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ABSTRACT

Social networks are part of young people's personal growth and 
development. Their consultation and presence on them is no longer an 
option, but a necessity. In this article, we analyse young Spaniards' 
perceptions of the factors that motivate them to choose the profiles they 
follow on social networks and the trust they place in the content they 
publish. We surveyed 935 young people between the ages of 16 and 25 and 
supplemented the results with three focus groups. Among the findings, the 
lack of importance attached to the recommendations of their friends and 
the lack of intentionality in the choice of profiles stand out. Young people 
show a strong distrust of the content published on networks, including that 
of experts, because networks allow them to choose and express their 
opinion on any subject, regardless of their knowledge.
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Figure 1. 

Leer noticias procedentes de las versiones online de los
medios de comunicación

Leer noticias publicadas en las redes sociales

Buscar vídeo tutoriales en Youtube

Buscar y mirar contenidos sobre intereses y aficiones

Ver publicidad, promociones o vídeos de influencers
sobre productos de interés personal

Opinar o apoyar algún tema social, de denuncia o crítica

Buscar la opinión de otros usuarios antes de hacer una
compra o contratar un servicio

Compartir alguna imagen, vídeo o spot publicitario

Visitar el perfíl de alguna marca, empresa o similar

Never Not in the last week Have you ever Several times Quite often
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Table 1.  

Man Woman 
Yes, I am 

interested in 
I am not 

interested 
Yes, I am 

interested in 
I am not 

interested 
Sports and 

sportsmen and 
sportswomen 

Music 
Video games 
Leisure and 

culture (cinema, 
books, concerts, 

exhibitions) 
Series, films, TV 

programmes 
Celebrities 

Experts in an area 
of interest 

Health, diet, 
nutrition, wellness 

Beauty, fashion, 
styling 
Other 

4.2. Factors that Influence Young People's Following of Certain Social Media Profiles 
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Figure 2. 
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Table 2.  

I don't 
know 

I don't give it 
any 

importance 

I do think it 
is important 

Because it is no longer new 
to me 

Because I am no longer 
interested in the contents 

Because they have too much 
interest in promoting 
products and services. 

Because their content may 
be offensive or disrespectful 
Because I don't like what he 
says, I don't share his point 

of view. 
Because I don't like them 

4.3. Factors Influencing Youth Confidence in Network Profiles 

amateurish
focus groups
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Figure 3: 

mass 
media
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Table 3.  

I don't 
know 

No 
confidence 

Low 
confidence 

Some 
confidence 

Quite 
confident 

A lot of 
confidence 

Online search 
engines 

Videos on 
YouTube 
Twitter 

Messaging 
applications 

Specialised search 
engines 

Blogs and 
specialised forums 

Online media 
Instagram 

Podcast 
Traditional media 

5. Discussion and Conclusions
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