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This article examines the lack of connection between ‘Orbita Laika’ (RTVE) and
young audiences, focusing on its digital communication strategy on TikTok and
Instagram. A content analysis and a digital ethnography reveal limited adaptation
to platform dynamics, relying mainly on a linear television format, and showing
low interactivity, and minimal reach. This results in a residual “ghost state”
presence. These shortcomings reduce dissemination potential and hinder dialogue
with Generation Z. Findings highlight the urgent need for a comprehensive renewal
of the programme’s format and a participatory cross-platform strategy
prioritising entertainment, short-form science communication, and interactive
engagement to reinforce relevance, visibility and media literacy among younger
audiences in today'’s rapidly evolving attention economy.
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1. Introduction

major transformation. Access to information has evolved towards streaming platforms, social media,

and linear television, shaping a diverse media ecosystem where young people consume content in
fragmented, visually appealing, and highly interactive formats (Adami, 2022). This media environment
not only changes consumption habits, but also the way young people relate to scientific knowledge and
the institutional sources of that knowledge.

RTVE is a public service media outlet in Spain that faces the challenge of adapting to new dynamics
of consumption and participation based on user needs (Shishkin et al., 2023). In this article, the research
focuses on understanding how young audiences interact with the scientific content promoted by RTVE
and, in particular, how they perceive the program ‘Orbita Laika’, one of the public broadcaster's most
prominent science communication programs. From an interdisciplinary approach, it examines how
digital platforms and social networks have established themselves as key tools for scientific
dissemination aimed at a young, active, and increasingly demanding audience that has transformed its
entertainment and information consumption habits in the digital environment (Vazquez-Herrero et al,,
2022).

The research revolves around a case study focused on ‘Orbita Laika’, a science outreach program
broadcast by RTVE since 2014. Through a dynamic format that combines humour, interviews,
experiments, and rigorous dissemination, the program has managed to generate interest in science
among a wide audience. However, its penetration among younger segments seems limited, especially
when compared to other formats that are more used to the digital environment.

‘Orbita Laika’ ended its ninth season in December 2023, and its future remains uncertain. Social
media platforms such as TikTok, Instagram, and YouTube have established themselves as key spaces for
disseminating content among young people (Garcia-Rivero et al., 2022; IAB Spain, 2022). Nevertheless,
RTVE is unable to fully exploit the potential of these platforms to attract this strategic audience.

This study aims to analyse the extent to which the scientific content of the programme ‘Orbita Laika’
meets the expectations, languages and cultural codes of young audiences in the digital environment
(Duque-Aguado et al., 2024). Similarly, it seeks to identify opportunities for improvement in formats,
participatory strategies, and presence on digital platforms, intending to strengthen the role of public
television as an agent of scientific and media literacy among young audiences, and of promoting the
development of critical thinking within this sector of the population through the public media
themselves (Prieto-Arosa and d’Haenens, 2025).

I n the digital age, the relationship between young audiences and scientific content has undergone a

2. Theoretical framework

2.1. Young audiences in the digital age

The transformation of the media through technological, social, and journalistic advances has redefined
the ways in which information is produced, distributed, and consumed, especially among young people
(Vazquez-Herrero et al., 2022). Digital platforms have established themselves as priority channels of
communication, gradually displacing traditional media and promoting a more participatory relationship
between broadcasters and audiences (Robotham, 2021). This evolution has forced communication
professionals to adapt to new languages, devices and formats in a media ecosystem where interactivity,
individualised personalisation (Costera Meijer, 2023), and immediacy are key elements (Clouet and
Lozada, 2023; Lenhart, 2015). The audience is no longer just a passive recipient of content, but an active
agent in the construction of media discourse. The growing demand for democratic participation
translates into greater citizen involvement in communication processes, both in terms of opinion and
self-representation (Azurmendi et al., 2015; Carpentier, 2011a, 2011b).

The link between journalism and science has evolved towards greater collaboration. De Semir and
Revuelta (2010) highlight the frequency and quality of contacts between journalists and scientists,
which demonstrates a functional relationship aimed at transferring knowledge to society. Scientific
dissemination not only answers the need to inform but also respond to society's demand to understand
the world in where they live (de Semir, 2016). Alonso Gonzalez (2019) addressed the need to achieve a
real commitment to media literacy among young people and to promoting professional journalism
based on the search for truth (Clouet and Lozada, 2023).
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In the digital age, scientific dissemination faces new challenges: avoiding the trivialization of
knowledge, maintaining informational rigour and achieving relevance on platforms dominated by
brevity and information overload (de Semir, 2015; Revuelta et al., 2020). Therefore, communication is
required not only to inform but also to engage audiences through a participatory, critical and accessible
approach (Newman, 2024). This logic is especially important for young audiences, characterised by
intense and multi-format interaction with digital content (Azurmendi, 2018; Vazquez-Herrero et al.,
2022).

Generation Z, born between 1995 and 2010, is considered the first generation of digital natives
(Prensky, 2001) and represents a key group for understanding changes in media consumption. These
young people are used to constant interaction through social media, platforms they use not only to
communicate but also to build identities, generate community, and consume informational content
(Clouet and Lozada, 2023; Li, 2023). It is in this context that each PSM (Public Service Media) faces the
crossroads of what type of use of social media to adopt, confronting the strategic dilemma of deciding
(1) whether to create native content for social networks or (2) to promote their own productions on
social media to encourage migration to their own digital platforms (Prieto-Arosa et al., 2025).

Traditional television has lost ground, to the detriment of traditional viewing habits, in favour of
more agile, personalised, and visual forms of consumption. The global number of social media users
increased from 3.726 billion in 2020 to more than 5 billion in 2024, with sustained growth driven by
the search for entertainment, social connection, and access to news (Kemp, 2024; Newman et al., 2024).
The Covid-19 pandemic further accelerated this transformation, positioning social media as a primary
source of both information and escape (Moreno-Castro and Von Polheim, 2022; Wajahat, 2020).

In a context of constant transformation, Poell et al. (2022) highlight the central role of third-party
platforms such as social media and video-on-demand services, which function as negotiation spaces
between the media and younger audiences. In this environment, the goal is to capture the attention of
young audiences through Digital First content (Robotham, 2021) in order to later on direct them toward
the media’s own digital platforms. Along these lines, Olsen et al. (2024) reinforce this perspective by
introducing the concept of the ‘platform paradox’ and conclude that there is an inevitable dependence
of the media on these commercial platforms to connect with young people. In any case, this concept
refers to the inevitable dependence of public media on commercial third-party platforms, such as
TikTok, YouTube, and Instagram, to reach Generation Z, even though these spaces operate according to
algorithmic and monetisation logics that often conflict with the core values of public service (EBU,
2018).

The logics of algorithmic, control and data monetisation that guide third-party platforms (Poell et al.,
2022) generate tensions that contribute to the ‘media egocentrism’ described by Costera Meijer (2023)
and may hinder the promotion of critical thinking through the content designed by public media for
youth audiences, as described by Prieto-Arosa and d’'Haenens (2025).

In this context, the mission of media literacy of empowering young audiences to critically evaluate
and co-create content in digital environments, fostering participation and democratic engagement
(Alonso Gonzalez, 2019; Azurmendi, 2018), is increasingly constrained. This structural tension
manifests differently depending on the national context. While Norway’s NRK promotes the migration
of its audiences to its own platforms, the German ARD-ZDF alliance launched funk, a youth-oriented
digital brand that distributes native content through third-party platforms as part of a Digital First
strategy (Karadimitriou and Papathanassopoulos, 2024; Moe, 2024; Robotham, 2021). Nevertheless,
even in innovative cases such as funk, the risk of ‘media egocentrism’ (Costera Meijer, 2023) persists an
institutional tendency to prioritize brand visibility and performance metrics over dialogue and co-
creation with the audience.

