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Abstract. The objective of the study was to explore and describe the
educommunication or youtubers and influencers in Ecuador in order to know the
impact they generate on followers, internet users and liquid audiences through
social networks. The research applied the mixed approach with qualitative and
quantitative methods that allowed exploring and describing the strategies applied
by Ecuadorian influencers in a media context though YouTube, Instagram and
TikTok; data collection was given though the HyperAuditor and Modash
platforms to identify 31.149 Ecuadorian influencers, websites that facilitated the
review and analysis of accounts and channels of the main influencers whose
number of followers were counted; thanks to a survey 177 internet users, criteria
were obtained that served to know the perception and intention of the influential
media personalities and their impact on society. The results obtained show that
despite the constant increase of their followers, influencers do not apply or create
educational content and social interest, so the liquid audiences of social networks
are only limited to real and observe the publications of their influencers. The
study concludes with the call of Internet users demanding better educational and
entertainment content on the Internet.

Keywords: Influencers, Educommunication, Social networks, Liquid
audiences, Media impact.

1 Introduction

Every November 30th is commemorated worldwide the International Influencers Day
to recognize all individuals who inspire and influence others to make decisions, thanks
to the publication of content through digital marketing on the Internet, to disseminate
and promote brands, products and services consumed by social networks Internet users,
followers and liquid audiences, having to adapt to the demands and needs of their online
communities [1]. To contextualize it should be clear that influencers, an anglicized
term, are leading individuals with credibility, authority, trust, convincing power,
prominence and innate skills to impact socially, applying feedback strategies to a group
of people within communities among major social networks such as Instagram, TikTok,
YouTube, Facebook, “X”, etc.; creating and sharing contact of general interest in trend
about brands, fashion, news, politics, health and wellness, spots, sex, social events,
film, television, travel, music, entertainment and other entertainment information.
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According to data released by the Agency of Culture and Learning 3Weeks, influ-
encers appear at the end of the nineteenth century when recognized characters were
used to promote brands, products and services, an activity that with the appearance of
Internet and social networks has been globalized giving a leading role to influencers
and youtubers who using educommunication strategies manage to apply the engage-
ment and increase millions of young followers worldwide. To become a recognized
influencer, it is not necessarily necessary to be famous or have great economic wealth,
since a person can position themselves as an influencer with creativity, resilience, and
perseverance until they become a business character earning large sums of money [2].

The most famous global influencers are identified by the type of content they dis-
seminate on social networks, including celebrities or world-renowned celebrities such
as movie actors, singers, athletes or politicians, etc. While other types of world famous
influencers are fitness personalities dedicated to providing physical exercise, healthy
eating and wellness though a healthy lifestyle; fashionists or influencers dedicated to
promoting the latest fashion and beauty trends; the famous Gamer or youtubers dedi-
cated to the creation and production of audiovisual and video games for entertainment;
the influencers who promote travel and culture, dedicated to the dissemination of para-
disiacal tourist sites; and finally, the Foodies who are influencers dedicated to sharing
gastronomic information and culinary art, typical dishes, desserts and aphrodisiac
drinks, and so on.

Since their appearance, influencers have transformed interactive communication
with their followers by sharing online content consumed by Internet users to explore
the diversity, transformation and influence of information in the global digital media
environment. In the Ecuadorian context, the performance of influencers has achieved
in liquid audiences a digital revolution in social networks, where the number of Internet
users is increasing. In this sense, the research sought to examine and describe the edu-
communication strategies of the main youtubers and influencers to know the impact
they have on society through social networks.

1.1  History, transformation, role, impact, and future of influencers

The Internet and social networks have currently become the most important edu-
communication tools to promote the teaching-learning process [3], which allows teach-
ers and students to develop management skills in the use of ICTs, encouraging collab-
orative participation, teamwork, and interrelation between teachers and students, who
can easily create and produce educational content [4].

