines n=48), as in the category of fun/comedy 



videos (Spaniards n=19; Argentines n=15). In the case of audiovisual productions in which they 

appear performing daily activities, it is the Argentines who upload them the most (Argentines 

n=17; Spaniards n=11) (Table 5). 

 

Table 5. Distribution of observations by type of content and nationality 

 
Nationality 

 
Type of contents Argentine Spanish Totals 

Video selfies & expressing an opinion 79 80 159 

Choreographies y videos musicales 48 57 105 

Tutorial videos 0 1 1 

Doing fun videos 15 19 34 

Videos of an event they attended 2 0 2 

Videos of pets or animals 0 4 4 

Vídeos of doing everyday things 17 11 28 

Totals 161 172 333 

Percentage 48% 52% 
 

 

To check whether there are significant differences in the volume of content published by each 

nationality, the one-factor ANOVA test extended by the Brown-Forsythe Test (Ϝ (1.12) =0.09, 

p=0.925,) reflects that there is no dependency relationship between both variables. To analyze 

whether there is a relationship between content types and nationality, the chi-square test 〖(χ〗

^2) confirms that (χ^2 (6) =9.181, p=0.164, being less than the theoretical value 12.592) that there 

is no statistical relationship between the types of content and nationality, with a confidence level 

of 95%. Therefore, nationality is not registered as an explanatory variable of the type of content 

that is uploaded to this social network. 

 

5. Discussion 

TikTok has become the most downloaded social network during 2020, especially during the 

pandemic months according to the “State of Mobile 2020” report prepared by the mobile analytics 

firm App Annie (2020). During 2020, TikTok registered more than 115.2 million downloads, an 

increase of 98.4% over the previous year (Sensor Tower, 2020). The results show that in this social 



network, young people of both nationalities abandon video games to give way to more personal 

creations in which they become protagonists. This increase in their self-representation and 

performative behavior (Djafarova & Trofimenk, 2017) in this social network may be due to the 

temporal limitations of the platform itself, which does not allow videos of more than 60 seconds, 

as well as the idiosyncrasy of the platform based on sharing short music clips. This adaptation to 

the different social networks seems dependent on their belonging to generation Y or Milenialls 

(Moncayo, 2018) and shows their harmonization with the requirements of the social networks in 

which their productions go viral. 

 

These famous tiktokers enjoy from -albeit niche- celebrity positions within their spheres of digital 

influence. They disclose this themselves when they refer to signing autographs, posing for selfies, 

or going to meetups with young fans. As well as with the case of YouTubers and other social media 

producers-turned-celebrities (García-Rapp, 2017a, 2017b), their influential positions are also seen 

in their metrics and the type of comments they receive from users. These show deference, 

recognition, admiration, and legitimacy within their circles. Some are talented dancers, while 

others dedicate their channels to artistic makeup, video-effects, parodic or simply fun, entertaining 

content such as sketches, jokes, video-collages and memes they create. Many of them know each 

other and tag each other into their productions. Sometimes they upload videos where we see them 

together performing their friendship, which also works as a way to strengthen their own positions. 

Some posts include a disclaimer that they are #ad, which besides working economically for them,  

also confirms their positions as influential figures. And access to certain places or simply enjoying 

their day in a fun, entertaining, but relaxed way. 

 

In line with the work of Khattab (2019) who examines the normalization of stereotyped body 

images of beauty and gender in this social network, and Suárez-Álvarez and García-Jiménez 

(2021) who analyse type of videos uploaded by Spanish and British teenage tiktokers, a significant 

homogeneity is detected in the type of content published by both nationalities, with videoselfies 

and choreographies being the content shared the most. By gender, differences are detected in 

fun/comedy videos, males being the ones who create and disseminate this type of content the most. 

On the contrary, it is the females who are more inclined to show parts of their daily life by 

uploading videos to their channels in which they can be seen studying or preparing to go out. By 



age, 18-year-olds are the ones with the highest production volume, followed by 19 and 22-year-

olds. Statistical analyzes confirm that neither age nor gender are decisive when creating and 

disseminating their productions on this social network. Nationality is another of the variables to 

study and it is observed that nationality does not determine their creations in this social network, 

which confirms that Spaniards and Argentines show similarities in their online behaviors on 

TikTok. 

 

In future research, it would be interesting to expand the sample to confirm whether the study 

variables -gender, age and nationality- are key when creating and disseminating audiovisual 

productions for young people. Likewise, it will be relevant to study content differences and 

similarities according to different social networks. It would be interesting to better understand what 

makes millions of young people spend hours watching videos that offer highly standardized 

content. 
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