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ABSTRACT

This study analyses self-presentation practices and profiles among Spanish teenagers
on Instagram and TikTok. Both of these online spaces prioritise and promote visual
publications, are structured to allow feedback on self-presentation, and offer the user
filters both to control self-image and to target specific audiences. Three research
questions guided the methodological process for the twofold analysis of
self-presentation practices on social networks: an exploratory factor analysis to
identify latent factors among these practices; and a descriptive analysis of the profiles
identified by gender and age. Results indicate that adolescents’ self-presentation
practices were related to three different factors: social validation; authenticity; and
image control. One of the most outstanding results is that self-presentation practices
could be less guided by social feedback, since the number of followers or likes was
irrelevant for most adolescents, and that adolescents increasingly tend to be guided
by innovative predispositions of truthfulness. In turn, conclusions suggest that teens
need to be equipped with suitable self-representation practices for safe and
sustainable identity narratives on social networks, since the global COVID-19
pandemic has exponentially increased both the usage and the time spent on social
networking sites, enlarging the availability of spaces for adolescents to express
themselves and build their identities through different self-representation practices.

Keywords ADOLESCENTS, DIGITAL IDENTITY, SELF-PRESENTATION,
INSTAGRAM, TIKTOK

1 INTRODUCTION
The ongoing global pandemic, whilst consolidating trends and uses, has generated an
extraordinary exponential growth worldwide of activity on the internet and social network-
ing (SN) platforms: more than half of the world now uses social media, of those users, 316
million new users have come online during the last 12 months (Datareportal, 2021). The
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growth experienced by a variety of SNplatforms has resulted inmulti-networkingwith users
turning to particular platforms for specific needs. These platforms have offered young peo-
ple opportunities for the presentation of new lifestyles as well as for behavioural changes in
interaction, publishing and consumption. In the case of Spain, where this study took place,
80% of the total population is already on at least one social network (WeAreSocial, 2021)
and 47.7% of children below 15 years of age use Instagram, TikTok ranking second with
37.7% (Statista, 2021).

A range of studies have illustrated how adolescents have already become a generation
of connected users (García-Umaña & Tirado-Morueta, 2018; Huang & Su, 2018; Malo-
Cerrato, Martín-Perpiñá, & Viñas-Poch, 2015; Vidales-Bolaños & Sádaba, 2017) with
intensive usage in their preferred SN platforms, such as Instagram or TikTok (Brailovskaia,
Schillack, & Margraf, 2020; Carpenter, Morrison, Craft, & Lee, 2020; Dilon, 2020;
Fondevila-Gascón, Gutiérrez-Aragón, Copeiro, Villalba-Palacín, & Polo-López, 2020;
Lázaro-Niso, 2020; Torrecillas-Lacave, Vázquez-Barrio, Suárez, & Fernández-Martínez,
2020; Zuo & Wang, 2019). From this evidence, our study examines the specific intensive
use of these SN platforms by adolescents as spaces that enable them to express their identity.
Together with motives for communication and socialisation, the younger generations see
SNs as opportunities to convey and construct their identities (Albarello, Crocetti, & Rubini,
2018; Bell, 2019; Carpenter et al., 2020; Ditchfield, 2020; Yang, Holden, & Carter, 2018).
Through the different self-presentation practices available on SNs, adolescents learn to
increase the possibilities of experiencing their identity expression, since social expositions
and validation are expanded to wider audiences and consequently supply wider feedback.

This paper firstly considers theories of self-presentation in adolescence (among which
stand out those ofGoffmand, 1959 ; Erikson, 1959; Boyd, 2007; Gee, 1999; andDavies, 2014)
in order to analyse to what extent self-presentation practices, norms and techological affor-
dances provided by SN platforms questions developmental factors, andwhich of themdiffer
from how adolescents’ online behaviour compared to the offline behaviour. Social network-
ing not only enlarges the chances to explore and deploy different identities but also encour-
ages users to be concerned with authenticity and commitment to sustainable images and
identities. Secondly, the technological affordances offered by these two SN platforms which
enjoy so much popularity among adolescents are considered regarding the different self-
presentation practices promoted. Then, data from a sample of adolescents are examined to
explore practices and profiles associatedwith the intensive users of both SNplatforms, some
educational implications in line with responsible uses by adolescents being finally raised to
conclude.

