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ABSTRACT 

Social media have become essential tools for startups aiming to stand out 
in competitive markets. This research examines the digital communication 
strategies adopted by 181 Andalusian startups to identify patterns of 
success and areas for improvement in their social media management. 
Using the Fanpage Karma analysis tool, data were collected over six 
months in 2024. Metrics such as engagement, posting frequency, audience 
interaction, and the effectiveness of content formats were evaluated. This 
study reveals trends in visual and textual content, the consistency of posts, 
and audience engagement strategies, offering valuable insights for 
researchers and entrepreneurs seeking to enhance their impact on social 
media. 
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1. Introduction

n general terms, social networks have precipitated a paradigm shift in the communication strategies
of companies (Castillo de Mesa et al., 2024; Pereira Da Silva et al., 2021; Sun et al., 2022), becoming
pivotal tools in the management of organisations (Zeler et al., 2019, 2022). The strategic utilisation

of these channels to stimulate communication has been shown to enhance corporate presence and 
visibility, thereby fostering relations between organisations and their respective audiences (Silva & 
Baldissera, 2021; Zeler et al., 2019). This is achieved through dialogues that occur at the same level in a 
globalised geographical context (Capriotti et al., 2021). 

For companies, social networks have become the conduit through which to disseminate corporate 
information, while also facilitating online dialogue between diverse stakeholders (Capriotti et al., 2021; 
Monfort & Mas Iglesias, 2021; Rando Cueto et al., 2021). In times of crisis management or risk situations, 
the immediacy and fluidity of the dialogue between companies and audiences is also relevant in 
avoiding, slowing down or mitigating negative consequences for the company (Baniya, 2022; Camilleri, 
202 1; Jungblut et al., 2024; Li et al., 2024; Ruiz-Incertis & Tuñón-Navarro, 2024; Zhang et al., 2022). 

The significance attributed to the incorporation of corporate communication within social networks 
is such that certain authors draw parallels between its "effective management" and "business success", 
particularly in the context of startups, which are compelled to establish their visibility and position 
themselves within the market (Lobillo-Mora & Paniagua-Rojano, 2023, p. 91). However, in the case of 
nascent enterprises, conditions may arise in their first years of existence that may result in inadequate 
resources being allocated to communication, a lack of awareness of its relevance, or inexperience in its 
management, which may lead to suboptimal interaction practices in the virtual scenario of social 
networks (Guzmán-Duque et al., 2023). 

2. Corporate Communication on Social Media: Instagram and TikTok

In the context of corporate communication on social media, the potential of Instagram and TikTok is 
particularly noteworthy. These social media applications are regarded as the most rapidly expanding 
digital community for news (Hendrickx, 2024; Newman et al., 2024). The growth in the number of 
followers on these platforms has been accompanied by increased engagement in online discourse by 
citizens, who are drawn to content that is less formal and more relatable than that offered by traditional 
corporate communication channels (Terhorst et al., 2024).In addition to the increased popularity of 
these social networks, there is growing rivalry between them (We Are Social & Meltwater, 2024). 

2.1. Instagram 
Following a 15-year period of development, Instagram has consolidated its position as a pivotal social 
network in the execution of corporate communication strategies, garnering significant acclaim for its 
capacity to establish connections with stakeholders and attain business objectives (Campo et al., 2024). 
This social network has met the mounting societal demand for a media landscape that is increasingly 
visual-centric (Dong et al., 2024). 

The utilisation of Instagram within an organisation's communication strategy necessitates a distinct 
discourse on the part of the company. The established relationship between the various parties 
engenders a heightened influence on the entity's ability to influence consumer behaviour and decision-
making processes when confronted with a product or service (Dudić et al., 2024). 

2.2. TikTok 

Since its appearance in 2016, the growth in the use of this social network has been continuous, derived, 
among other factors, from the growing interest of new generations in short video formats that have 
become an attractive communication channel between companies and their consumers (Cuesta-Valiño 
et al., 2022; Rando-Cueto et al., 2023). Consequently, TikTok has emerged as a credible and significant 
source of information for a substantial segment of the population that uses this social network, 
irrespective of the content quality of the disseminated publications (Wang et al., 2023). 