This imbalance becomes particularly problematic in the field of science communication, where media
have the responsibility not only to inform but also to educate a critical citizenry (Prieto-Arosa and
d’Haenens, 2025) capable of understanding scientific processes and their social implications (de Semir,
2016). When the egocentric logic of the user prevails over the educational one, social media turn into
showcases rather than learning spaces, weakening the ability of public media to foster critical and
participatory forms of media literacy among young people. In this sense, third-party platforms should
also be understood as spaces of negotiation between media and audiences (Poell et al., 2022), where the
balance between commercial logics and the democratic and scientific values that sustain public service
legitimacy is continuously redefined.
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With this in mind, it’s possible to acknowledge that digital transformations entail both opportunities
and risks. On the one hand, social media facilitates more direct, creative, and multiplatform-adapted
science communication (Casino, 2022; Garcia and Sanchez-Bayon, 2021). On the other hand, they pose
significant challenges, such as the proliferation of disinformation, cyberbullying or the anxiety
associated with intensive consumption of digital content (Brosius et al., 2022; Pérez, 2019; Tkhostov et
al., 2022). Understanding this balance is key to designing effective and responsible communication
strategies. In this regard, Karadimitriou and Papathanassopoulos (2024) emphasise the importance of
public media fostering the migration of young audiences toward their digital platforms. This strategy
aims to counter the individualised consumption that Costera Meijer (2023) identifies as an obstacle on
social media to the development of a critically engaged and reflective citizenship (Prieto-Arosa and
d’Haenens, 2025).

However, social media are not only entertainment and individualised environments, but also spaces
of socialisation, learning, community and identity for young audiences (Clouet and Lozada, 2023). Their
role as cultural mediators requires rigorous analysis that considers both their educational potential and
their limitations in today’s digital society (Boczkowski et al., 2017; Nielsen et al., 2016; Pagador and
Llamas, 2014).

2.2. Scientific content in the Media

In recent decades, the media have played an essential role in the dissemination of scientific knowledge.
Through various formats -from newscasts and specialised programs to podcasts and social media-
science has gained visibility as part of public debate and the collective imagination (Blanco-Lépez, 2004;
Lozano, 2005). This media presence, however, faces challenges related to the simplification of content,
sensationalism, and the lack of continuity in programming.

According to studies by the Spanish Foundation for Science and Technology (Martinez-Ruiz et al.,
2005), Spanish citizens show a medium-to-high interest in science, despite perceiving low levels of
information on these topics. Nevertheless, there is a high level of trust in the scientific community. This
paradox highlights the importance of strengthening mediation between scientists and audiences
through effective and engaging channels.

However, Olmedo (2010) criticises the limited presence of science on generalist television, arguing
that, with some exceptions, such content has been relegated to marginal time slots or secondary
channels. RTVE, for instance, made a stronger commitment to science in the 1980s and 1990s but has
since reduced its visibility in mainstream programming (Gutiérrez-Lozano, 2002).

This decline has coincided with a broader transformation of the media landscape, in which serious
debates and science outreach spaces have lost ground on television, giving way to shorter, more
emotional, and fragmented models characteristic of digital environments (Arnaiz et al, 2023;
Sidorenko-Bautista et al., 2021). Science communication has found new ways to connect with the public
with the consolidation of the Internet and social media, particularly with young audiences. These
platforms enable more direct, visual, and immediate communication, in line with contemporary digital
consumption habits (Cors Alavedra, 2017; Dominguez-Gutiérrez, 2020). In this new ecosystem, science
is presented in more accessible and personalised formats, adapted to the pace and lifestyle of users.
YouTube was one of the first platforms to offer educational science content aimed at young people, while
TikTok has emerged now as a central actor in this dynamic, standing out for its viral capacity and short-
video format (Bernasconi, 2023; Martin-Neira et al., 2023a, 2023b).

TikTok has established itself as a key tool for science communication targeted at Generation Z. Its
recommendation algorithm, visual interface and ease of content creation and sharing make the platform
an ideal environment for transmitting knowledge in the form of infotainment (Ibafiez-Arias, 2022).
According to Pérez-Escolar et al. (2023), science communicators on TikTok build significant bonds with
their audiences through effective narrative and audiovisual strategies such as transmedia storytelling
(Jenkins, 2006), which promote youth identification and active participation (Azurmendi, 2018).
Nonetheless, the use of TikTok for science also raises risks. The playful and ephemeral nature of the
platform can encourage the spread of pseudoscientific or superficial content, which calls for critical
reflection on accuracy, rigour, and communicative responsibility in these spaces (Micaletto-Belda et al.,
2024).

Despite these challenges, TikTok offers transformative potential for scientific literacy. Its ability to
generate virtual communities around scientific topics, attract non-specialised audiences and promote
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critical thinking makes it a valuable tool, provided it is used with solid communication strategies
(Cabrera-Espin et al., 2023). As these authors point out, the challenge lies in incorporating new actors
with a strong science outreach vocation and in consolidating science communication as a social
commitment within the scientific community itself, one that fosters critical thinking among young
people through media literacy (Prieto-Arosa and d’Haenens, 2025).

3. Methodology

This research is grounded in an exploratory-descriptive methodological approach, supported by a case
study focused on the science communication program ‘Orbita Laika’, broadcast by RTVE on its linear
channel La 2 and its digital platform RTVE Play. This strategy enables an in-depth examination of a
representative case of science communication within the Spanish public service media context,
considering both the program’s content and its adaptation (or lack thereof) to social media. A case study
is defined as an intensive and contextualised investigation of a specific phenomenon (Vilches et al,,
2011), making it a suitable approach to explore how RTVE’s scientific content aligns with Generation Z’s
media consumption practices. The research draws on the methodological frameworks of Hernandez-
Sampieri et al. (2010) and Vilches et al. (2011), with the overarching aim of analysing the relationship
between young audiences and RTVE in the digital environment, focusing specifically on the perception
of ‘Orbita Laika’ and its presence on social media.

From this, the following research questions (hereafter RQs) are derived:

RQ1. How do changes in consumption habits and participation on social media influence the
perception of ‘Orbita Laika’?

RQ2. Which strategies can be most effective in adapting scientific content to youth consumption in
the digital age?

RQ3. How do young audiences perceive the scientific content produced by ‘Orbita Laika’?

To address the proposed research questions, a content analysis was conducted on two key episodes
of the program: ‘Especial Episode 100’ (October 17, 2023) and ‘Science at the supermarket’ (December
26, 2023) [The titles have been translated into English from the original language], the last episodes
broadcast before the program’s temporary suspension. In addition, the study examined activity on
Instagram (the last 10 posts of 2023) and related content on TikTok published through the official
profiles of RTVE, La 2, and science communicator Moure Ortega, using the hashtag #orbitalaika.

The software FanPage Karma was used to track interaction metrics during the period from April 18
to May 16, 2024 (see Table 1). This analysis made it possible to observe how the television format was
adapted to digital environments, as well as to quantify the level of participation and impact on social
media, despite the limited specific activity of ‘Orbita Laika’ on these platforms.

Table 1. Summary sheet of content analysis.

Type of analysis Content and social media (TikTok and Instagram)
Programme analysed ‘Orbita Laika’
First period analysed 1 February 2024 - 31 March 2024

Instagram: ‘Orbita Laika's’ 10 latest posts in 2023

Defined analysis TikTok: content under the hashtag #orbitalaika

FanPage Karma: last 28 days (from 18 April to 16 May 2024)

Preliminary tasting of the period analysed 31 March 2024

Collection of analysed data 16 May 2024

‘Special Episode 100’ (Season 9,
17/10/2023)
RTVE Play (programme

Applications used content)

Episode: ‘Science at the
Supermarket’ (Season 9,
26/12/2023)
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TikTok, Instagram and FanPage Karma (social media content)

Source(s): Own elaboration, 2024.

The methodological design of this study combines a content analysis and a digital ethnography,
integrating audiovisual sources, social interactions and qualitative opinions of young people. This
triangulation of data allows for a more holistic and contextualised view of the social impact of RTVE's
scientific content on young audiences, thus facilitating cross-validation of results and their
interpretation from multiple perspectives (Vilches et al., 2011).

For the social media content analysis, thematic, formal, and interaction coding criteria were applied
to assess how effectively messages were adapted to digital environments. Thematically, categories
related to scientific everyday life (e.g., food, responsible consumption, environment) and institutional
science communication were identified. On the formal level, variables such as format (reel, image, text),
duration, use of accessible language, and visual resources were coded. Finally, the interaction dimension
included engagement metrics (number of likes and comments) and the presence of dialogue between
the program and its users. This coding system made possible to evaluate the relationship between
content type, level of engagement, and the educational potential of scientific communication on social
media.