1.1 Self-Presentation Theories for Online Identity Construction in
Adolescence

Self-presentation refers to practices used to convey an impression of the self by control-
ling personal information to represent a preferred self-image (Goffman, 1959). The idea of
constructing and sustaining a way of being and belonging during adolescence may be asso-
ciated with subjective feelings and the experience of social connections and interactions,

Journal of New Approaches in Educational Research, 11(1) | 2022 | https://doi.org/10.7821/naer.2022.1.797 50

https://doi.org/10.7821/naer.2022.1.797


Hernández-Serrano, María José; et al. Analysis of Digital Self-Presentation Practices

in line with the discourse identity theory (Gee, 1999). As noted by Kay (2018), the rele-
vance of social context for adolescent self-presentation becomes expanded and heightened
online; the sense of selfhood not only develops through what individuals subjectively feel or
anticipate about themselves but also because of the ways in which online social learnings,
socialisations and transactions permanently affect this self-presentation while inhabiting
roles, or positions that matter to them, or their social group (Mclay & Renshaw, 2019). In
this sense, Davis (2013, 2014) described how received feedback and validation from oth-
ers online are likely to affect clarity and judgement in choosing self-expression practices.
Social approval is seen at this age as one of themain goals for self-presentation online which
determine either identity exploration and commitment (Boyd, 2007; Davis, 2014). Social
position and degrees of social interaction are perceived as status markers of social belong-
ing (Marcia, 2002) when it comes to the confirmation of one’s own identity by other people,
with cues about what seems socially appropriate or is observed in others (Davis, 2013; Her-
ring & Kapidzic, 2015).

Besides the social factors, the preferences and the deployment of different self-
presentation practices could also be influenced by situational or contextual conditions
which invite adolescents to opt for a different identity performance (Yang et al., 2018).
The architectural configurations of digital platforms will most probably also be offering
opportunities for identity construction, such as editable affordances to perfect a user’s
identity profile (Ditchfield, 2020), tactics to exploit likeability (Hong, Jahng, Lee, & Wise,
2020) or the self-promotion of only the positive aspects of user identity (Scott & Fullwood,
2020). Ideal and favourable presentations of themselves correspond to anothermain goal of
self-presentation, described as image control (Omarzu, 2000; Valkenburg & Peter, 2011) or
management of the impression caused (Herring & Kapidzic, 2015) from which projections
of real or fake identities can be amplified on digital spaces. This control is operated through
various online practices such as opportunities to present multiple and different identities
on several platforms, or via different profiles on a single platform, as well as the possibilities
to filter the audiences who can see those personal profiles or publications.

Management and control possibilities for online image impression, together with
anonymity, are recognized in some studies carried out over the last decades to be related to
risks and fake identities. The overused focus on risks to youth online lead to a certain level
of moral panic that has subsequently been criticised (Boyd, 2007). In this vein, Turkle’s
vision of social networks as “social laboratories” to experiment with a multiplicity of
selves has challenged researchers to reconsider whether the current younger generations
are taking less and less advantage of the refinement or polished possibilities available
online (Davis, 2014). Nowadays, authenticity values could prevail over multiplicity and
fake self-presentations, since excessive or drastic changes and versions have started to be
culturally rejected by peers (Hong et al., 2020; Mascheroni, Vincent, & Jimenez, 2015). As a
result, adolescents might begin to prefer non-elaborated versions of themselves, extending
or connecting their offline identity to overlap in the context of their online spaces. Users
are looking for consistency, based on a sustained standard in self-image, which entails an
innovative commitment-making during the process of self-presentation (Crocetti, Rubini,
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Branje, Koot, & Meeus, 2016). More importantly, this commitment could be guided as
an inner goal showing an authentic sense of identity (Ditchfield, 2020), peer-guided by
dealing with others’ reactions (Albarello et al., 2018) or encouraged by technologies, since
some of them explicitly ask users to provide truthful personal information (Herring &
Kapidzic, 2015).