From the year 2000 to 2010, the first public figures emerged, who could be called
influencers, a term that has been constantly transformed into the digital environment as
a media phenomenon that initially was only aimed at a small group of people and is
now a global industry generating millions of dollars [5]. At that time and with the use
of the main social networks such as YouTube, Instagram and TikTok, the first influ-
encers who were initially small screen figures, movie actors and athletes, managed to
build massive communities of followers in social networks, who identify ways of life
and their qualities reflected in their daily live “with the need to build an identity through
active online participation and integration of thematic communities” [6].
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The social networks through which the first influencers appeared was YouTube be-
tween 2007 and 2010; it’s know that youtubers generated a generational revolution “in
the cultural paradigm, establishing variations with respect to canonical ways of thinking
about the relationship between digital devices and those who consume them” [7]; in
addition, “they have become celebrities with the power to influence, not only in their
reach but also in the phenomenon of youtubers as opinion leaders” [8]; and for teach-
ing/learning processes, since their significance as content producers “focus their topics
on disciplines of formal and/or informal education, in orden to promote the training and
learning of their followers, we find the figure of Edutubers as influencers on YouTube”
[9].

Among the most recognized are Felix Kjellberg, also known as PewDiePie, one of
the most influential creators in the history of video games or Gaming, who built a loyal
base of millions of followers and a solid audience for his creativity and ability to engage
with Internet users, Michelle Phan is another early beauty influencer who gained noto-
riety on social media for professional makeup, allowing her to launch her own cosmet-
ics line. A third media personality is Ray Williams Johnson, who manages to establish
a solid and large audience with his target audience or stakeholders, thanks to the pro-
duction of audiovisuals on comedies and humorous videos [10].

As time went by, the influencers that gained popularity, went from being simple
amateurs to become media figures through new social networks, which increased, as is
the case of Instagram in 2010, a favorite digital platform for content, who began to be
required by large brands and advertising institutions to disseminate storytelling strate-
gies and promote their products and services. “Influencers become important factors in
the market, influencing decisions based on their ability to persuade and engage their
followers™ [11].

Consolidating the position of mega, macro or nano-influencers the market allows the
monetization of their publication with content that includes brands, services or products
through advertising [12]; this situation demanded a greater professionalization of influ-
encers who had to build their own advertising agencies to become personal brands, as
is the case of the renowned cosmetics entrepreneur Kim Kardashian, influential and
skillful digital figure on pop culture in social networks. The well-known movie actor
Dwayne “The Rock” Johnson used his community of followers to constitute a digital
platform where they finally consolidated as fitness influencers, motivating and enter-
taining the audience on social networks. However, with the appearance of TikTok in
2016, a social network that grows “content creators with greater visibility, interactions
and followers become TikTokers within this virtual community” [13].

TikTokers are those people who “regularly publish videos on various topics that
arouse the interest of teenagers and young people” [14]; the work of influencers became
ever more dynamic, quickly consolidating massive audiences of followers. One of the
most influential TikTok stars who achieved fame thanks to her dancing and connection
with children and young people is Charli D’ Amelio. While in terms of music and fun
content. Addison Rae, another TikTok star, is mentioned [15].

Currently, influencers have ceased to be simple content creators to become produc-
ers of educommunication strategies that serve companies and businesses to create no-
toriety and connect deep and intimate relationships with audiences of specific interest
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niches though social networks, strategies that “create a two-way communication (P2P)
between organizations and current or potential consumers to improve CRM (Customer
Relationship management)” [16]; also becoming consultants and brand advisors, mak-
ing consumers interact through online social networks to share criteria by organizing
relevant data in volume; at speed and quickly; and varied through audiovisual, image,
text, audio, etc. [1].

According to a study conducted by the firm Growing Digital Business to dozens of
companies in 15 countries, it was found that there are high expectations for the use of
digital technologies for advertising brands, products or services, data that will analyze
the impact of the use the Internet and social networks, opening new ways of interaction
between consumers and influencers to optimize suggestions and opinions with Internet
users while applying effective strategies during online sales [17]; placing greater em-
phasis on the application of two-way educommunication strategies for the “incorpora-
tion of interactive methods to communicate and encourage greater customer participa-
tion in the purchasing process” [18].

According to studies on influencers, liquid audiences and followers do not always
interact on social networks, but merely observe and read their content; Therefore, it is
“assumed that influencers’ behaviors on social networks primarily drive audience be-
havior and that influencers’ content” [19]. However, Marketing by netizens on social
networks is not limited exclusively to influencers “but the appearance of an influencer
industry can of course be seen as a manifestation of a third enclosure: the market ori-
entation of human life” [20], where influencers or “prosumer become speakers who
produce conversations with and for a consuming audience” [21].

Conceptually, audiences are identified as a large mass of Internet users or Internet
users connected or defined as the receiver or the media [22]; a situation that has changed
audiences, not only as perceivers who, “together with new narratives, contemplate the
study of media competition in a system of emerging prosumers” [6]; but also as pro-
ducers and collaborators who actively participate by creating and disseminating new
content and interacting in networks and communities in a positive way [19].