Complementing the content analysis, a digital ethnography exercise (Pink et al., 2019) was carried
out through a focus group with the aim of understanding how young people perceive RTVE's scientific
content. This technique enabled sustained interaction with an online community composed of nine final-
year journalism students from the University of Santiago de Compostela (six women and three men,
aged 21-22, from Spanish nationality), all belonging to Generation Z. Participants were selected
according to three main criteria: (1) their regular consumption of audiovisual and scientific content on
platforms such as TikTok, Instagram and YouTube; (2) their familiarity with RTVE’s digital offer and
public media brands; and (3) their representativeness of the young media-literate audience that
combines academic training in communication with everyday use of social media. This profile ensured
that participants could provide informed reflections on both the narrative strategies of ‘Orbita Laika’
and the perceived distance between institutional science communication and the expectations of young
audiences. Two activities were developed to explore these perceptions (see Table 2).

Table 2. Digital ethnography activities with members of Generation Z.

Participants previewed the selected episodes and discussed their impressions

Firstactivity together in a moderated meeting via Microsoft Teams on 8 May 2024.

Content proposal (individual): In a second phase, each participant designed a
content proposal for ‘Orbita Laika’, intended for linear media and TikTok. Free
reflection was encouraged, without a fixed script, in line with flexible qualitative
methodologies (Hernandez-Sampieri et al., 2010).

Second activity

Source(s): Own elaboration, 2024.

On 2 July 2025, an updated quantitative and qualitative review of ‘Orbita Laika's’ Instagram account
and the hashtag #orbitalaika on TikTok was carried out with the aim of checking whether there had
been any new updates on the science outreach programme and keeping the data in this article up to
date. On Instagram, 465 new posts linked to the latest season of the programme, which ended on 25
January 2025, were identified. On TikTok, however, no new posts are detected under the hashtag
#orbitalaika from the social media profiles of RTVE, La 2 or the science communicator Moure Ortega,
which are the actors analysed in this study.

4. Results

4.1. Limited presence on the social network most popular among young people

An analysis of ‘Orbita Laika's’ digital presence reveals a notable absence on TikTok, one of the platforms
most used by Generation Z. Despite being broadcast on RTVE Play and Instagram, ‘Orbita Laika’ does
not have its own official profile on TikTok, which limits its reach in a key space for scientific
dissemination aimed at young people. This shortcoming contradicts the recommendations of authors
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such as de Semir (2016), Carpentier (2011a, 2011b) and Azurmendi (2018), who emphasise the
importance of adapting scientific communication to the languages and platforms of emerging audiences.

Although there are posts about the programme on institutional accounts such as @rtve and @laZ2_tve,
the content lacks a structured and specific strategy for TikTok. Individual contributions from
programme collaborators have also been detected, such as the populariser Moure Ortega, who posts
under the hashtag #orbitalaika, although without editorial coordination with the RTVE brand. This
fragmented approach suggests a missed opportunity to consolidate a young scientific community on this
platform.

Table 3. Content found under the hashtag #orbitalaika on TikTok.

Profile User Features Number of videos published
Videos of scientific processes.

RTVE @rtve (last published in 2021) 7
Institutional handover.

Laz @laz_tve [last published in December 2023] 24

Moure Ortega @moureortega Humorous and disguised disclosure. 9

Latest video in October 2023.

Total 40 videos
Source(s): Own elaboration, 2024.

TikTok offers an ideal format for brief, visual, and viral scientific dissemination. However, the current
strategy of RTVE and ‘Orbita Laika’ consists mainly of reusing fragments of the linear programme
without specific adaptation for TikTok. This has resulted in videos that are too long or disjointed,
reducing their communicative effectiveness (Ibafnez-Arias, 2022; Cabrera Espin et al.,, 2023).

In contrast, Moure Ortega's profile, although limited in terms of posts, demonstrates a greater
understanding of the language of TikTok: characterisation, humour and a playful approach. Other
successful content, such as that featuring Eduardo Sdenz de Cabezo6n or Javier Santaolalla, shows how
the participation of communicators with a strong social media presence can attract significant audience
interaction.

o -]
= Lla2-2022-10-19

#n0mero #adivinar
£ sonido

al-La 2

B CapCut - Edit like a pro

@ 265 @ s M 299 Q0VeOO »

https://www.tiktok com/@la2_tve/video/7156238644... Copy link

ents (55)

ro 0y también funciona

9 QuoPomelo2.0

c6mo no aclaraste que era un nomero entero elegi )
n
Adn estoy calculando los decimales &

Andreu
Yo habia pensado en un nimero real 'x'. se

simplificé y también me dio 3. curioso &

A g n’i 2
Source(s): Screenshot taken on 15 May 2024 on TikTok.

The comments generated on TikTok around scientific experiments and debates demonstrate a high
level of engagement, motivated by curiosity, interest and a desire to understand complex phenomena.
In a video where Saenz de Cabezo6n presents the classic experiment with the feather and the apple, there
are a notable number of responses that delve deeper into understanding the physical phenomenon.
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Figure 2. Example of successful science communication content on TikTok in the comments section.
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Source(s): Screenshot taken on 15 May 2024 onleTok

This type of participation is consistent with the findings of Azurmendi et al. (2015), who highlight
the potential of networks to activate collaborative knowledge and scientific literacy processes. Thus,
TikTok reveals itself not only as an entertainment channel but also as a platform with educational
potential if used intentionally and with rigorous content.

Figure 3. Example of scientific outreach content featuring Javier Santaolalla, a Spanish science communicator.
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Source(s): Screenshot taken on 15 May 2024 on TikTok.

The analysis shows that ‘Orbita Laika’ does not currently have an established digital brand on TikTok,
which limits its ability to build community and loyalty. The dispersion of content across different
profiles, the lack of formal adaptation and the absence of an exclusive channel for the programme hinder
its communicative impact. In this regard, various studies (Gutiérrez-Lozano, 2002; Sidorenko-Bautista
etal, 2021; Arnaiz et al.,, 2023; Olvera, 2024) agree that simply fragmenting linear content is not enough,
it is necessary to develop exclusive content that is clear and adapted to the format. It is also
recommended to incorporate co-creation and collaboration strategies with influential communicators,
use accessible audiovisual language, and develop specific sections for TikTok with short, interactive, and
emotionally relevant content.

The 2025 update confirms the disappearance of TikTok as a channel for scientific dissemination
aimed at young audiences by RTVE, La 2 and the science communicator Moure Ortega. The ‘Orbita Laika’
programme still does not have an official profile on this social network, and the decision not to
disseminate content related to it under the hashtag #orbitalaika remains in place, despite the
informative potential offered by the start of a new season in June 2024.
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4.2. An inconsistent Instagram strategy that fails to capitalise on the potential to connect
with young audiences

Given ‘Orbita Laika's’ significant absence from TikTok, the analysis focused on its activity on Instagram,
a platform that is also popular among Generation Z and has a compatible audiovisual format. The last
ten posts from the programme's official profile were analysed with metrics extracted using the FanPage
Karma tool (see Table 4).

Table 4. ‘Orbita Laika's’ last 10 posts on Instagram.

Summary content (Original titles in Spanish have

Date been translated) Interactions
12/04/2024 Forbes recognition for @mimesacojea + announcement 371 likes, 14

of new programme ‘Ovejas Eléctricas’ (Electric Sheep) comments

. : 1.372 likes, 14
31/12/2023 New Year's greeting comments

31/12/2023 ‘Why does fruit ripen?’ with @moureortega 1.881 likes, 18
comments

) . . 2 i .

31/12/2023 How can you tell 1fa.1 yoghurt is healthy?’ with 9.585 likes, 95
@boticariagarcia comments
31/12/2023 Tips for the supermarket with @lauramoranfdez 833 likes, 9
comments
30/12/2023 Motivational message with @felipeparedesciencia 606 likes, 3
comments

30/12/2023 Neuromarketing and scientific communication with 1.187 likes, 16
@lauramoranfdez comments
30/12/2023 Enzymes and detergents with @deborahciencia 845 likes, 7
comments

30/12/2023 Corn and the environment with @eduardosdc 1.146 likes, 5

comments
Enzyme applications in cosmetics with 778 likes, 2
29/12/2023 @deborahciencia comments

Source(s): Own elaboration, 2024.