1.2 Self-Presentation Practices of Adolescents on Instagram and
TikTok

Even though there are similar features, such as prioritising visual publications (posts), each
SN can promote or limit different practices for users’ self-presentation; this study refers to
the most popular SNs among Spanish adolescents which are described as follows.

Instagram is a popular social networking application designed to share photos and
videos online through which they can be edited using filters and digital retouching (WeAr-
eSocial, 2021), thus offering control over self-presentation. The prioritisation of visual con-
tent not only promotes aesthetic values but also shows different lifestyles through posts
about everyday life. The Stories Option allows the posting of content that disappears the
next day, consequently encouraging the audience’s frequent connection to keep up to date
with the content posted by the followers of this social network. It facilitates control of
selected audiences, turning this application into an attractive tool for young people (Arriaga,
Marcellán, & Reyes, 2016). According to Marcelino (2015) , young people value Instagram
because it conveys a sense of freedomof expression. Likewise, the reasons young peoplemay
prefer to use this application include: compilation of important life situations, social inter-
action, gossip through anonymity and self-expression (E. Lee, Lee, Moon, & Sung, 2015;
Prades &Carbonell, 2016). Remarkably, some studies refer to personal gratification derived
from sharing photographs and feeling valued when they are positively received, by creating
common interests (Ting, Wong, Run, & Choo, 2015).

TikTok stands out as another of the most popular social networks among adolescents.
It offers them the possibility to design, edit and share short videos, to which filters can
be applied, and which can be accompanied by songs, predominantly current music
trends, but also other genres. Simple and intuitive, this application promotes creativity
in self-presentations, additionally inspiring others to copy or beat it, by means of chal-
lenges (Lázaro-Niso, 2020). It allows setting up accounts restricted to private audiences,
approving or rejecting followers’ access to certain personal content, and enabling users
to control who can view and rate posts. According to Zuo and Wang (2019), during
the process of constructing their own identity, Tik Tok users understand and reflect on
themselves because of the processes of recognition in others, of what they think and how
they are appearing. Moreover, their own identity and self-representation are validated and
complemented through the interaction with other users. TikTok users also divide them-
selves into groups based on their interests, initiate challenges suggested by the platform
and meet with groups who share similar hobbies, thus strengthening the sense of group
identity and belonging.
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1.3 Purpose of the Study and Research Questions
The aim sought with this paper consists in examining how adolescents are harnessing the
digital opportunities provided by SN platforms for self-presentation. Analysis is offered
on self-presentation practices and profiles in two of the most popular SN platforms among
Spanish adolescents: Instagram and TikTok. Our interest is justified by the fact that both
digital spaces are structured to promote different practices for presenting one’s image, in
addition to allowing feedback for and by users and offering the chance tomonitor both self-
presentation and audiences. Three ResearchQuestionswere defined to achieve the aforesaid
aim:

• RQ1: What are the most frequent self-presentation practices of adolescents on Insta-
gram and (on) TikTok?

• RQ2: Can these self-presentation practices on Instagram and TikTok be related to
differential profiles?

• RQ3: If the answer to RQ2 is positive, do significant differences by age or gender exist
among Instagramers’ and Tiktokers’ profiles?

2 METHODS
Within the context of a national research project a questionnaire was designed in four
dimensions to measure the online adolescent interactions aimed at their identity build-
ing and the hyperconnection risks, for which purpose we examined variables from three
dimensions: 1) socio-demographic variables (age, gender); 2) online connection scenarios
and uses (social networks); and 3) ten self-presentation practices. The operationalisation of
these dimensions relied on concepts and variables that had emerged in a previous qualita-
tive phase (Muñoz-Rodríguez, Fincias, González, & Hueso, 2020) using Likert-type scales
and dichotomous questions. After a pilot-test, a 19-item final questionnaire was adminis-
trated online during November 2020, obtaining a satisfactory index for internal consistency
(Cronbach’s Alpha = 0.713).