This space for interaction through the dissemination of short audiovisuals has brought with it a 
disruption in the way different sectors of society relate to each other (Simova et al., 2021) that 
consolidated companies have to adapt in their communication strategies and those that are breaking 
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into the market have to include in their organisational culture. In addition to increasing their visibility 
among potential audiences through viral dissemination, companies have also reported an enhancement 
in the implementation and marketing of their products and services (Ren et al., 2021). However, this 
phenomenon is further facilitated by the consumer's positive receptiveness to such messages, along 
with the organisation's strategic targeted communication (Ren et al., 2021). 

3. Startup Communication Management on social Media 

In the context of the communication management of nascent enterprises via social networks, 
researchers have identified the swift responsiveness in social discourse as a pivotal factor for success 
(Picken, 2017). This facilitates the identification and exploitation of business opportunities, as well as 
optimising their adaptation to the environment. Furthermore, the potential of social networks to reach 
vast audiences without the need for substantial economic investment (Stuhldreier, 2024) is a crucial 
consideration, especially during the nascent stages of a business's implementation.  

In the nascent stages of market positioning, the management of startup communication in social 
networks, their inclusion and participation in the virtual arena, is also crucial for the creation and 
maintenance of reputation and organisational culture (Bhandari, 2021; Desai, 2018; Watkins & Smith, 
2022). 

The leadership discourse of the Director of Communication (DIRCOM) is a salient agent in the 
communication process by startups, and it has been demonstrated that it supports employees' 
commitment to the company, thereby improving business performance (Men et al., 2021). However, this 
phenomenon manifests only when startups prioritise this activity and allocate the requisite resources 
to maintain agile communication on social networks (Medina-Aguerrebere et al., 2022).  

At the same time, studies show controversial effects in the workplace when it comes to 
communication between professionals. In this sense, social networks would affect the quality of 
interactions between workers and lead to interruptions in their work, which would have a negative 
impact on professional performance (Liu et al., 2022). Thus, Pekkala et al. (2022) argue for responsible 
and purposeful management. These authors argue that "as managers increasingly expect employees to 
use social media for work-related purposes, awareness and understanding of how these expectations 
may affect employment relationships is essential for the development of theory and responsible 
management practices" (Pekkala et al., 2022, p. 57). 

In comparison to established entities with a long-standing presence in the market, the objectives and 
interests of startups in the utilisation of social networks are distinctly different. This is evidenced by 
factors such as the dynamic process of branding, strategic objectives, the utilisation and prioritisation 
of benefits that arise, and the barriers to their realisation (Vrontis et al., 2023). In the context of crisis 
or risk situations, communication via social networks assumes a pivotal role for a startup, as it is 
instrumental in averting the potential repercussions that may ensue from such circumstances (Kaiser & 
Kuckertz, 2023). 

Shi (2024) identifies three objectives for companies in their initial business phase when engaging 
with social networks: managing organisational visibility, enhancing the effectiveness of 
communications, and optimising the dissemination of knowledge about the organisation. In essence, 
entrepreneurs pursue strategies that foster affinity, awareness, and positive predisposition towards 
startups. 

4. Methodology 

The overarching objective of this study has been to analyse the discursive and communicational 
strategies employed by Andalusian startups on social networks, such as Instagram and TikTok, with a 
view to identifying patterns of success, areas for improvement and key factors in the management of 
these platforms in competitive contexts. The present research has three main specific objectives: 

1. To analyse the key performance indicators on social networks, such as publication frequency, 
audience interaction and the effectiveness of content formats.  The Fanpage Karma tool was utilised for 
this specific objective. 
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2. To identify patterns and trends in the discursive and communicational strategies of Andalusian 
startups, by analysing the publications with the greatest interaction on Instagram and TikTok, using 
generative artificial intelligence models such as GPT-4. 

3. To provide practical recommendations based on the findings to optimise social media 
management, fostering impact and interaction in competitive business contexts.  

To achieve these objectives, a methodological triangulation was carried out. After a systematic 
review of the scientific literature on the subject of study, the Fanpage Karma tool was used, as previously 
indicated, for an in-depth analysis of the discourse on the social networks Instagram and TikTok of 
nearly two hundred startups. Following this work, a content analysis was carried out using the GPT-4 
language model of the content of the ten most interactive posts on each of the aforementioned social 
networks. 

4.1. Fanpage Karma 

The Fanpage Karma tool (Lozano-Blasco et al., 2021; Rando-Cueto et al., 2024) was utilised to conduct 
a quantitative and qualitative analysis of the Instagram and TikTok social media profiles of a sample of 
181 startups. These startups were selected non-randomly based on data from a previous recent study 
(Rando-Cueto et al., 2024). Specifically, these companies are based in the Spanish region of Andalusia, 
and the study period was concentrated in the last semester of 2024. 