Most of the posts are clips from the last episode aired (‘Science at the supermarket’, 26/12/2023).
With the exception of one post on 12 April 2024, the account has been inactive since the end of last year,
reflecting an intermittent and unstructured strategy.

Although nine of the ten posts were Reels, several of them were not adapted to Instagram's
predominant vertical format, limiting the optimisation of the visual experience. In addition, there was
little adaptation of the language and audiovisual editing to the digital environment, which may explain
the limited interaction with much of the content.

The posts with the greatest impact were those that addressed everyday topics of general interest:
‘How can you tell if a yoghurt is healthy?’ (9,585 likes, 95 comments) and ‘Why does fruit ripen?’ (1,881
likes, 18 comments). These figures contrast with the low engagement observed in more technical
content, which tends to lack accessibility for the general public. The ethnographic community consulted
agrees that ‘Orbita Laika’ generates greater interest when it addresses issues applied to everyday life
concerning the connection between science and daily experience. However, the programme's lack of
response to user comments reflects a view of Instagram as more of a dissemination channel than an
interactive space, which limits its function as a participatory tool for scientific dissemination (Sidorenko
etal, 2021).
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During the focus group held on 8 May 2024, participants proposed that topics of everyday interest,
such as those addressed in successful publications, should become a separate section, with content
designed specifically for social media. This strategy would allow the reach to be extended to platforms
such as TikTok, where short, visual and relatable content generates greater engagement from young
users. In addition, participants emphasised the need to incorporate subtitles in videos, as part of the
accessibility standards established by the EBU (2018). This demand for improvement is in line with the
principles of public service in the digital environment, especially for educational content aimed at
diverse audiences.

Complementary analysis by FanPage Karma shows a sustained decline in followers and an
engagement rate of 0% during the period from 18 April to 16 May 2024, suggesting that the account
lacks the relevance and dynamism it should have. This pattern could be explained by the end of the
programme's television season in December 2023, the absence of official communication about a
possible tenth season, and the lack of exclusive content for Instagram. As Martin-Neira et al. (2023b)
warn, the weakening of the digital brand may isolate certain audience niches and alienate young
audiences from the scientific discourse promoted by RTVE.

Analysis of Instagram activity shows that ‘Orbita Laika’ maintains a digital presence that is
unstrategic and underutilised. Although some content has shown potential for virality when addressing
every day and accessible topics, the absence of planning, interaction and accessibility limits its ability to
build community and retain young audiences.

However, the update carried out in 2025 shows that ‘Orbita Laika's’ management realised the need
to redefine its strategy for reaching young audiences through Instagram. Between June 2024 and
January 2025, 465 pieces of content were published, of which 95.6% were reels with excerpts from the
various episodes of the tenth season. Of that total, six posts were dedicated to self-promotion of the
programme in June and July 2025, announcing the new season, until 26 September of that same year,
when the piece that officially marked the start of the season was published. The remaining 458 posts
were clips from the programmes broadcast on Tuesdays at 10 p.m. on La 2 or live via RTVE Play.

Despite the effort put into the volume of content, all the reels related to the programme retained the
original horizontal broadcast format, without adapting to Instagram's vertical format, which limited the
user experience. As a new feature, there are 19 videos in vertical format in which an expert shares
interesting facts as additional content.

However, these videos are quickly produced and poorly researched, without a clear strategy to
capture the attention of young audiences. Although there was a significant increase in the frequency of
publication during the season's broadcast, this activity ceased completely once the programme ended.
The strategy continues to fail to respond to the dynamics of the network or the expectations of young
users, reinforcing the feeling of a sustained disconnect between the programme and its audiences in
digital environments.

4.3. Generation Z around ‘Orbita Laika’: a critical audience faced with a programme that
fails to connect with young people

The members of the focus group, made up of Generation Z young people participating in the online
community designed through digital ethnography, unanimously expressed their concern about their
disconnection of ‘Orbita Laika’. During the first activity on 8 May 2024, they pointed out a general feeling
that RTVE has an ambivalent attitude towards its young audience. There is an intention to attract them,
but without any real commitment to doing so. In the words of the group, the programme's strategy is
perceived as "I can, but [ don't want to".

One of the most criticised aspects was the inadequacy of the language and narrative structure, even
in sections apparently aimed at young people. Although presenter Moure Ortega uses costumes and a
playful tone, the participants highlighted the lack of clarity in the presentation and conceptual
adaptation to a lay and young audience (Martin-Neira et al., 2023a). The result, according to the group,
is an emotional and intellectual distance that discourages connection with the content.

Added to this is the programme's inconvenient schedule -Tuesdays at 10 p.m., lasting almost an
hour- which is considered unsuitable for capturing the attention of young audiences. Furthermore, the
programme's absence from social media, especially TikTok, reinforces the perception of a disconnect
with this generation's digital consumption dynamics (Bernasconi et al., 2023).
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During the second focus group activity, a series of proposals for improvement were generated to
modernise ‘Orbita Laika’, both in its linear version and in its digital projection. These recommendations
were systematised into seven strategic lines (see Table 5), with an emphasis on adapting content to
social platforms and incorporating specific sections for young audiences.

Table 5. Suggestions for improvement from the digital ethnography online community.

N¢ Proposal Content destination

1 Section: ‘Science Today’ Linear programme and adapted TikTok

Collaborations with science communicators (e.g.

2 Quantum Fracture) Linear programme
Section ‘Orbita Z’ with youth participation in .
3 . Linear programme
experiments
4 Short themed v1de_305 for children (e.g. Al applied to TikTok and Instagram
different contexts)
5 Adapted ‘What if..." section Linear program + TikTok/Instagram
6 Section on ‘Mythical S_c1.enc.e about scientific Linear program + TikTok
demystification
7  Using virtual reality to visualise complex phenomena Linear programme

Source(s): Own elaboration, 2024.

These proposals address two key concerns: (1) making scientific knowledge more accessible through
youth-friendly language and (2) increasing young audiences' participation and identification with the
programme. The group highlighted that ‘Orbita Laika’ does not have a clearly defined target audience,
which creates a sense of conceptual vagueness and makes it difficult to empathise with the format.

Among the notable proposals is the creation of the ‘Orbita Z’ section, designed to give visibility to
young people in scientific learning and experimentation processes. Although this section does not follow
a strict co-creation model (Vaz-Alvarez, 2021), it does seek to integrate the youth audience as active
collaborators. Similarly, the ‘Mythical Science’ section proposes a dual format: (1) in the linear format,
it would include street surveys and the debunking of scientific myths with well-known characters from
the programme, and (2) on TikTok, the section would feature its own character created to explore the
origins and persistence of popular scientific myths.

In addition, participants suggest including scientists in training (pre-doctoral students) as a bridge
between technical and informative language, promoting a more empathetic understanding of the topics
covered. Here, members of the online community identify a deep gap between the programme's
communicative intent and its current execution. From their perspective, ‘Orbita Laika’ needs a "new
lease oflife" to be relevant in today's digital ecosystem, and they propose a new strategy to be presented
to the RTVE programme (see Table 6).

Table 6. New ‘Orbita Laika’ strategy proposed by Generation Z.

Strategy of... Explanation
Form Shorter, more visual and dynamic formats.
Content Connection to everyday life and social issues of interest, using clear and
understandable language.
Channels The prominence of TikTok and Instagram as central platforms for scientific
dissemination and media literacy among young people.
Engagement with young people Respond to audiences, encourage interaction, and design participatory sections.

Source(s): Own elaboration, 2024.

Participants agree that ‘Orbita Laika’ remains a necessary and valuable project within RTVE, but
insist that without a real digital transformation, the programme risks becoming irrelevant to young
people, repeating patterns of disconnection that have already affected other science-based television
initiatives (Cors Alavedra, 2017; Olmedo, 2010).
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5. Discussion and conclusions

This research highlights a significant disconnect between the communicative objectives of ‘Orbita Laika’
as a science outreach programme and the expectations, habits and language of Generation Z. This gap
not only affects the way young people perceive scientific content but also reveals structural deficiencies
in the programme's digital strategy and, by extension, in RTVE as a public service broadcaster in the era
of social media platforms.