The final sample consisted of 2,066 students (with 57.2 of females and 42.8% of males)
aged 12 to 18 and grouped for this study into three ranges: 1) 12-to-14-year-olds with
the highest proportion (39.2%); 2) 15-to-16-year-olds (38.5%); and 3) 17-to-18-year-olds
(22.3%).

The procedure to select user types was based on section 2) in the questionnaire; for each
SN, participantswere asked to specifywhether theymade an ‘intensive use’ (on a continuous
basis to post videos, photos or comments); a ‘limited use’ (less frequently and to review
information from others); or ‘no use’ at all. Firstly, adolescents were divided into Instagram
users (n=1,754; 84.9% from N= 2,066) and TikTok users (n=1,388; 67.2%). Then, for the
selection of intensive users, for Instagram n=1,124, 54.4% were intensive users and 30.5%
limited, whereas for TikTok n=665, 32.2 %were intensive users and 35% limited. Regarding
to RQ1, and seeking to verify whether the practices on these two SNs are different or similar,
separated analyses were run with the two subsamples of intensive users.
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As for RQ2, according to López-Aguado andGutiérrez-Provecho (2019), an Exploratory
Factor Analysis (EFA) using the IBM SPSS Amos v.26 software served to identify unobserv-
able latent factors in the set of variables that described the “self-presentation practices” (with
10 items) whichwere understood to be theoretically related according to the previours stud-
ies. Factors would describe intensive users’ practices by replicating the EFA process on both
platforms. Finally, profiles were identified to answer RQ3 in terms of gender and age-based
differences.

3 RESULTS
In order to compare the data corresponding to the self-presentation practices for the two
selected SNs (for RQ1) percentages of agreement were arranged in Table 1, in which inten-
sive users practices are positioned with similar behaviours or attitudes (see Table 1). Exam-
ples include the following: adolescents do not care about the number of followers (item 2),
likes or views (3). They also share the most realistic versions of themselves (9) with real
photos (4), from which they prefer to be recognised (5). Other identified practices with
more variability divide the sample into two halves: those who have different profiles (1),
share real personal information (6) and forward/share other posts instead of publishing
their own content (8); and the ones who could behave otherwise. Finally, in the items refer-
ring to practices of filtering, either their version of the self/themselves (10) or the audiences
for which they publish personal content (7), two thirds of the sample agreed that this was
not a common practice. No statistically significant differences appeared between practices
found for Instagram and TikTok intensive users.

For RQ2, a first factorial analysis was run with the 10 items measuring self-presentation
practices that covered the total sample N= 2,066 and sought to explain the maximum per-
centage of variance observed in each item from a smaller number of components. The facto-
rial analysis was replicated in the two subsamples of Instagram and TikTok intensive users,
considering the different technological configurations used in each SN to provide different
self-presentation practices. The KMOs of all three groups turned out to be adequate and
presented a significant level of sphericity for every sample (p less than 0.001) (see Table 2),
which allowed us to confirm the adequacy of the exploratory process.

The principal components method with orthogonal rotation (varimax) and Kaiser nor-
malisation was initially applied to the main sample, then to Instagramers, and finally to
TikTokers. Firstly, in the main sample, three components were selected according to the
total explained variance of 59.760% considered as an adequate proportion (Hair, Anderson,
Tatham, & Black, 1999). In an effort to avoid rotational indeterminacies and to favour the
subsequent interpretation of the factors (Lorenzo-Seva & Ferrando, 2013), it was deemed
appropriate to apply the independent cluster basis (I-CB) condition (Mcdonald, 2005),
which recommends that each factor should be defined by at least two items per factor if those
items are theoretically related. Lorenzo-Seva and Ferrando (2013) also advise researchers to
distinguish the major common factors to retain for more interpretability, bearing in mind
to avoid those items whose factor loadings had not exceeded the value of 0.40 (Nunnally &
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Table 1 Percentages of agreement for “self-presentation practices” among intensive users of Instagram and TikTok