Once the quantitative data related to the activity on Instagram and TikTok of the selected profiles 
(number of publications; frequency of publication; interaction –number of likes, comments, retweets, 
replies–; type of content –text, image, audiovisual-) had been obtained, a qualitative study was carried 
out. The publications were then classified into the following content domains: "corporate", 
"educational", "informative", "entertainment" and "social engagement". This classification enabled the 
identification of the primary purpose of each message issued by the companies and their connection 
with the audiences. 

The procedure carried out in the qualitative analysis consisted of the following: 1) An analysis of the 
text, images and hashtags of each publication; 2) identification of the predominant communicative 
objectives; and 3) assignment of a domain based on the narrative and focus of the content. The 
classification criteria are clarified in Table 1.  

Table 1. Description of content domains 

Content mastery Description 

Corporate Publications aimed at promoting the brand, products or services 
in a direct way. 

News Content designed to share relevant information or news on a 
specific topic. 

Educational Publications whose main purpose is to instruct, teach or provide 
useful knowledge to the audience. 

Entertainment Content that seeks to entertain, generate positive emotions or 
connect with the audience through humour or creativity. 

Social commitment Publications promoting interaction or participation in social 
causes or community issues 

Source: Own elaboration, 2025 

The methodology was selected on account of its capacity to integrate narrative and emotional 
variables that reflect the interaction between publications and their audiences. Moreover, the identified 
domains provide a robust framework for understanding communication strategies and how they 
provoke engagement and reactions from users. 
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4.2. GPT-4 Language Model 

The GPT-4 language model was employed to analyse the texts of the ten posts with the highest 
interaction rate in each of the social networks studied, with the objective of evaluating its effectiveness 
in identifying predominant sentiment in user-generated content. This methodology is based on 
empirical and theoretical evidence from previous research highlighting the capability of large language 
models (LLM) in sentiment analysis tasks. Consequently, GPT-4 is recognised for its accuracy in 
sentiment analysis, achieving accuracy rates of 95% in recent research (Krugmann & Hartmann, 2024; 
Michailidis, 2024). Furthermore, the model has been noted for its ability to interpret the nuances of 
human language and categorise sentiment in a clear and explanatory manner (Ghatora et al., 2024; 
Krugmann & Hartmann, 2024). The analysis is supported by recent literature that positions LLMs as 
transformative tools in the field of marketing and social research. Researchers in the field have shown 
that the use of models such as GPT-4 significantly reduces cost and time barriers by avoiding the need 
for extensive training, and that the flexibility of these models to operate in zero-shot scenarios makes 
them an ideal choice for the analysis of unstructured data, such as social media posts (Biró et al., 2023; 
Krugmann & Hartmann, 2024). 

In order to achieve this process, a series of phases were undertaken: 

• Data collection: a total of ten publications were selected from both Instagram and TikTok, with a 
particular emphasis on those that were identified through quantitative content analysis. The 
texts were exported in their original state, without modifications, to ensure the authenticity of 
the content analysed, including emojis, hashtags and any other elements that are characteristic 
of this type of publications. In addition, their corresponding images and videos were considered 
to provide a more accurate context to the message.  

• Automated analysis: each publication description was sent to GPT-4 with a standard prompt: 
"What is the sentiment of this text (Positive, Negative or Neutral)?" (Ghatora et al., 2024). The 
model classified the texts into one of the three categories and provided a brief explanation of its 
decision, reinforcing the transparency of the analysis (Krugmann & Hartmann, 2024). 

• Internal verification: the results provided by GPT-4 were reviewed to confirm that the 
classifications and explanations generated were consistent and relevant in the context of the 
publications analysed.  

5. Results 

5.1. Startup Database Analysis 
The initial database of startups comprised 181 companies; however, 27 were eliminated, representing 
15% of the total, due to various factors, including the transfer of their headquarters to an autonomous 
community other than Andalusia, the cessation of activities or updates to the database, among others. 
Consequently, the object of study for this analysis consisted of a total of 154 startups.  

Figure 1 presents the subsequent results: 

•  With regard to sectoral distribution, the startups analysed are distributed across a wide 
variety of sectors. The technology sector represents the largest group with 23% of the total, 
followed by the consultancy sector with 11% and the energy sector with 6%. This 
demonstrates a marked prominence of sectors related to innovation, specialised services and 
sustainability. The tourism sector is the fourth most represented, followed by advertising, 
education, video games, biotechnology, health and engineering.  