One of the most striking findings concerns is the programme's strategic absence from TikTok, the
social network with the highest growth and penetration among young audiences. Although there are
posts related to ‘Orbita Laika’ under the hashtag #orbitalaika, these do not come from an official
programme profile, but from institutional accounts such as RTVE and La 2, as well as from contributors
such as Moure Ortega, and there have been no updates in recent years. The lack of its own channel
prevents the programme from consolidating a strong digital identity and leads to a dispersion of content
that dilutes its ability to generate community (RQ1). This disconnection is accentuated in a context
defined by what Costera Meijer (2023) calls ‘media egocentrism’, in which young people exercise
selective control over their digital environment and consume only those contents that align with their
personal interests. This makes it difficult for public service media such as RTVE to integrate their
proposals into the everyday media routines of Generation Z.

The content published on TikTok consists mainly of excerpts from linear programming, without the
necessary adaptation to the codes of this platform: short duration, vertical format, fast narrative pace
and direct appeal to the user. This lack of adaptation results in a token presence that compromises the
effectiveness of scientific dissemination in an environment where brevity, interaction and
personalisation are key. This wastes a fundamental opportunity to strengthen the emotional bond with
young audiences and promote scientific literacy processes in accessible and participatory language
(RQ2).

In the case of Instagram, the outlook is no more encouraging. Since the last television episode aired
in late 2023, the ‘Orbita Laika’ account has remained virtually inactive, with sporadic posts, a lack of
original content for the platform and little interaction with followers. When the programme returned
with a new season, its 465 posts followed the same purpose and strategy, showing a new disconnect
with what was demanded on the network and by its audiences (RQ2). Analysis using FanPage Karma
revealed a progressive decline in followers and zero engagement, placing the account in what could be
called a "ghost state" (RQ3). This situation contravenes not only best practices in social media
communication, but also the values of accessibility, dialogue and participation that should govern
European public media, as established by the EBU (2018).

Taken together, these dynamics suggest that the challenge for RTVE is not only technological but
cultural and editorial. The future of science communication within public service media depends on
overcoming ‘media egocentrism’, embracing participatory co-creation with young audiences (Costera
Meijer, 2023; Prieto-Arosa and d’Haenens, 2025), and developing platform strategies that transform
dependence into dialogue. Only by integrating these dimensions can RTVE fulfil its educational and civic
mandate in the contemporary digital ecosystem.

Azurmendi (2018) emphasises this need to understand young audiences not as passive recipients
but as active, critical participants who demand proximity, interactivity, and authenticity in public
communication. The ethnographic findings confirm this: Generation Z expects more horizontal
relationships with media institutions and interprets the absence of dialogue as institutional detachment.
One of the proposed sections of the ethnography group, ‘Orbita Z’, that includes youth participation in
experiments, is a great example of an idea that could encourage participation and co-creation.

The study also demonstrates how the ‘platform paradox’ and third-party platform (Olsen et al., 2024;
Poell et al., 2022) materialises in practice: in their effort to reach younger audiences, public media
depend on commercial infrastructures that operate under algorithmic and monetisation logics, often
incompatible with public service values. The case of ‘Orbita Laika’ exemplifies how this dependence can
erode both the programme’s coherence and its media literacy mission. Furthermore, the ethnographic
findings illustrate what Carpentier (2011a; 2011b) calls the deficit of participatory intensity, as young
people perceive a lack of recognition and space for co-creation, reinforcing feelings of distance and
institutional detachment (Vaz-Alvarez et al., 2021).

However, there are a few posts that generated real interest on Instagram, particularly those that
connect science with everyday life, such as topics related to food or responsible consumption. This type
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of content not only encourages higher interaction rates, but also invites commentary, debate and
informal learning, revealing the potential of science as a social experience when communicated in an
accessible and practical way. This type of content was presented by the focus group as a way forward
(RQ1, RQ2, RQ3).

The preference for content linking science to everyday life supports de Semir’s (2016) idea of science
communication as a civic, dialogic process rather than a didactic one. This approach, combined with
Jenkins’s (2006) notion of transmedia storytelling, points to the potential of developing an integrated
strategy where each platform fulfils a specific educational and emotional function. Ultimately, this
research shows that for RTVE and public service media more broadly digital presence alone is
insufficient; what is needed is a cultural transformation that embeds participation, affective
engagement, and critical literacy (Prieto-Arosa and d’Haenens, 2025) into the very core of scientific
communication.

The results obtained in the digital ethnography reinforce these observations. Participants clearly and
repeatedly expressed their perception of disconnection from the programme. They criticised the lack of
clarity in the presentation of scientific content, the rigidity of the formats, the poorly adapted language
and the inappropriate broadcast schedule. The absence of interaction on social media was understood
not only as a technical or strategic deficiency, but also as a sign of institutional disinterest in their
interests and forms of participation. As a result, young people feel like secondary spectators of content
that, although nominally aimed at them, does not recognise them as valid interlocutors or symbolic co-
producers of scientific discourse.

In this context, the proposals put forward by the ethnographic community take on particular
relevance, although they are also experimental for future research. The suggestions range from the
creation of specific sections for TikTok and Instagram, to the incorporation of communicators with a
strong presence on social media, or the direct participation of young people in scientific
experimentation activities. The need to incorporate pre-doctoral scientists as mediators between expert
knowledge and the audience was also highlighted, a strategy that can function as a narrative and
epistemological bridge between the scientific community and the younger generations. These initiatives
resonate with Azurmendi’s (2018) view of Generation Z as an active and participatory citizenry capable
of contributing to the co-creation of public value, positioning young audiences not as passive recipients
but as collaborators in the renewal of public service communication.

Taken together, all these findings reflect a fundamental truth: scientific communication aimed at
young audiences cannot be limited to superficially adapting traditional formats to new platforms. This
age group requires a thorough review of the narrative approach, content structure, distribution
channels, and communicative values that ultimately generate critical thinking and a perception of
scientific learning in their daily lives (Prieto-Arosa and d’Haenens, 2025). It is also necessary to
understand young audiences not only as recipients, but as an active community with their own codes,
rhythms, and cognitive needs. Only then can we effectively respond to their demand for accessible,
rigorous and emotionally relevant scientific content (RQ2, RQ3).

For its part, data collected during 2025 shows that, despite some attempts to increase ‘Orbita Laika's’
digital presence through a higher volume of posts on Instagram, the strategy remains insufficient to
attract and retain Generation Z (RQ1, RQ3). The predominance of recycled content from the linear
programme and the lack of adaptation to the formats and narratives typical of social platforms limit the
construction of a solid digital identity and an authentic relationship with young audiences (RQ2). This
lack of consistency and continuity highlights the urgent need to design a transmedia strategy that
integrates original content, interactive formats and genuine youth participation (Prieto-Arosa et al,,
2025) to ensure not only the visibility but also the educational and social impact of the programme in
the contemporary digital ecosystem.

Generation Z's perception and reception of ‘Orbita Laika’ is conditioned by the programme's poor
adaptation to the contemporary digital ecosystem. RTVE, as a PSM, has a responsibility to renew its
scientific dissemination strategies in order to adequately fulfil its public service mission, especially in a
media environment characterised by fierce competition for attention and by young audiences who
demand formats that are aligned with their ways of learning, interacting and informing themselves.

The tenth season showed a first attempt at repositioning through a notable increase in Instagram
posts, seeking visibility in the algorithm (RQ1). However, this strategy was based mainly on the volume
of content and not on a real adaptation to the language, format and logic of the platform, nor on a
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meaningful connection with young audiences. The absence of coherent planning and a specific
transmedia narrative highlights the urgent need to rethink the approach if the aim is to effectively reach
new generations (RQ2).