In the Ecuadorian context, the presence of the main influencers in recent years, has
generated a significant growth of media personalities, who managed to build massive
audiences in major social networks such as YouTube, Instagram, TikTok, Facebook
and “X”, etc., obtaining the relationship between brands, products and service with In-
ternet users who share fun and entertaining content; and whom the doctor in Commu-
nication, Erika Gonzélez Carridn, in her doctoral thesis call Instagramers or “emerging
prosumers” [23].

In Ecuador, the production of the digital industry is strengthened by characters such
as Sofia Caiche, also known as La Mama del Flow, who started her influencer career
on YouTube by sharing content about urban culture and entertainment [24]. Another
digital media figure is Estefania Orellana, an influencer pioneer in creating and dissem-
inating content on Instagram about personal wellness, lifestyle, fashion, and beauty.
Both on Instagram and TikTok new influencers emerged such as Carla Paredes, who
stands out in creating content on fashion, feminine beauty and personal care; the influ-
encers Paola Ponce, shares the creation of information in social networks thanks to the
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dissemination of content on the fashion industry combining in with responsible envi-
ronment [25].

2 Methodology

The research has a mixed approach with qualitative and quantitative methods that al-
lowed exploring and describing the educommunication strategies applied by Ecuado-
rian influencers in a context and media impact through three social networks: YouTube,
Instagram and TikTok, digital platforms selected for the analysis of contents that influ-
ence followers, Internet users and liquid audiences. The study was conducted through
a non-experimental design, with an exploratory, descriptive and inductive score, since
“its methodological route is related more to discovery and finding than to verification
or verification” [26].

The technique applied for data collection was through the Hyper Auditor platform
(https://hypeauditor.com/es/top-youtube-all-ecuador/); and the Modash platform
(modash.io/find-influencers/ecuador) that identified more than 31.149 Ecuadorian In-
stagram influencers, which allowed the review and analysis of the accounts and chan-
nels of the main influencers and youtubers that have more than five million followers
in the social networks selected for the study, and for their high level of usability and
dominance of Internet users.

The selection of the study sample “representative and finite set that is extracted from
the accessible population” [27], was made based on several parameters that link social
interaction, reactions and comments among followers with the publications of the in-
fluencers whose number of followers, number of published content, number of Reels,
types of content, services and products they offer to their followers, and the positive
and/or negative impact generated by their publications in social networks were counted;
criteria that served to know the intention of the influencers as media personalities and
their impact on society; and how with the use of educommunication strategies, they
manage to increase their audiences and acceptance.

From January to March 2025, an online survey was conducted among 177 Internet
users and followers of social networks, through the Google Forms platform, to learn
about the perception of the influence that youtubers have on their followers depending
on the content of their publications and the services they provide on digital platforms,
which facilitated obtaining a broader understanding of their actions and influence, al-
lowing the study to be “enriched and reoriented as the research process progresses”
[26].

The research admitted performing a complete bibliographic review to “detect, con-
sult and obtain the bibliography and other materials useful for the purposes of the study”
[28], from previous research in the main databases such as Scopus, Web of Scientia,
Springer Link, Scielo, Google Scholar and other digital repositories, books, indexed
journals and other primary sources, establishing a broad conceptualization of the topic
studied.
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3 Results

The data obtained during the research shows the ten main influencers in Ecuador, who
were chosen according to the highest number of followers, systematized information as
of March 2025. The sample of influencers selected was given based on their location
in the top as creator number one and most popular influencers on Instagram during
2025, who have reached from 5 to 30 million followers, as exposed in Table 1.

During the research, an online survey was conducted through the Google Form plat-
form among Internet users of social networks, through a 25-question questionnaire
(http://acortar.link/OvSVMX) to collect information on the perception they have regard-
ing the influence exerted by YouTubers on their followers.

According to the sociodemographic data collected, 58.8% are women and 41.2% are
men; with ages from 19 to 29 years for 44.1%; over 40 years for 27.7%; from 15 to 18
years for 18.6%, and the remaining 9.6% for respondents between 30 to 39 years. Of
participants, 99.7% were of Ecuadorian nationality, and only 2.3% were foreigners. Of
the total number of respondents, 59.9% had university studies; 21.5% had a high school

degree; and the remaining 18.1% had master’s and PhD degrees.