Disagree Agree
f % f %

1. I have several profiles Instagram 598 53.2 526 46.8
TikTok 344 51.7 321 48.3

2. The number of followers matters to me Instagram 951 84.6 173 15.4
TikTok 563 84.7 102 15.3

3. The number of likes or views matters to me Instagram 963 85.7 161 14.3
TikTok 574 86.3 91 13.7

4. I use my real photo on my social networks Instagram 269 23.9 855 76.1
TikTok 145 21.8 520 78.2

5. I prefer to use real data or photos to be recognised Instagram 251 22.3 873 77.7
TikTok 142 21.4 523 78.6

6. I share real personal information (photos, location(s), hobbies) Instagram 592 52.7 532 47.3
TikTok 330 49.6 335 50.4

7. I filter contacts to control who can see my information Instagram 778 69.2 346 30.8
TikTok 451 67.8 214 32.2

8. I share what others post Instagram 615 54.7 509 45.3
TikTok 359 54.0 306 46.0

9. I share myself just like in real life Instagram 263 23.4 861 76.6
TikTok 155 23.3 510 76.7

10. I use filters to give a better version of myself Instagram 740 65.8 384 34.2
TikTok 431 64.8 234 35.2

Note: Sample n Global = 2.066; n Instagram= 1.124; n TikTok= 665; *% = On social network

Table 2 KMO and Bartlett’s tests for the EFA

All SNs Instagram TikTok
Kaiser-Meyer-Olkin
measure of sampling
adequacy

0.669 0.669 0.679

Bartlett’s sphericity test Aprox. X2 241722810596156,000 127869895271685,000 764834872500745,000
df 28 28 28
Sig. 0.000 0.000 0.000

Note: Total Sample N = 2.066; Instagram N =1.124; TikTok N=665

Bernstein, 1994). Table 3 presents both the items and their loads; the item “I share myself
just like in real life” (9) was the only one that gave factor loadings on one factor (Global=
0.836; Instagram= 0.889; TikTok=0.914). Since the factor loadings of the item “I use filters
to give a better version of myself ” (10) were lower than 0.40 on all the networks, both items
were eliminated, reducing into 8 items, with same considerations when replying for the two
samples of Instagramers and TikTokers (see Table 3).

Three factors were obtained for the global sample (Table 3) thus stating considerations
raised in the theoretical framework. The first factor groups together the variables that indi-
cate the use of real personal information on social networks, not only data but also pho-
tographs, hobbies and locations, which can be named as actions and practices to achieve
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Table 3 Factorial loads in the global sample (n= 2,066)

Items Component
Factor 1 Factor 2 Factor 3
Authenticity Social Control

5. I prefer to use real data or photos to
be recognised

0.857 0.003 -0.009

4. I use my real photo on my social net-
works

0.838 0.067 0.140

6. I share my real personal information
(photos, locations, hobbies)

0.533 0.147 0.502

2. The number of followers matters to
me

0.054 0.864 0.062

3. The number of likes or views matters
to me

0.049 0.860 0.078

8. I share what others publish 0.040 0.050 0.716
7. I filter contacts to control who can
see my information

0.011 -0.059 0.611

1. I have several profiles on one social
network

0.174 0.217 0.534

Cronbach’s alpha α=0.675 α=0.691 α=0.334

Note: Extraction method: Principal Components Analysis. Rotation method: Varimax with Kaiser normalisation. Rotation has converged in 3 itera-
tions.

“authenticity” in the self-presentation (Herring & Kapidzic, 2015). In turn, the second fac-
tor brings together two variables related to the social validation obtained after the presen-
tation (Davis, 2014; Mclay & Renshaw, 2019) according to the relevance of peer validation
in adolescence (Boyd, 2007) and referring number of Likes and followers in SNs, this factor
was tagged as online “social approval”. The last factor gathers the actions of low real self-
presentation in SNs, when adolescentsmainly forwardwhat others post, filter audiences and
recognise to have several profiles to probably present themselves in multiple ways; and was
tagged as “image control” in their self-presentation practices (Ditchfield, 2020; Scott & Full-
wood, 2020) for different aims, such as the exploration of fake identities or impressionman-
agement. Although this last factor obtained a lower Cronbach’s alpha test, it was included
for its connection to the theoretical groundwork explored related to “image control” and for
internal consistency purposes since the three factors in entirety resulted in acceptable val-
ues. Noteworthily, the two items excluded in the factorial analysis could be representative
for Factor 1 (item 9), and for Factor 3 (item 10). No clear association were present, though,
and this inconsistency could indicate adolescents desirability in their answers.