‘Orbita Laika’ faces the challenge of reinventing itself and becoming an example of media literacy
among young people (RQ3). It is not just a matter of updating its social media profiles or increasing the
number of posts, but rather of building a scientific outreach project that is consistent with the logic of
the digital environment, capable of engaging with new generations and actively contributing to their
scientific literacy. And here we are talking about an urgent need if we want to ensure the survival,
relevance and social utility of the programme for young people and of RTVE within the media and
educational ecosystem of the 21st century.

In conclusion, the case of ‘Orbita Laika’ shows that the renewal of public service media in the digital
era requires more than technological adaptation, it demands a deep cultural and editorial
transformation. Overcoming ‘media egocentrism’ (Costera Meijer, 2023) and recognising young
audiences as active, participatory citizens rather than passive recipients (Azurmendi, 2018) are crucial
first steps. In parallel, addressing the tensions of the ‘platform paradox’ (Olsen et al., 2024) and the
challenges posed by third-party platforms (Poell et al., 2022) is essential to restore the relevance and
legitimacy of public media. Also, promoting media and scientific literacy within this framework can turn
platforms from spaces of dependence into arenas of dialogue and co-creation, allowing RTVE to
strengthen its educational and democratic mission through ‘Orbita Laika’ as a scientific reference
content for Generation Z.

6. Funding and acknowledgements

The author(s) disclosed receipt of the following financial support for the research, authorship and/or
publication of this article: This work was funded by Proof of Concept Project 2023 “Creation of an Al-
powered chatbot-generating platform for the communication of PSM public value" VALUEBOT (Ref.
PDC2023-145885-100), funded by MCIN/AEI/10.13039/501100011033 and by the European Union
"NextGeneration EU"/PRTR and the Knowledge Generation 2024 project "Open Public Media in the Age
of Artificial Intelligence: Public Value, Inclusive Society and Ecosystem Innovation (OpenPSM)" (Ref.
PID2024-1603370B-100). It is also part of the activities associated with the RTVE-USC Institutional
Chair on Public Media in Europe.

The author Juan Manuel Prieto-Arosa is a beneficiary of a FPU Contract from the Ministry of Science,
Innovation and Universities (Ref. FPU21/00822) and of the Complementary Mobility Grants for
beneficiaries of the FPU 2024 programme (Ref. EST24/00013).

7. Conflict of interest

The authors declare that there is no potential conflict of interest with respect to the research, authorship
and/or publication of this article.

170



References

Adami, M. (2022, September 30). How to go viral on TikTok (and elsewhere) and keep young audiences
informed. Reuters Institute, Univeristy of Oxford.
https://reutersinstitute.politics.ox.ac.uk/news/how-go-viral-tiktok-and-elsewhere-and-keep-
young-audiences-informed
Alonso Gonzalez, M. (2019). Fake News: desinformaciéon en la era de la sociedad de la
informacién. Ambitos. Revista Internacional De Comunicacion, (45), 29-52.
https://doi.org/10.12795/Ambitos.2019.i45.03

Arnaiz Garcia, C., Garay Tejeria, H., and Alemany Iturriaga, ]. (2023). La importancia de la aplicacién y
uso de las redes sociales en la divulgacién cientifica dirigida a jovenes universitarios. MLS
Educational Research (MLSER), 8(1). https://doi.org/10.29314 /mlser.v8i1.2116

Azurmendi, A. (2018). Reconectar con la audiencia joven. Narrativa transmedia para la transformacion
delatelevision de servicio publico en Espafia, Francia, Alemaniay 19 Reino Unido. Revista Latina
De Comunicacion Social, (73), 927(73), 927-944. https://doi.org/10.4185/RLCS--20182018--
12891289

Azurmendi, A., Llorens, C., Lopez Vidales, N., and Bas Portero, J. J. (2015). La participacion del publico
como valor afiadido de servicio publico para la televisiéon de proximidad. Estudio de caso de La
noche de.., en ETB 2, Revista Latina De Comunicacién Social, (70), 490-518.
https://doi.org/10.4185/RLCS-2015-1056

Bernasconi, M. S., Scalone, L. B, and Gonzalez, N. M. (2023). Comunicacién publica de la ciencia en redes
sociales: Estrategias y desafios desde la experiencia de Jujuy cientifica. Tsafiqui, 20, 27-40.
https://doi.org/10.29019 /tsafiqui.v13i20.1104

Blanco-Lépez, A. (2004). Relaciones entre la educacién cientifica y la divulgacién de la ciencia. Revista
Eureka  sobre  Ensefianza y  Divulgacion de las  Ciencias, 1(2). 70-86.
https://www.redalyc.org/articulo.0a?id=92010202

Boczkowski, P., Mitchelstein, E., and Matassi, M. (2017). Incidental news: How young people consume
news on social media. 50th Hawaii International Conference on System Sciences.
http://hdl.handle.net/10125/41371. ISBN: 9780998133102.

Brosius, A.,, Ohme, ]., and de Vreese, C. H. (2022). Generational Gaps in Media Trust and its Antecedents
in  Europe. The International Journal of  Press/Politics, 27(3), 648-667.
https://doi.org/10.1177/19401612211039440

Cabrera-Espin, S., Vaca-Tapia, A. C. and Mendoza, N. (2023). Analysis of the social network TikTok as a
means of scientific dissemination to fight misinformation. Case study: Andean Community.
JCOMAL 6(01), AO5. https://doi.org/10.22323/3.06010205

Carpentier, N. (2011a). Contextualising Author-Audience Convergences. ‘New’ technologies’ claims to
increased participation, novelty and uniqueness, Cultural Studies, 25(4-5), 517-533.
www.doi.org/10.1080/09502386.2011.600537

Carpentier, N. (2011b). Media and participation: A site of ideological-democratic struggle. Bristol:
Intellect Books. www.doi.org/10.26530/0APEN 606390. ISBN: 9781841504070

Casino, G. (2022). Comunicacién en tiempos de pandemia: Informacion, desinformacion y lecciones
provisionales de la crisis del coronavirus. Gaceta Sanitaria, (36), 97-104.
https://doi.org//10.016/j.gaceta.2022.01.003

Clouet, M. E,, e Lozada, V. (2023). ;El mundo esta preparado para la Gen Z?. Nuevas Tendencias, (110),
32-34. https://revistas.unav.edu/index.php/nuevas-tendencias/article /view /45025

Cors Alavedra, A. (2017). La divulgacién en la televisidn: ;socializacion del conocimiento o educacidn
cientifica?. Circulo de Lingiiistica Aplicada a la Comunicacién, (69), 114-135.
http://dx.doi.org/10.5209/CLAC.55316

Costera Meijer, I. (2023). Veranderend mediagebruik door jongeren Implicaties voor de rol en betekenis
van de journalistiek in een democratie. Den Haag: Wetenschappelijke Raad voor het
Regeringsbeleid. https://cuttly/uePQzBpL. E-IBSN: 978 90 832 90 87 4.

De Semir, V. (2015). Decir la ciencia. Divulgacién y periodismo cientifico de Galileo y Twitter. Barcelona:
Ediciones UB. ISBN: 9788447539079.

171


https://reutersinstitute.politics.ox.ac.uk/news/how-go-viral-tiktok-and-elsewhere-and-keep-young-audiences-informed
https://reutersinstitute.politics.ox.ac.uk/news/how-go-viral-tiktok-and-elsewhere-and-keep-young-audiences-informed
https://doi.org/10.12795/Ambitos.2019.i45.03
https://doi.org/10.29314/mlser.v8i1.2116
https://doi.org/10.4185/RLCS--20182018--12891289
https://doi.org/10.4185/RLCS--20182018--12891289
https://doi.org/10.4185/RLCS-2015-1056
https://doi.org/10.29019/tsafiqui.v13i20.1104
https://www.redalyc.org/articulo.oa?id=92010202
http://hdl.handle.net/10125/41371
https://doi.org/10.1177/19401612211039440
https://doi.org/10.22323/3.06010205
http://www.doi.org/10.1080/09502386.2011.600537
http://www.doi.org/10.26530/OAPEN_606390
https://doi.org/10.016/j.gaceta.2022.01.003
https://revistas.unav.edu/index.php/nuevas-tendencias/article/view/45025
http://dx.doi.org/10.5209/CLAC.55316
https://cutt.ly/uePQzBpL

De Semir, V. (2016). La responsabilidad de los medios de comunicacidn en la divulgacién de las ciencias.
Educacion Médica, 17(2), 51-55. https://www.elsevier.es/es-revista-educacion-medica-71-pdf-
X1575181316601174

De Semir, V., and Revuelta, G. (2010). 1. La importancia de la comunicacién en el entorno cientifico.
Quaderns de la Fundaci6 Dr. Antoni Esteve, 1-7. https://cuttly/Br4AsTK

Dominguez-Gutiérrez, S. (2020). Consumo de informacién cientifica en television e internet. Revista
Mexicana de Comunicacion, (145). https://cuttly/rw2qm1sQ

Duque-Aguado, N., Garcia Garcia, A., Bautista Torrijos, R., e Zafra Anta, M.A. (2024). Una aproximacion
al lenguaje de la Generacion Z. Adolescere: Revista de Formacién Continuada de la Sociedad
Espariola de Medicina de la Adolescencia, 12(1), 103-107.
https://doi.org/10.1016/j.pedn.2018.12.013

European Broadcasting Union (EBU). (2018). Empowering Society. A Declaration on the core values of
publlc service medla Ginebra: EBU.