Table 1. Influencers or YouTubers from Ecuador with less than 30 million followers

Charac- No. of Content No. of Services/ Products Social
ter Follow- Type and publica- Networking
Name ers Categories tions
Soy Suco 293 Video Games 1.000 Editing and produc- Youtube
million  Entertainment tion of interactive Instagram
video games. TikTok
Enchufe 27.8 Comedy and 4.771 Popular humorous YouTube
Tv. million  parodies. content for young Instagram
Entertainment audiences. TikTok
Doc Tops 15.6 Lifestyle and 427 Videos about YouTube
million  the Word. strange events, par- Instagram
anormal, ghosts. TikTok
Raptor 15.6 Video games 1.900 Video game editing YouTube
Game million  and travel En- and production Instagram
tertainment. TikTok
Mis 11.9 Entertainment 1.200 Videos of chil- YouTube
pequeiios  million  movies, and dren’s adventures Instagram
Actores humor and craziness TikTok
Kreck 7.18 Video Games 1.230 Create digital En- YouTube
Gamer million  Entertainment tertainment content Instagram
and video games. TikTok
Alex 5 Fitness/Gym, 2.458 Healthy food,
Cifuentes millones Cooking, and nutrition, Gym, and Instagram
Food training.
Kevin 4.9 Entertainment 1.083 Create light digital YouTube
Pazmifio millones  humor and Entertainment humor Instagram
Nogales fun. content. TikTok
Criss 4.81 mil-  Parodies, jokers, 372 Children's Entertain- YouTube
Huera lones challenges, ment, children's Instagram
blogs, tutorials events. Humor TikTok
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Alejandra 4.2 Entertainment, 4.519 Actors and actresses'
Jaramillo millones  comedy, shows, emotional well-being, Instagram
Lopez family. movies, and videos.

When respondents were asked how often they consume content from YouTubers or
influencers, 36,2% do so “daily”’; while 30.5% do so “rarely”; 18.6% said they do so
“weekly”; and only 9.6% said they do so “monthly”. The same participants answered
which is the main social network through which they follow their favorite influencers,
and 48.6% said they do it through TikTok; 24.3% chose Instagram; and 20.3% use
YouTube; the remaining 6.8% selected other social networks.

Respondents were asked what type of content they find most appealing that is shared
by influencers and, 37.3% selected “entertainment, music and sports”; followed by
14.1% who said “beauty, fashion, fitness and dance™; 9.6% chose “current news and
politics”; 6.8% for “video games/ games”; 5.6% for “educational and tutorial content™;
4.5% went for “health, family and self-help”, 4% mentioned “movies, science technol-
ogy, travel and tourism”; 2.3% for “food/drinks and Lifestyle/ trends”; 1.7% for “de-
sign/art/culture and animals/pets”; the remaining 6.2% for other types of engaging con-
tent on social networks, as seen in Figure 1.

‘ Entertainment/Music/Sports

‘ Educational content/Tutorial
Current news and politics
/ . Lifestyle and Trends
\7 ‘ @ Beauty/Fitness/Dance

@ Food/Drinks/Fashion
@ Health/Family/self-help

. Animals/Pets

Fig. 1. The most attractive type of content shared by influencers.

It was also asked whether the content of influencers provides educational elements
in social networks and 44.1% of respondents’ answers “yes, but in part”; 23.7% said
that the content of influencers is “not very educational”; 13.6% said “yes, signifi-
cantly”; and 11.9% mentioned that the content of influencers “does not provide educa-
tion”; the remaining 6.8% said they had not evaluated the content of influencers in so-
cial networks. When participants were asked how reliable they consider the information
shared by influencers on social networks, 55.9% responded “regular”; 18.1% men-
tioned “not very reliable”; 14.1% “reliable”; 9% “very reliable”; and the remaining
2.8% “not at all reliable”.

However, there are several reasons that Internet users have for following influencers
or youtubers on social networks; and when asked what they are, 30.5% said “The qual-
ity of the content”; 25.4% indicated that it is “the entertainment provided by the influ-
encers”; 16.9% said it is “the way they messages and advice they provide to their fol-
lowers”; 7.9% indicated that it is “the recommendations they give to their followers”;
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16.9% indicated that it is "the way they communicate and the provide to their follow-
ers”; 7.9% indicated that “by recommendations from other friends”; and 3.4% “the in-
fluencers on educational trends”. (See Figure 2)

@ 't motivates and inspires me

@ 'tinforms and educates me

It entertains me without
major defects.