•  In terms of geographical distribution and location, the province of Malaga is the most 
significant outlier, with 48% of the startups analysed, followed by Seville, which accounts for 
22%. This pattern suggests a higher density of entrepreneurial activity in these two 
geographical areas, probably due to factors such as technological infrastructure, the 
entrepreneurial ecosystem and the availability of resources. In third place, Cordoba stands 
out, followed by Cadiz, Granada, Almeria, Jaen and Huelva. 
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•  The analysis of the size of startups, according to the number of employees, shows that the 
majority of startups have small workforces. Consequently, 66% of startups have between 2 
and 10 employees, while 25% have between 11 and 50 employees. Only a minority have a 
larger workforce, which reinforces the startup character of these companies. In terms of 
social media presence, 91 startups (59%) use Instagram, making it the most widely used 
platform.  

•  In contrast, 24 startups (16%) use TikTok, a figure that is significantly lower, suggesting a 
preference among startups for Instagram in their communication strategies, possibly due to 
its reach and versatility in visual promotion and connecting with wider audiences. 

Figure 1. General database of startups 

 
Source: Own elaboration, 2025 

5.2. Analysis of Startups on Instagram 

Figure 2 illustrates the number of followers of the 25 startup accounts with the most significant 
presence on Instagram, highlighting notable disparities between the leading startups and those with the 
lowest number of followers within the Top 25. 

The first three positions are occupied by "Happymami Lactancia", a startup from Jaén that developed 
a bottle capable of adapting to the needs of any mother. In second place is "Rock&Change" from Malaga, 
with 27,537 followers, a creator of a digital platform in Web and App format that connects the work of 
artists with their public. In third place, although marking a decrease, is also from Malaga. "Owo" from 
Malaga, with 24,700 followers, has developed and patented a haptic jacket that allows users to 
experience sensory feedback from within a virtual environment, such as a video game or film, by 
recreating real physical sensations. These three accounts are particularly noteworthy in terms of their 
audience size.  

From the fourth position onwards, which is occupied by "Lubets" (also from Malaga and focused on 
lubricants), the number of followers shows a more pronounced downward trend, already below 8,000 
followers.  

Therefore, it is possible to differentiate between two audience groups within the Top 25: 
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•  Leading profiles with the largest number of followers: the top six startup accounts have 
between 7,000 and 34,000+ followers, suggesting a solid strategy to engage and retain large 
audiences. 

•  Profiles with moderate audiences: From the seventh position onwards, accounts have 
between 5,015 and 1,197 followers, which could suggest lower reach strategies or a more 
specific focus on niche markets. 

Figure 2 highlights a significant gap in the reach of accounts within the Top 25, where a few startups 
dominate the ecosystem in terms of followers, highlighting the importance of a strong communication 
strategy on Instagram to maximise the visibility and impact of these emerging companies.  

Figure 2. Top 25 accounts with the most followers 
 

 
Source: Fanpage Karma. Own elaboration, 2025 

As illustrated in Figure 3, a total of five variables have been analysed, including engagement, the 
number of posts, shared reactions and comments, the number of comments, and the interaction rate. 

With respect to the engagement or level of commitment that users have with a startup, the one with 
the highest percentage is "Rock&Change" (5.75%), followed by the Sevillian marketing startup, 
"Emociona Comunicación" (1.4%). The rates are decreasing, reflecting the effectiveness of 
"Rock&Change" in maintaining active engagement. 

In terms of the number of publications, "Happymami Lactancia" from Jaén leads with 96 publications, 
followed by "Rock&Change" from Málaga, with 91. The other accounts have a slightly lower frequency, 
suggesting a link between constancy in publications and reach.  

The variable relating to shared reactions and comments was once again dominated by 
"Rock&Change" with 277,657 interactions, followed by the Malaga-based startup dedicated to 
improving and learning Spanish, "Speak&Learn", with 19,031. These data confirm the success of its 
content strategy in capturing the public's attention.   

In terms of the number of comments, "Rock&Change" once again stands out with 2,496, followed by 
"Happymami Lactancia" with 1,033. 

Finally, with regard to the interaction rate, "Speak&Learn" leads this indicator with 35%, highlighting 
its capacity to generate a high response per publication in relation to its audience.  