Society EN. pdf
Garcia-Rivero, A., Martinez Estrella, E., e Bonales Daimiel, G. (2022). TikTok y Twitch: nuevos medios y

férmulas para impactar en la Generacion Z. Revista ICONO 14. Revista cientifica de Comunicacién
y Tecnologias emergentes, 20(1). https://doi.org/10.7195/ri14.v20i1.1770

Garcia, D., and Sanchez-Bayén, A. (2021). Cultural consumption and entertainment in the Covid-19
lockdown in Spain: Orange economy crisis or review?. International Visual Culture Review
Revista Internacional De Cultura Visual, 8(2), 131-149. https://doi.org/10.37467 /gka-
revvisual.v8.2805

Gutiérrez-Lozano, ]. F. (2002). La divulgacién cientifica en la programaciéon de las televisiones
generalistas. Comunicar, 19(10), 43-48. https://doi.org/10.3916/C19-2002-08

IAB Spain (2022). Estudio de redes sociales. IAB Spain. https://iabspain.es/estudio/estudio- de-redes-
sociales-2022/

Ibafez-Arias, C. D. (2022). Los ]ovenes quieren ciencia en leTok Fundacmn Dr. Antoni Esteve.

Jenkins, H. (2006) Convergence Culture: Where Old and New Medla Collide. NYU Press.
http://www.jstor.org/stable/j.ctt9gffwr

Karadimitriou, A., e Papathanassopoulos, S. (2024). Public service media in the platform era: The cases
of Britain, Denmark, and Greece. Journal Media, 5(2), 646-670.
https://doi.org/10.3390/journalmedia5020043

Kemp, S. (2024) Digital 2024. We are Somal and Hootsuite.

Lenhart, A. (2015) Teens, Soczal Media and Technology Overview 2015 [Internet]. Pew Research Center:
Internet, Science and Tech. http://www.pewinternet.org/2015/04/09/teens-social-media-
technology-2015

Li, J. (2023). The Practice of Social Media in Relation to Identity and Online Self- Curation. Journal of
Linguistics and Communication Studies, 2(4), 28-33.
https://www.pioneerpublisher.com/JLCS/article/view/502

Lozano, M. (2005). Programas y experiencias en popularizacién de la ciencia y la tecnologia. Panordmica
desde los paises del Convenio Andrés Bello. Bogota: Convenio Andrés Bello. ISBN: 958-698-180-0.

Martin-Neira, ]. ., Trillo Dominguez, M., and Olvera-Lobo, M. D. (2023a). Comunicacion cientifica tras la
crisis del COVID-19: estrategias de publicacién en TikTok en el tablero transmedia. Revista
Latina De Comunicacion Social, (81), 109-132. https://doi.org/10.4185/RLCS-2023-1841

Martin-Neira, ].I,, Trillo-Dominguez, M. and Olvera-Lobo, M.D. (2023b). Las redes sociales como vehiculo
del periodismo cientifico: ‘Scoping Review’. Index.comunicacion, 13(1), 105-127.
https://doi.org/10.33732 /ixc/13/01Lasred

Martinez-Ruiz, F. ]., Bautista-Arnedo, M. M. and Del Pino-Ruiz, J. R. (2005). Educacidn cientifica, sociedad
y television. Comunicar, 25(8). https://doi.org/10.3916/C25-2005-203

Micaletto-Belda, ]. P., Morejon-Llamas, N., and Martin-Ramallal, P. (2024). TikTok como plataforma
educativa: analisis de las percepciones de los usuarios sobre los contenidos cientificos. Revista
Mediterrdnea de Comunicacion/Mediterranean Journal of Communication, 15(1), 97-144.
https://www.doi.org/10.14198/MEDCOM.25419

172


https://www.elsevier.es/es-revista-educacion-medica-71-pdf-X1575181316601174
https://www.elsevier.es/es-revista-educacion-medica-71-pdf-X1575181316601174
https://cutt.ly/Br4AsTKq
https://cutt.ly/rw2qm1sQ
https://doi.org/10.1016/j.pedn.2018.12.013
https://www.ebu.ch/files/live/sites/ebu/files/Publications/EBU-Empowering-%20Society_EN.pdf
https://www.ebu.ch/files/live/sites/ebu/files/Publications/EBU-Empowering-%20Society_EN.pdf
https://doi.org/10.7195/ri14.v20i1.1770
https://doi.org/10.37467/gka-revvisual.v8.2805
https://doi.org/10.37467/gka-revvisual.v8.2805
https://doi.org/10.3916/C19-2002-08
https://iabspain.es/estudio/estudio-%20de-redes-sociales-2022/
https://iabspain.es/estudio/estudio-%20de-redes-sociales-2022/
https://www.esteve.org/publicaciones/los-jovenes-quieren-ciencia-en-tiktok/
http://www.jstor.org/stable/j.ctt9qffwr
https://doi.org/10.3390/journalmedia5020043
https://wearesocial.com/uk/blog/2024/01/digital-2024-5-billion-social-media-users/
http://www.pewinternet.org/2015/04/09/teens-social-media-technology-2015
http://www.pewinternet.org/2015/04/09/teens-social-media-technology-2015
https://www.pioneerpublisher.com/JLCS/article/view/502
https://doi.org/10.4185/RLCS-2023-1841
https://doi.org/10.33732/ixc/13/01Lasred
https://doi.org/10.3916/C25-2005-203
https://www.doi.org/10.14198/MEDCOM.25419

Moe, H. (2024). Embrace or leave social media? On the viability of public service media organizations’
strategies facing platform power. European Journal of Communication, 39(6), 595-607.
https://doi.org/10.1177/02673231241290097

Moreno-Castro, C., and Von-Polheim, P. (2022). Comunicacién, ciencia y ciudadania en tiempos de la
pandemia del covid-19 en Iberoamérica. Introduccion. TSN. Transatlantic Studies Network,
7(14), 41-43. https://doi.org/10.24310/TSN.2022.v7i14.17317

Newman, N. (2024, June 17). ;Qué sabemos del ascenso de los 'influencers’ de noticias en plataformas
sociales y de video? Reuters Institute e University of Oxford.
https://reutersinstitute.politics.ox.ac.uk/es/digital-news-report/2024 /el-ascenso-de-voces-
alternativas-e-influencers-de-noticias-en-plataformas

Newman, N., Fletcher, R., Eddy, K., Robertson, C. and Nielsen, R. (eds.) (2024). Digital News Report 2023.
Reuters Institute. www.doi.org/10.60625 /risj-p6es-hb13.