@ !t generates doubts and
uncertainties in me.

. It causes me fear, stress,
and anger.

@ ! don't notice any effects

15,8%

Fig. 2. Internet users’ reasons for following influencers through social networks

The 177 participants responded to the question “How do you interact with the con-
tent of your favorite influencers?”” and 43.5% responded that they “only visualize with-
out interacting”; 28.2” selected “comment and like”; 13.6% indicated that they “share
the content”; 8.5% “do not interact at all”; and the remaining 6.2% indicated that they
“follow their favorite influencers’ live streams and /ives” Respondents were also asked
if they participate in communities or forums related to their favorite influencers and
53.1% indicated that they “do not participate”; 19.2% “just read without participating”;
9.6% for both “yes, actively” and “yes, occasionally”; and the remaining 8.5% re-
sponded “no, but I am interested in joining”. Do you identify with the values or life-
style promoted by the influencers, was the 18" question asked to the participants and
52% answered “neither agree nor disagree”; 19.2% said “agree”; 11.9% said “totally
agree”; 10.2% “disagree”; and the remaining 6.8% “totally disagree”. The same re-
spondents showed the personal security they use in their daily lives when applying in-
formation they receive and learn from influencers and 55.4% responded “neutral”;
16.4% “very insecure”. And when asked how the content published by the influencers
consumed by Internet users affects them emotionally, the response of 45.2% of the par-
ticipants was “it entertains me without major effects”; 18.6% responded “it motivates
and inspires me”’; 15.8% said “it informs and educates me”’; 11.9% mentioned “I do not
perceive and effect”; 6.8% said “it generates doubts or uncertainties”; and the remain-
ing 1.7% said “it causes me fear, anger and stress”. (See figure 3)
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. Quality content
. The way of Communication/Personal
style.
Recommendations of other friends
. The entertainment they bring
. The influence of educational trends

. Messages/suggestions they bring

. Others

16,9%

Fig. 3. Types of emotions in Internet users due to influencers’ publications

Respondents also answered the question that asked how often they share content
they receive from their favorite social media influencers, and the answer of 28.8% was
“occasionally”; 22% said “rarely”; 17.5% were selected for both “frequently” and
“never”; and the remaining 14.1% answered “very frequently”. But, in the penultimate
question of the survey, 32.2% said they feel “little involved” in response to how “in-
volved”; 18.1% indicated “not at all involved”; 12.4% “very involved”; and only the
remaining 8.5% said “it depends on the topic”.

Question 24 of the survey explored improvements in information or topics of interest
that users, followers, netizens and liquid audiences would like to be addressed today,
as influencers and youtubers disseminate content through social networks, and 26.6%
indicated “more educational and formative content” in the first place; 25.4% selected
“more information on current affairs and culture”; 14.1% indicated “ interactive and
collaborative content”; 13.6% asked for “more mental health and wellness topics™;
10.2% for other topics of interest; and just 10.2% would like their influencers to share
content on “motivation and entrepreneurship”, as shown in Figure 4.

At the end of the questionnaire, respondents were asked to write down the name of
their favorite Ecuadorian youtubers or influencers and to comment on their reasons for
following them on social networks; participants repeatedly mentioned the most recog-
nized influencers such as Alex Vizuete, Luisito comunica, Sorbito de opinion, Ec-
uavisa, Enchufe Tv, Pelado puro chocolate, Luciana Guschmer, Gala Alvear, La Palo-
mifia, Doctor Byter, Andrés Crespo, Valeria Aguilar, Jorge Ron, Kike Jav, Vegetta 777,
Mr. Neast, Ded Ded Moro, Sefior Pelo, Party Crashers, Legacy Under, Shayy, Merg,
Fede AG, Sinister Bart, Jacl Penaloza, Apharad, Onion boy Animations, Querxes, Esos
4 Puiios, Underdogs Gaming, KWA, Dobla2, Werlyb, Kelly and David, Gina Lopez,
Jordy Wilo, Luciana, Gilian Mieles, May Uno, Tia Anita, El doctor Puig, La Brandon,
Laviignia Valbonesa, Daniel Bernal, Pelado Wi-Fi, and Lady Noboa, Farid Doeck, Ivan
Frahe, among others.
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@ More training/educational content

. More information on current affairs
and culture

Interactive and collaborative content

@ WMore mental health/wellness topics

. Motivation/Entrepreneurship

. Others

Fig. 4. Topics of interest requested by followers of favorite influencers.