Figure 3 illustrates that "Rock&Change" is a paradigm of success in the majority of the metrics 
analysed (engagement, comments and reactions). In contrast, "Happymami Lactancia" is distinguished 
by the volume of publications, while "Speak&Learn" is notable for its interaction rate, indicating its 
effectiveness with specific audiences. 

265



VISUAL Review, 17(2), 2025, pp. 259-279 
 

 

Figure 3. Top 5 accounts by variables 

 
Source: Fanpage Karma. Own elaboration, 2025 

As demonstrated in Figure 4, the optimal times for publishing are concentrated on Monday, Thursday 
and Friday mornings, specifically at 10:00 and 12:00, with a significant participation of users. These 
times highlight the beginning of the week and the day before the weekend as opportune times to capture 
the attention of the audience. Additionally, a slot of particular relevance is observed at 18:00 hours on 
Thursday, suggesting that this day is advantageous for increasing reach. These observations underscore 
the significance of these moments in optimising engagement.  

Figure 4. Best days and times to publish 

 
Source: Fanpage Karma. Own elaboration, 2025 

As demonstrated in Figure 5, images (587 posts) are the most prevalent format employed by startups, 
followed by videos (444 posts) and carousels (352). This observation signifies a predilection for content 
that swiftly captures attention and conveys information in a direct and visually appealing manner. 
However, videos emerge as a notable exception due to their interactive potential, while carousels are 
particularly effective for presenting more detailed information. 

Figure 5. Type of publications 
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Source: Fanpage Karma. Own elaboration, 2025 

Table 2 illustrates the hashtags that elicited the most interactions in the Instagram posts of startups 
during the specified period. Filbak, a Málaga-based interior and graphic design studio specialising in 
spatial branding, is distinguished by four primary hashtags (#brandingespacial, #volverasentir, 
#spacebranding and #filbak), showcasing its capacity to position its brand with specialised terminology 
and in alignment with its identity. Conversely, "Rock&Change" is noteworthy for its use of 
#bandsemergentes, a hashtag that is pertinent to its industry and appeals to niche audiences interested 
in emerging music. 

Table 2. Hashtags with more interaction in publications 

Startup Hashtag 
Rock & Change #emergingbands 

Filbak #spacebranding 
Filbak #comebacktofeel 
Filbak #spacebranding 
Filbak #�ilbak 

 
Source: Fanpage Karma. Own elaboration, 2025 

5.3. Startup Analysis in TikTok 
Figure 6 shows that the startup "Happymami Lactancia" is clearly dominant in the list, with 5,126 
followers, significantly above the rest and a success story on TikTok.In second place is "Lubets" with 
2,189 followers, followed by the Malaga-based video game development studio "Master Crowd Games" 
with 963 followers, reflecting a notable gap with the account that leads this top. The accounts 
"Qamarero" and "Rock&Change" (with 574 and 569 followers respectively) complete the top five, 
although these figures are considerably lower than those observed for the first three accounts. The 
lower positions (from position five onwards) show a range between 101 and 9 followers, which is 
indicative of a scarcely consolidated presence on TikTok for these startups.  
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Figure 6. Top 20 accounts with the most followers 

 
Source: Fanpage Karma. Own elaboration, 2025 

As demonstrated in Figure 7, a comprehensive analysis of five variables has been conducted, analogous 
to the Instagram study, encompassing engagement, number of posts, shared reactions and comments, 
number of comments, and interaction rate.  

• The agro-tech startup from Almeria, "GrodiTech", demonstrates an engagement rate of 2.99%, 
closely followed by "Rock&Change" (0.56%), while the other accounts exhibit lower values.  
• With regard to the number of publications, also on TikTok, as on Instagram, the startup 
"Happymami Lactancia" leads with 55 publications, followed by Onversed (41) from Malaga and 
Seabary (35) from Huelva. 
• In reactions and comments shared, it dominates in total interactions with 6,503, consolidating 
its leadership on TikTok. "Onversed" (1,474) and "Rock&Change" (560) follow in relevance, 
although with significantly lower numbers. 
• "Rock&Change" leads the startups on TikTok with the highest number of comments (50), 
followed by "Happymami Lactancia" (41), suggesting that these accounts encourage more user 
participation.  
• Finally, in terms of interaction rate, "GrodiTech" stands out (50.5%), followed by "Emociona 
Comunicación" (42.5%) and "Seabery" (38.46%). 