Nielsen, R. K., Cornia, A., and Kalogeropoulos, A. (2016). Challenges and Opportunities for News Media
and Journalism in a Increasingly Digital, Mobile, and Social Media Environment. Reuters Institute
for the Study of Journalism. https://edoc.coe.int/en/media/7288-pdf-challenges-and-

opportunities-for-news-media-and-journalism-in-an-increasingly-digital-mobile-and-social-

media-environment.html

Olmedo Estrada, J. C. (2010). La imagen de la ciencia y la tecnologia en la divulgacion audiovisual
transmitida por television de la Ciudad de México [Tesis Doctoral]. México: Tecnoldgico de
Monterrey. http://hdl.handle.net/11285/629399

Olsen, R. Kr., Tenenboim, 0., Hess, K., Westlund, O., Lindén, C. G., and Broersma, M. (2024). Platform
paradoxes and public service media legitimacy: a cross-national study. Information,
Communication and Society, 1-18. https://doi.org/10.1080/1369118X.2024.2353783

Olvera, J. ]. (2024). La divulgacién cientifica como ciencia, técnica y arte. El caso de
“musicaenelnoreste.mx”. Encartes, 7(13), 133-157. https://doi.org/10.29340/en.v7n13.363

Pagador Otero, 1., and Llamas Salguero, F. (2014). Estudio sobre las redes sociales y su implicacién en la
adolescencia. Enseiianza and Teaching: Revista Interuniversitaria De Diddctica, 32(1), 43-57.
https://doi.org/10.14201/et20143214357

Pérez-Escolar, M., Alcaide-Pulido, P., and Del Toro, A. (2023). Nuevos referentes informativos de la
generacion Z: Estudio del rol de los y las influencers en TikTok como divulgadores/as de
contenidos. Revista Prisma Social, (40), 262-288.
https://revistaprismasocial.es/article /view /4863

Pérez, C.R. (2019). No diga fake news, di desinformacion: una revision sobre el fendmeno de las noticias
falsas y sus implicaciones. Comunicacion, (40), 65-74.
https://doi.org/10.18566/comunica.n40.a05

Pink, S., Horst, H., Postill, ]., Hjorth, L., Lewis, T., and Tacchi, J. (2019). Etnografia digital. Principios y
practicas. Ediciones Morata. https://edmorata.es/wp-
content/uploads/2020/06/PinkEtnografiaDigital. PR .pdf. ISBN: 9788471128959.

Poell, T., Nieborg, D. B., and Duffy, B. E. (2022). Spaces of Negotiation: Analyzing Platform Power in the
News Industry. Digital Journalism, 11(8), 1391-14009.
https://doi.org/10.1080/21670811.2022.2103011

Prensky, M. (2001). Digital Natives, Digital Inmigrants. On the Horizon, 9(5). MCB University Press.
https://cutt.ly/ieP6MmVT

Prieto-Arosa ].M. & d’'Haenens L. (2025). Bridging youth «media egocentrism» and journalistic values:
strategies for  public service media. Front. Commun. 10:1534133. doi:
www.doi.org/10.3389 /fcomm.2025.1534133

Prieto-Arosa, J. M., Rodriguez-Castro, M., & Tufiez-Lépez, ]. M. (2025). Generacion Z y redes sociales:
Nuevas formas de narracién de la televisién publica europea. ZER. Revista De Estudios De
Comunicacién, 30(58). https://doi.org/10.1387 /zer.27383

Revuelta, G., De Semir, V., and Llorente, C. (2020). Spain: Evolution and professionalisation of science
communication. In Gascoide, T., Schiele, ]., Riedlinger, M., Lewenstein, B., Massaranim L., and
Broks, P. (eds). Comunicating Science: A Global Perspective. ANU Press (825-848).
www.doi.org/10.22459/CS.2020.34.

173


https://doi.org/10.1177/02673231241290097
https://doi.org/10.24310/TSN.2022.v7i14.17317
https://reutersinstitute.politics.ox.ac.uk/es/digital-news-report/2024/el-ascenso-de-voces-alternativas-e-influencers-de-noticias-en-plataformas
https://reutersinstitute.politics.ox.ac.uk/es/digital-news-report/2024/el-ascenso-de-voces-alternativas-e-influencers-de-noticias-en-plataformas
http://www.doi.org/10.60625/risj-p6es-hb13
https://edoc.coe.int/en/media/7288-pdf-challenges-and-opportunities-for-news-media-and-journalism-in-an-increasingly-digital-mobile-and-social-media-environment.html
https://edoc.coe.int/en/media/7288-pdf-challenges-and-opportunities-for-news-media-and-journalism-in-an-increasingly-digital-mobile-and-social-media-environment.html
https://edoc.coe.int/en/media/7288-pdf-challenges-and-opportunities-for-news-media-and-journalism-in-an-increasingly-digital-mobile-and-social-media-environment.html
http://hdl.handle.net/11285/629399
https://doi.org/10.1080/1369118X.2024.2353783
https://doi.org/10.29340/en.v7n13.363
https://doi.org/10.14201/et20143214357
https://revistaprismasocial.es/article/view/4863
https://doi.org/10.18566/comunica.n40.a05
https://edmorata.es/wp-content/uploads/2020/06/PinkEtnografiaDigital.PR_.pdf
https://edmorata.es/wp-content/uploads/2020/06/PinkEtnografiaDigital.PR_.pdf
https://doi.org/10.1080/21670811.2022.2103011
http://www.doi.org/10.3389/fcomm.2025.1534133
https://doi.org/10.1387/zer.27383
http://www.doi.org/10.22459/CS.2020.34

Robotham, A. T. (2021). What were you synching? An ethnographic study of news scheduling at a digital
first legacy newspaper. Digit. Journal. 11, 1005-1025.
www.doi.org/10.1080/21670811.2021.1988860

Shishkin, D., Verhoen, R,, ten Teije, S., e Kuntze, E. (2023). The evolution of audience-drive publishing.
https://smartocto.com/documents/49/User needs 2 whitepaper gs|bYL9.pdf

Sidorenko-Bautista, P., Herranz de la Casa, ]. M. and Cabezuelo-Lorenzo, F. (2021). Instagram como
herramienta digital para la comunicacién y divulgacion cientifica: el caso mexicano de
@Pictoline. Chasqui. Revista Latinoamericana de Comunicacién, 147, pp. 143-162. ISSN: 1390-
1079. https://dialnet.unirioja.es/descarga/articulo /809384 6.pdf

Tkhostov, A. S., Rikel, A. M., and Vialkova, M. Y. (2022). Fake News through the Eyes of Three Generations
of Russians: Differences and Similarities in Social Representations. Psychology in Russia: state of
the art, 15(1), 83-102. https://doi.org/10.11621/pir.2022.0106

Vaz-Alvarez, M., Fieiras-Ceide, C., & Tufiez-Lopez, M. (2021). Experiencias de cocreacion en Medios de
Servicio Publico Europeos: Vision y Tendencias. AdComunica, (21), 71-84. DOI:
https://doi.org/10.6035/2174-0992.2021.21.5

Vazquez-Herrero, ]., Negreira-Rey, M., e Sixto-Garcia, J. (2022). Mind the Gap! Journalism on Social Media
and News Consumption Among Young Audiences. International Journal Of Communication, 16,
21. https://ijoc.org/index.php/ijoc/article/view /19643

Vilches, L., Rio, 0. and Semelio, N. (2011). La investigacién en comunicacién: métodos y técnicas en la era
digital Editorial Gedisa. ISBN: 9788497845502

Wajahat, H. (2020). Role of Social Media in COVID-19 Pandemic. The International Journal of Frontier
Sciences, 4(2), 59-60. https://doi.org/10.37978 /tijfs.v4i2.144

174


http://www.doi.org/10.1080/21670811.2021.1988860
https://smartocto.com/documents/49/User_needs_2_whitepaper_qsJbYL9.pdf
https://dialnet.unirioja.es/descarga/articulo/8093846.pdf
https://doi.org/10.11621/pir.2022.0106
https://doi.org/10.6035/2174-0992.2021.21.5
https://ijoc.org/index.php/ijoc/article/view/19643
https://doi.org/10.37978/tijfs.v4i2.144

	Science Communication for Youth: RTVE in the Age of Rapid Attention
	Case study of ‘Órbita Laika’
	Juan Manuel Prieto-Arosa 1
	juanma.prieto@usc.es
	Patricia Castellanos-Pineda 2
	patricia.castellanos@professor.universidadviu.com
	José Miguel Túñez-López 1
	miguel.tunez@usc.es
	1 Universidade de Santiago de Compostela, España
	2 Universidad Internacional de Valencia, España
	ABSTRACT
	KEYWORDS