4 Discussions and conclusions

The research evidenced the constant growth and presence of new influencers that or-
ganically appear in social networks and digital platforms on the Internet, applying edu-
communication strategies that have an impact on their followers and liquid audiences.
Despite following influencers for their diverse content on social networks, liquid audi-
ences only limit themselves to reading and observing the content without interacting or
getting involved because they consider that there is no interest in doing so; in other
words, there is no significant impact that influencers can have on the perception of their
followers, basically on educational, cultural and social issues.

When asked if they had anything new from the content posted by influencers on
social media, 45.2% responded that they had, but only occasionally; 23.7% said they
had done so on multiple occasions; and 16.4% said they had not learned anything but
were interested in doing so. This would have a significant impact on the perception of
internet users on cultural and social issues, as pointed out by more than 77% of partic-
ipants.

The research showed that one of the main reasons for following Ecuadorian influ-
encers such as Don Day on social media is because, through drama, he has managed to
keep many children and teenagers busy with recreational activities that steer them away
from bad habits. Meanwhile, Veroénica Sagfiay, an indigenous Ecuadorian influencer
who is proud of her roots and has been a victim of bullying in the past, managed to
overcome her struggles and is now an entrepreneur working in national television
abroad. Sahe is a source of pride and an example to follow through her content.

Internet users and users follow their favorite influencers with daily frequencies on
TikTok, as the favorite and number one social network, followed by Instagram,
YouTube and Facebook. And although the most attractive types of content shared by
influencers vary from entertainment, music, sports, beauty, fashion, fitness, dance,
news, video games, health, etc.; liquid audiences believe that the videos shared by their
favorite influencers should be produced with more content that provides educational,
formative and cultural elements to teach and share academic knowledge.

However, the formats and presentation of content offered by influencers on social
media are mediocre and offer little or no innovation for 60% of respondents. However,
94% of the same respondents indicated that such content should include educational
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and training components that contribute to the teaching and learning processes of inter-
net users and fluid audiences.

In addition to this, the not very innovative formats applied by influencers to share
knowledge cause personal insecurity in liquid audiences when receiving the infor-
mation shared on social networks, generating doubts and uncertainty, fear, anger, and
stress. However, one of the main reasons to follow influencers, such as Don Day, on
social networks is through dramatic art, he has been able to take many children and
teenagers to keep them busy in playful activities that keep them away from bad habits.

The study concludes that the main motivations that Internet users have for following
their favorite influencers range from the excellent quality of the content they publish,
the authenticity of the stories, messages and advice they provide to entertainment and
playful recommendations; while the opposite occurs when the information published is
not very educational, novel or innovative, and does not meet the demands and require-
ments of Internet users.

References

1. Harrigan, P., Daly, T. M., Coussement, K., Lee, J. A., Soutar, G. N., & Evers, U. Identifying
influencers on social media. International Journal of Information Management, 56, 102246.
https://doi.org/10.1016/j.ijinfomgt.2020.102246 (2021).

2. Dialnternacionalde.com. 3Weeks Agencia de Cultura y Aprendizaje. Dia del Influencers:
https://n9.cl/2yljx. (30 de noviembre de 2022).

3. Pucha-Vinueza, C. S. Creacidn sobre narrativas digitales sobre los peligros y amenazas en
la red usando herramientas de inteligencia artifical. Ecociencia, 10, 91-113.
https://doi.org/10.21855/ecociencia.100.866 (2023).

4. Iriarte-Solano, M., Juca-Aulestia, José Andrade-Vargas, L., & Riofrio-Leiva, V. YouTube
and Instagram Applied to e-Learning. En K. Abad, & S. Berrezueta, Doctoral Symposium
on Information and Communication Technologies. Second Doctoral Symposium, DSICT
2022 Manta, Ecuador, October 12—14,2022 Proceedings (pags. 173-183). Cuenca: Springer.
https://doi.org/10.1007/978-3-031-18347-8 (2022).

5. Cortés-Quesada, J. A., Barcelo-Ugarte, T., & Fuentes-Cortina, G. Estudio sobre el consumo
audiovisual de la Generacion Z. Fonseca Journal of Communication, 32, 19-32.
https://doi.org/10.14201/jc.28216 (2022).