 
This data indicates that frequency of posting does not always guarantee the highest engagement, but 
that the quality and focus of the content plays a key role. 
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Figure 7. Top 5 accounts for each variable 

 
Source: Fanpage Karma. Own elaboration, 2025 

As demonstrated in Figure 8, the optimal times for posting on TikTok, a network that exhibits distinct 
interaction patterns compared to Instagram, are identified as follows: Thursday at 10:00 and 12:00, 
Friday between 10:00 and 14:00, and Sunday at 20:00. These times correspond to periods of heightened 
activity, particularly towards the end of the week and on Sundays. This data suggests that startups 
should prioritise Thursday mornings, Fridays until midday, and Sunday evenings to maximise their 
reach and engagement. 

Figure 8. Best days and times to publish 
 

 
Source: Fanpage Karma. Elaboration: Fanpage Karma, 2025 

The content created by startups on the social media platform TikTok is characterised by a strong 
emphasis on dynamic audiovisual formats, a tendency that aligns with the platform's emphasis on 
interaction and the propagation of content through virality. Consequently, videos predominate, 
accounting for 255 posts, while carousel posts, numbering 40, represent a comparatively smaller 
proportion of the content.  
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Figure 9. Type of publications 

 
Source: Fanpage Karma. Own elaboration, 2025 

As illustrated in Table 3, a close examination of the hashtags employed by startups in their TikTok 
posts reveals those that have garnered the most interaction. A notable example is "Happymami" from 
Jaén, which has a dominant presence on this social network, employing three key hashtags 
(#happymami, #lactanciamaterna and #happymamilactancia). This strategy reflects a strong brand 
identity and a deliberate focus on its niche audience. In contrast, the Sevillian startup "Silbo Money," led 
by former bank executives, employs its own name as a hashtag (#silbomoney). "Rock&Change, which 
also stood out on Instagram, maintains its positioning with the same attractive hashtag linked to its 
sector as #bandasemergentes, appealing to specific audiences interested in emerging music.  

Table 3. Hashtags with the most interaction in posts 

Startup Hashtag 
Happymami #happymami 
Happymami #lactationmotherhood 
Happymami #happymamilactation 
Silbo Money #silbomoney 

Rock & Change #emergingbands 
Source: Fanpage Karma. Own elaboration, 2025 

5.4. Top Startup Posts on Instagram and TikTok 
As demonstrated in Figure 10, the majority of the most successful publications are attributable to the 
Malaga-based startup "Rock&Change", suggesting the efficacy of a diversified content strategy that 
combines elements of entertainment, inspiration and dynamism to maintain the interest of the public. 
The utilisation of visually appealing images and highlighted texts serves to attract the attention of users, 
while the incorporation of diverse post types, ranging from interactive questions to reflections and 
trends, further enhances engagement. It is noteworthy that the language employed exhibits a close and 
emotional tone. The use of phrases such as "Happy Tuesday" and "Tremendous" serves to establish a 
motivational tone that resonates with the audience. Furthermore, engagement is fostered through direct 
questions such as "How's your week going, comrade?"   
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Figure 10. Top 10 Instagram posts 

 
Source: Fanpage Karma. Own elaboration, 2025. 

In relation to the most popular content on the TikTok platform, a marked difference emerges in 
comparison to Instagram, where the "Rock&Change" content category predominated. On TikTok, a more 
diverse array of startup content is observed, featuring notable posts by "Happymami Lactancia" and 
"Onversed". These videos, which constitute the entirety of the content under consideration, are 
characterised by their emphasis on audiovisual elements, a strategy that is well-suited to the dynamic 
nature of the TikTok platform and is conducive to fostering user engagement. The content is 
predominantly educational and demonstrative in nature, including videos such as "How to produce a 
natural birth safely" and those employing storytelling and emotions, such as the posts "So close and yet 
so unknown" and "Our improvised report" by the startup "Onversed". The objective of these videos is to 
establish an emotional connection with the audience.  

Consequently, a greater diversity of startups is observed on TikTok, adopting educational, narrative 
and viral strategies that align with the platform's trends, in contrast to Instagram, where more 
interactive and emotional posts predominate. It is noteworthy that video is a predominant element on 
TikTok, while on Instagram, a combination of images, carousels and videos is prevalent.   
 