When applying factorial analysis in the subsamples of intensive users for Tiktokers and
Instagramers (see Table 4), the same three factors described for the global sample appeared.
However, two items related to self-presentation practices of control (7, filtering audiences)
and authenticity practices (6, sharing real personal information) were not included accord-
ing to previouslymade decisions on the grounds of dissimilar factor loading representation;
after that, the total variance explained increased up to 71.45% for Instagram and 71.70% for
TikTok, from values of 57% and 59%, respectively. Factor 3 is the same (image control) in
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these analyses; nevertheless, Factor 2 is the obtained first in the global sample (authenticity),
and Factor 1 is the second (social approval).

Table 4 Factorial loads for TikTok and Instagram subsamples

Items Component Instagram Component TikTok
Factor 1 Factor 2 Factor 3 Factor 1 Factor 2 Factor 3
Social Auth. Control Social Auth. Control

3. The number of likes or views
matters to me

0.861 0.854

2. The number of followers
matters to me

0.869 0.851

5. I prefer to use real data or
photos to be recognised

0.884 0.868

4. I use my real photo on my
social networks

0.835 0.862

8. I sharewhat others postmore
than own content

0.821 0.86

1. I have several profiles on one
social network

0.732 0.687

Cronbach’s alpha α=0.680 α=0.676 α=0.391 α=0.666 α=0.688 α=0.399

Note: Extractionmethod: principal components analysis. Rotationmethod: Varimax with Kaiser normalisation. Rotation has converged in 3 iterations.

With regard to RQ3, the factors obtained in Table 4 were saved as new variables, and
values for each participantwere separated into three levels (low,medium, high) according to
previous studies (García-Umaña&Tirado-Morueta, 2018)with the aimof analysing profiles
by age and gender.

In Table 5, no significant age-based differences emerged. Higher percentages remain in
the low category for Factor 1 social approval in both SNs, which means that this could not
be a prerequisite, in general, for online adolescent self-presentation. The highest percentage
corresponded to the age range of 17-to-18-year-olds on TikTok, again in the lower levels
(81.2%). Even percentages of medium and low were inferior and it is noticeable that for
adolescents aged 12-to-14 (early adolescence) the percentages might indicate that they are
more concerned with social feedback and approval in their self-presentation practices on
both SNs. Regarding Factor 2 authenticity, percentages varied, though presenting higher
levels on TikTok, with medium levels being recorded for all age ranges on Instagram. This
means that presenting as authentic probably depends on the respective SN’s affordances.
Nonetheless, the concentration of higher percentages in themediumandhigher levels for all
age ranges could indicate that culturally, adolescents are starting to consider more realistic
presentations on SNs. Finally, for Factor 3 image control, the highest percentages appeared
in the lower levels, with slightly higher levels for the age range of 17-to-18 years, which
means that image control, such as having different profiles on SNs, is bound to decrease
along the age range to both Instagramers and TikTokers.

According to Table 6, it can be stated that apparently there were no differences associ-
ated with gender. Factor 1 social approval is similarly distributed across the lower level in
both genders. However, the higher percentages were found for females in both SNs, which
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Table 5 Factors-values for Instagramers and TikTokers by age

Age Ranges Instagram Age Ranges TikTok
12 - 14 15 - 16 17 - 18 Value (sig.;

df) *
12 - 14 15 - 16 17 - 18 Value (sig.;

df) *
Low 346

(78.8%)
348

(79.6%)
194

(78.2%)
200

(79.1%)
206

(78.3%)
121

(81.2%)
Factor 1. Social Medium 58

(13.2%)
46

(10.5%)
34

(13.7%)
2.664

(0.616;4)
34

(13.4%)
32

(12.2%)
17

(11.4%)
1,250

(0.870;4)
High 35 (8.0%) 43 (9.8%) 20 (8.1%) 19 (7.5%) 25 (9.5%) 11 (7.4%)
Low 126