6. Rivera-Rogel, D., Rodriguez-Hidalgo, C., Beltran-Flandoli, A. M., & Cérdova-Tapia, R.
Narrative of Young YouTubers From the Andean Community and Their Media
Competence. Media and Communication, 10 (Issue 1), 272-285.
https://doi.org/10.17645/mac.v10i1.4771 (2022).

7. Gonzalez-Criollo, M. J., & Velasquez-Benavides, A. V. YouTubers y su influencia digital.
Caso de estudio: Ecuador y Colombia. Conference: CISTI 2019, 1-6. https://n9.cl/k2akg
(2019).

8. Suing, A., Salazar, G., & Ortiz, C. Are Latin American YouTubers Influential? Springer
Nature Switzerland, 341-348. https://doi.org/10.1007/978-3-030-02351-5_39 (2019).

9. Gil-Quintana, J., Leon, E. V., Osuna-Acedo, S., & Marta-Lazo, C. Nano-Influencers
Edutubers: Perspective of Centennial Generation Families in Spain. Media and
Communication, 10(Issue 1), 247-258. https://doi.org/10.17645/mac.v10i1.4760 (2022).

10. Lozano-Blasco, R., Mira-Aladrén, M., & Gil-Lamata, M. Redes sociales y su influencia en
los jovenes y nifios: Analisis en Instagram, Twitter y YouTube. Comunicar (74), 1-13.
https://doi.org/10.3916/C74-2023-10 (2023).


https://doi.org/10.1016/j.ijinfomgt.2020.102246
https://n9.cl/2yljx
https://doi.org/10.21855/ecociencia.100.866
https://doi.org/10.1007/978-3-031-18347-8
https://doi.org/10.14201/fjc.28216
https://doi.org/10.17645/mac.v10i1.4771
https://n9.cl/k2akg
https://doi.org/10.1007/978-3-030-02351-5_39
https://doi.org/10.17645/mac.v10i1.4760
https://doi.org/10.3916/C74-2023-10

174

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

C. Andrade-Martinez

. Le6n-Vega, L., Avalo-Rocca, G., Espinoza-Alcivar, E., Sorhegui-Ortega, R., & Vergara-

Romero, A. Tax implications of influencer income in Peru through social media Platforms.
Amazonia Investiga, 13(79), 71-81. https://doi.org/10.34069/A1/2024.79.07.6 (2024).
Villegas-Simon, 1., Fernandez-Rovira, C., Giraldo-Luque, S., & Bernardi, A. Radiography
of microinfluencers in the digital platform economy: dissatisfaction, free labor and unequal
remuneration.  Revista  Latina  de  Comunicacion  Social  (80), 452-474.
https://www.doi.org/10.4185/RLCS-2022-1805 (2022).

Martinez-Fresneda, H., & Correa, L. Z. Study of the profiles on TikTok of El Mundo, El
Pais, ac2alityespanol and La Wikly to analyze the informative opportunities of this social
network for the young audience. Revista Latina de Comunicacion Social (82), 1-13.
https://www.doi.org/10.4185/rlcs-2024-2180 (2024).

Lala-Tenelema, N. 1., & Torres-Toukoumidis, A. Influence of “TikTok” on Music and
Fashion in Ecuadorian Youth. Case Zhud Parish. En D. Ibafiez, L. E. Castro, Puentes-Rivera,
& L.-L. 1., Communication and Applied Technologies. I[COMTA 2023. Smart Innovation,
Systems and Technologies (pags. 519-522). Singapore: Springer.
https://doi.org/10.1007/978-981-99-7210-4_48 (2024).

Vizcaino-Verdu, A., Aguaded, 1., & Ortega-Tudela, J. M. “No moral integrity”: Influencer
sharenting and parental protective perception. Analisi: Quaderns de Comunicacio i Cultura
(69), 11-31. https://doi.org/10.5565/rev/analisi.3611 (2023).

Castillo-Abdul, B., Romero-Rodriguez, L. M., & Balseca, J. Hola Followers! Content
Analysis of YouTube Channels of Female Fashion Influencers in Spain and Ecuador. SAGE
Open, 1-14. https://doi.org/10.1177/21582440211056609 (2021).

Boada, M., Patifio, Y., Jaramillo, S., & Salazar, H. Impact of Strategic Social Media Use on
the Efficiency of Administrative Process Ecuadorian SMEs. Open Access Library, 11,
e12175. https://doi.org/10.4236/0alib.1112175 (2024).