  

271



VISUAL Review, 17(2), 2025, pp. 259-279 
 

 

Figure 11. Top 10 TikTok posts 

 
Source: Fanpage Karma. Own elaboration, 2025 

5.5. Ranking of Dominant Content on Instagram and TikTok 
The analysis of content published on Instagram (see Table 4) reveals a clear predominance of two 
categories in the startups' posts: entertainment and social engagement. The former category is the most 
prevalent, with posts based on humour, nostalgia and cultural references, highlighting memes and 
questions addressed to the community about iconic artists. By contrast, social engagement can be seen 
in posts designed to encourage active user participation through questions, expressions of admiration 
and messages that reinforce the sense of community. The employment of emojis and relatable language 
fosters dynamic communication with the audience, thereby enhancing interaction. 
The most successful posts amalgamate both approaches, integrating humour, interaction and emotion 
to optimise engagement. The results demonstrate that Instagram startups achieve greater impact when 
they rely on visually appealing and emotionally charged content that encourages audience engagement.  

Table 4. Ranking of dominant content on Instagram 
Post Ranking Justi�ication 
"Happy Tuesday�� 
which is your 
favourite?" 

Social Commitment Promotes interaction and emotional connection 
with the audience. 

"Tremendous 
"��������� 

Entertainment Focused on sharing fun and appreciative content 
within a musical community. 

���� Flaco's favourite 
album���� ?" 

Entertainment Humorous and nostalgic use of a well-known 
artist, appealing to entertainment. 

Soul of the Band" 
Meme 

Entertainment A humorous meme related to musicians. 

"It doesn't fail�������� 
The band is 
@1915musica" 

Social Commitment Promotes interaction by highlighting a musical 
band. 

"We love you Mr 
Gilmour "�� 

Social Commitment It expresses admiration, fostering connection 
with the fan community. 

Meme "1 year 
playing an 
instrument". 

Entertainment Humorous content that appeals to common 
experiences of musicians. 

Own elaboration, 2025 
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The content analysis of TikTok reveals a categorisation into four distinct genres: corporate, 

educational, informative, and social engagement (see Table 5). A preponderance of the publications are 
corporate in nature, centring on the promotion of products, services, and innovative tools through 
dynamic videos. Concurrently, educational content exhibits a substantial presence, particularly in 
domains such as maternity and health, offering practical information to specific audiences.  

The informative category encompasses content designed to highlight events, campaigns or tourism 
experiences, while the social engagement category encourages interaction through music trends and 
participatory dynamics.  

Table 5. Ranking of dominant content in TikTok 

Post Ranking Justi�ication 
"What makes Happymami 
irresistible?" 

Corporate Content focused on promoting products 
with a light-hearted approach. 

"How to bring about natural 
childbirth safely?" 

Education It provides practical and useful 
information for a speci�ic audience. 

"Discover the amazing Cabinet 
of Curiosities by Álvaro Calafat". 

News Present an outstanding campaign at a 
relevant event. 

"360° renders allow customers 
to explore every detail". 

Corporate Highlights business bene�its of a 
technological tool. 

"Tremendous solo��������� credits 
@bennu_of�icial" 

Entertainment Focus on an attractive musical aspect. 

"Explore Spain with complete 
peace of mind!" 

Corporate Promotes a speci�ic service related to 
tourism. 

"Do you want to increase your 
breast milk production?" 

Education It provides useful advice for a mothering 
audience. 

"The route of the Silver 
Corridor". 

News It presents detailed information on a 
tourism campaign. 

"Hits of the moment in the 
team". 

Social 
Commitment 

Promotes interaction and connection 
through an internal musical theme. 

"When imagination knows no 
limits, reality transforms". 

Corporate Promotes innovative 3D design services. 

Own elaboration, 2025 

6. Discussion 

This study lends further credence to the notion that social networks are an integral component of the 
communication strategy employed by nascent enterprises. This finding serves to corroborate extant 
research that has underscored their pivotal role in the development of a cohesive brand identity and the 
facilitation of effective engagement (see Capriotti et al., 2021; Fernández-Torres et al., 2025; Lobillo-
Mora & Paniagua-Rojano, 2023). The findings indicate that Instagram and TikTok demand distinct 
approaches: while Instagram fosters interaction through engaging visual content and cultural 
references, TikTok prioritises virality and storytelling (Cuesta-Valiño et al., 2022; Wang et al., 2023). 

In this case, the engagement on Instagram has been linked to humour and community participation, 
which is consistent with studies on the effectiveness of emotional content on social media (Dudić et al., 
2024; Rodríguez-Vera et al., 2024). On TikTok, the highest levels of interaction have been observed on 
educational and demonstrative posts, aligning with research highlighting its ability to influence 
consumer decision-making (Ren et al., 2021; Shi, 2024).  