(28.7%)
144

(33.0%)
72

(29.0%)
61

(24.1%)
72

(27.4%)
36

(24.2%)
Factor 2.
Authenticity

Medium 263
(59.9%)

240
(54.9%)

147
(59.3%)

2.893
(0.576;4)

83
(32.8%)

74
(28.1%)

42
(28.2%)

2,234
(0.693;4)

High 50
(11.4%)

53
(12.1%)

29
(11.7%)

109
(43.1%)

117
(44.5%)

71
(47.7%)

Low 269
(61.3%)

264
(60.4%)

160
(64.5%)

153
(60.5%)

145
(55.1%)

99
(66.4%)

Factor 3. Control Medium 116
(26.4%)

125
(28.6%)

67
(27.0%)

2.975
(0.562;4)

68
(26.9%)

86
(32.7%)

37
(24.8%)

5.989
(0.200;4)

High 54
(12.3%)

48 (11%) 21 (8.5%) 32
(12.6%)

32
(12.2%)

13 (8.7%)

Note: Instagram N =1.124; TikTok N=665; *χ2

means that social feedback could be less important for them. Regarding Factor 2 authentic-
ity, females once again show the highest percentages on both SNs in the higher andmedium
levels, which suggests that female users could be more committed to authenticity, especially
on TikTok. Finally, the percentages for Factor 3 image control revealed that a majority of
intensive users do not care about this, most noticeably among males.

Table 6 Factors-values for Instagramers and TikTokers by gender

Gender Instagram Gender TikTok
Male Female Value

(sig.-df) *
Male Female Value

(sig.-df) *
Factor 1. Social Low 368 (77.3%) 520 (80.2%) 235 (77.3%) 292 (80.9%)

Medium 63 (13.2%) 75 (11.6%) 1.428
(0.490;2)

43 (14.1%) 40 (11.1%) 1.563
(0.458;2)

High 45 (9.5%) 53 (8.2%) 26 (8.6%) 29 (8.0%)
Factor 2. Authenticity Low 146 (30.7%) 196 (30.2%) 74 (24.3%) 95 (26.3%)

Medium 267 (56.1%) 383 (59.1%) 2,011
(0.366;2)

96 (31.6%) 103 (28.5%) 0,808
(0.668;2)

High 63 (13.2%) 69 (10.6%) 134 (44.1%) 163 (45.2%)
Factor 3. Control Low 300 (63.0%) 393 (60.6%) 190 (62.5%) 207 (57.3%)

Medium 121 (25.4%) 187 (28.9%) 1,717
(0.424;2)

77 (25.3%) 114 (31.6%) 3,150
(0.207;2)

High 55 (11.6%) 68 (10.5%) 37 (12.2%) 40 (11.1%)

Note: Instagram N =1.124; TikTok N=665; *χ2
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4 DISCUSSION AND CONCLUSIONS
One of the main outcomes of this study is that self-presentation practices could be less
guided by social feedback than expected because the number of followers or likes did not
matter for most adolescents, according to the evidence obtained in relation to Factor 1 for
Instagrammers and TikTokers. The possibilities of comparing social status, although char-
acteristic on both social networks, become less important, perhaps because, in line with
other studies, such quantitative measures lose their attraction for the younger generations,
who see person-specific effects linked to friendship and closeness as the most relevant fac-
tor (Davis, 2014; Pouwels, Valkenburg, Beyens, Van Driel, & Keijsers, 2021). Adolescents
do continue to factor in the perspectives of their audiences and the need for peer approval
of online self-presentations (Yau & Reich, 2019); however, further research is needed on
the value that adolescents assign to these social parameters over other more qualitative
ones, since some studies confirm that Likes increase self-acceptance (Cipolletta, Malighetti,
Cenedese, & Spoto, 2020), and that the risks focused especially on vulnerable adolescents,
for whom collecting fewer likes could become problematic (H. Y. Lee et al., 2020). This
matches traditional identity theories, which highlight the importance of identity confirma-
tion by others (Davis, 2014) and the ideas of identity in interaction built from the desired
sense of belonging to a group (Eek-Karlsson, 2021; Mclay & Renshaw, 2019) .