Palacios-Molina, D., Ponce-Andrade, J., Plama-Avellan, A. M., & Villafuerte-Mufioz, W.
“Los influencers y su aporte en las motivaciones de compra de la poblacién millennial de
Manabi—Ecuador. Revista Observatorio de la Economia Latinoamericana, ISSN: 1696-
8352. https://n9.cl/80k1a (2020).

Li, J., & Adnan, H. M. Exploring the Role of Productive Audiences in Promoting
Intercultural Understanding: A Study of Chinese YouTube Influencer Lizigi's Channel.
Studies in Media and Communication, 11(4), 173-184.
https://doi.org/10.11114/smc.v11i4.6021 (2023).

Abidin, C., & Ots, M. Influencers Tell All? Unravelling Authenticity and Credibility in a
Brand Scandal. En M. Edstrom, A. T. Kenyon, & E.-M. Svensson, Blurring the Lines
Market-Driven and Democracy-Driven Freedom of Expression. 153-161. Sweden:
Nordicom. (2016).

Gonzélez-Carrién, E.-L., & Aguaded, 1. The most influencer Instagrammers from Ecuador.
Universitas, Revista de Ciencias Sociales y Humanas de la Universidad Politécnica
Salesiana del Ecuador (31), 147-162. http://doi.org/10.17163/uni.n31.2019.08 (2020).
Balsebre-Torroja, A., Ortiz-Sobrino, M.-A., & Soengas-Pérez, X. Radio crossmedia y radio
hibrida: la nueva forma de informarse y entretenerse en el escenario digital. Revista Latina
de Comunicacion Social (81), 17-39. https://doi.org/10.4185/RLCS-2023-1848 (2023).
Gonzalez-Carrion, E. Instagramers: prosumers en la era global. Adolescentes, humor y
competencia medidtica en los prosumidores emergentes. [Doctorado Interuniversitario en
Comunicacion. Linea Educomunicaciéon y Alfabetizacion Mediatica] Universidad de
Huelva-Espaiia. https://rabida.uhu.es/dspace/handle/10272/20183 (2021).

Velepuche Gavilanes, F. Diserio de un plan estratégico de marketing digital para fidelizar
a los clientes de la empresa Zona Franka y aumentar el volumen de ventas. Quito: [Tesis de
Maestria Universidad de las Américas]. https://n9.cl/anf7sh (2023).

Nivicela, J. M. Analisis discursivo, desde un enfoque de género, de la representacion del
cuerpo femenino en el programa televisivo “De Boca en Boca”. Cuenca: [Tesis en Ciencias


https://doi.org/10.34069/AI/2024.79.07.6
https://www.doi.org/10.4185/RLCS-2022-1805
https://www.doi.org/10.4185/rlcs-2024-2180
https://doi.org/10.1007/978-981-99-7210-4_48
https://doi.org/10.5565/rev/analisi.3611
https://doi.org/10.1177/21582440211056609
https://doi.org/10.4236/oalib.1112175
https://n9.cl/80k1a
https://doi.org/10.11114/smc.v11i4.6021
http://doi.org/10.17163/uni.n31.2019.08
https://doi.org/10.4185/RLCS-2023-1848
https://rabida.uhu.es/dspace/handle/10272/20183
https://n9.cl/anf7sh

26.

27.

28.

Educommunication of Youtubers and Media Influencers and its ... 175

de la Comunicacion Social en Periodismo y Comunicacion Digital. Universidad de Cuenca].
https://n9.cl/kh9cc (2023).

Sandoval-Casilimas, C. Programa de especializacion en Teoria, Métodos y Técnicas en
investigacion social: Investigacion Cualitativa. Bogota: Arfo Editores.

Arias, F. G. (2012). El Proyecto de Investigacion: Introduccion a la metodologia cientifica
6 Edicion. Caracas: Episteme C.A. (2002).

Hernandez-Sampieri, R., Gernandez, C., & Baptista, P. Metodologia de la investigacion.
(6ta. ed). Meéxico: McGraw-Hill/Interamericana  Editores, S.A. de C.V.
https://bit.ly/3i2AMAB (2014).

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's

Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.


https://n9.cl/kh9cc
https://bit.ly/3i2AMAB
http://creativecommons.org/licenses/by-nc/4.0/

	Educommunication of Youtubers and Media Influencers and its Impact on Liquid Audiences on Instagram, YouTube, and TikTok