The use of hashtags has been pivotal in both platforms, favouring positioning and audience 
segmentation (Bhandari, 2021; Zeler et al., 2022). However, the algorithms employed by each social 
network condition the extent of content reach, thereby presenting a challenge for startups in terms of 
achieving visibility and effective digital positioning (Jungblut et al., 2024). Despite the opportunities 
offered by these platforms, startups encounter challenges such as the necessity for strategic planning 
and effective engagement management without relying solely on posting frequency (Liu et al., 2022). 
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This study provides an empirical foundation for future research on digital strategies in startups. 
However, future research could explore the influence of influencers, the impact of sponsored content, 
and the integration of other platforms, such as LinkedIn and Twitter, in the communication strategy. In 
addition, longitudinal studies could assess the evolution of these practices and their impact on business 
consolidation. 
Digital communication is therefore key to the success of startups, and its effectiveness will depend on 
the ability to adapt to each platform, the development of interactive content, and the optimisation of 
engagement strategies and digital reputation. 

7. Limitations and Conclusions 

This research has provided a detailed understanding of the discursive and communicational strategies 
employed by Andalusian startups on Instagram and TikTok, revealing differences in content 
management, communication tone and interaction with the audience. Key patterns in the use of these 
platforms have been identified, providing a solid empirical basis for future research in the field of digital 
communication in startups. 

The majority of the startups under scrutiny are concentrated in the technology sector, with a notable 
presence in the consultancy and energy sectors. Geographically, the majority of these entities are based 
in Malaga and Seville, characterised by their compact organisational structures, which suggests an agile 
management of their communication. With respect to their social media presence, Instagram emerges 
as the predominant platform, superseding TikTok, which is indicative of a predilection for visual 
communication strategies within more established environments. 

A discourse analysis of Instagram content reveals a prioritisation of community building and social 
interaction, with content focused on entertainment, memes, open-ended questions and cultural 
references. Optimal posting times are identified as Mondays, Thursdays and Fridays at 10:00 and 12:00, 
with an additional peak on Thursdays at 18:00. In terms of publication formats, images are predominant, 
followed by videos and carousels, confirming a trend towards content that is both consumable and 
highly visual. Communication strategies developed by startups such as "Rock&Change" have been based 
on humour, musical references and a friendly language, with the result that they have been able to 
consolidate active communities. In addition, the analysis of hashtags revealed their use as a tool for 
segmentation and positioning in specific niches. 

TikTok has been identified as a dynamic and audiovisual space, emphasising branding, educational 
and virality strategies. The optimal posting times on this platform are observed to be on Thursdays at 
10:00 and 12:00, on Fridays from 10:00 to 14:00, and on Sundays at 20:00, indicating a diversified 
audience behaviour. Videos predominate as the optimal format, while carousels demonstrate a marginal 
presence, suggesting that success on TikTok is contingent on dynamic and engaging audiovisual content. 
Startups such as "Happymami Lactancia" amalgamate educational content with engagement strategies, 
while others, including "Onversed", garner distinction through storytelling and innovative visual design. 
In contrast to Instagram, hashtags on TikTok prioritise tags related to branding and brand consolidation, 
suggesting a more oriented approach to the identification of the startup with its audience. 

Sentiment analysis on both platforms reflected a predominance of positive emotional charge, with a 
recurrent use of enthusiastic language, cultural references and expressive emojis. While on Instagram, 
engagement is based on admiration, humour and community participation, on TikTok, the discourse is 
more aspirational, educational and motivational, adapting to the platform's consumption 
dynamics.Despite these findings, this study has certain limitations that should be considered. Firstly, the 
research has been carried out exclusively in the context of Andalusian startups, which limits the 
generalisability of the results to other business environments with different cultural and economic 
dynamics. To obtain a more global perspective on social media communication strategies, future studies 
could extend the sample to a national or international level. 

Secondly, the analysis is based on data collected over a six-month period in 2024.Given the dynamic 
nature of social networks, interaction patterns and communication strategies are likely to evolve over 
time (Jones, 2021). Longitudinal research would make it possible to assess these changes and their 
impact on startups' communication performance over different periods. 

The present study corroborates the notion that startups should adapt their discursive strategies to 
the particularities of each social network in order to maximise their impact and reach. While engaging 

274



Startups' Discursive and Communication Strategies on Social Media 

 
 

with Instagram requires a focus on emotional and participatory communication, the same cannot be 
said for TikTok, where the focus should be on innovative visual content, storytelling and virality. 
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