Regarding conformity in self-presentation practices, the other two factors obtained
(authenticity and image control), confirm the initial theories of online identity in ado-
lescence and the need for self-consistency (Davis, 2014). This is in line with other stud-
ies where it became clear that adolescents must walk a fine line between authenticity and
enhancing the self to create a good impression Calvin (2020). In our study, adolescents
tended to be guided by innovative predispositions of truthfulness (not hiding the real self)
due not only to the lower levels found in the control image factor but also for the medium
and higher levels obtained for the authenticity factor. The achievement of this result was
found in all age ranges and for both genders, with slight differences such as the more real-
istic approach by females, inviting us to think of this as a cultural trend, since other studies
have also reported higher percentages of truthfulness in adolescents’ profiles (Dilon, 2020).
When replicating the factorial analysis, the similar factors and percentages found among
self-presentation practices could also indicate cultural tendencies to perform analogously
within different SN platforms, regardless of the technological affordances offered. However,
differences in regard to the authenticity factor provide weight to the importance of contex-
tual conditions and SN possibilities (Mclay & Renshaw, 2019), which explains whymedium
percentages were found on Instagram, where filters to change or improve self-recognition
are typically performed. Instead, TikTok shows higher percentages, since the use of videos
cannot easily offer misrecognition. In this vein, if SN features and affordances acquire rele-
vance for constructing and varying the trajectories for youth identity development (Calvin,
2020; Vidales-Bolaños & Sádaba, 2017) because of the enhancement—or not—of authentic
self-representation, much attention needs to be placed on the digital competences gained
by adolescents and their self-efficacy, either to take advantage of the impression manage-
ment, the likeability (Hong et al., 2020) and the continuous editability offered (Ditchfield,
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2020), along with the chance to understand how to use risk prevention techniques when
they present themselves using real data that could be misused and leave them unprotected.
Some related studies with Instagram and TikTok have started to evidence several conse-
quences; the study by Torrecillas-Lacave et al. (2020) found that less than half of adolescents
know how to change preferences or set a high level of privacy by filtering audiences; Dilon
(2020) warned about how the time spent on TikTok is creating a gap between poorly liter-
ate technology users and highly literate ones; Fondevila-Gascón et al. (2020), observed that
Instagram affordances generate unreal expectations among adolescents about what prac-
tices can serve to avoid possible negative outcomes of self-exposure; Jaffar and Riaz (2020)
concluded that more actions should be taken to defend TikTok users against misapplication
as well as to protect their privacy and digital security.

More evidence needs to be gathered to confirm the extent to which the younger genera-
tions are guided by authenticity (telling the truth about themselves) or, on the contrary, con-
tinuing to have several profiles, presenting their self-image(s) in different ways on SN plat-
forms. Our study revealed inconsistent data in this area, even when anonymity was guar-
anteed. In this and other studies (e.g. Huang, & Su, 2018; Yau & Reich, 2019; Ramos-Soler
et al., 2019), a number of research questions generate extreme lower percentages around
impersonation and moderate ones for truthfulness.

As a limitation of this study, since the sample was collected after the lockdown, and
consequently affected by Covid-19 social distancing restrictions, this situation probably
increases the screen time and, thus, the intensive use of SNs. During the pandemic in Spain,
TikTok and Instagram have become increasingly popular among young people who prob-
ably increased the practices for identity expression and narrative online, varying expected
tendencies for early adolescence or specific patterns more often found for females. Replica-
tion of data with further samples or countries becomes necessary and important, as habits
and behaviours intensively learned or rapidly habituated online to cope in the course of an
ongoing pandemic are yet to be fully understood.

Our study found at least three profiles with motives for the self-representation on SNs,
guided by authenticity, by image control or by social approval. However, the younger gen-
erations have now become multiusers of several SNs, learning to take advantage of specific
technological affordances to adjust their self-presentation practices. Thus, more empirical
work, both of an exploratory and a confirmatory nature, is needed to classify predictors
for self-presentation in different digital spaces, along with the correlational effects of taking
risks related to dissimilar ways of self-presentation.
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