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Abstract. During the Covid-19 pandemic, TikTok became famous as an
entertainment platform at the beginning of 2020. Such has been its success that
it has been the subject of international investigations to decipher its algorithm
and functionality. However, research has been scarce in Peru, particularly in the
area that links Massive Media with a digital audiovisual trend platform. This
article aims to show how the development of 4 newspapers in Peru that have
ventured into TikTok has been, analysing the substance and form of the content,
as well as the opinion of university students regarding it. To achieve this
objective, an interview guide has been used to analyse the categories from the
perspective of university students between 18 and 25 years old, as well as two
media tracking tables that allow defining the background and form of content
published in the first 15 days of August from the profiles of El Comercio, La
Republica, Trome and Pert21. The results show how newspapers publish content
related to entertainment or infotainment as a curtain to progressively introduce
relevant, informative content, as well as demonstrate that university students
prefer to be informed directly through the traditional channel about TikTok, the
latter being an audiovisual medium. It can be inferred from this that newspapers
are striving to enhance their TikTok participation to obtain more loyalty and trust
from their audience on this channel.

Keywords: Mass Media, TikTok, information, infotainment.
1 Introduction

As a result of the confinement generated by the COVID-19 pandemic, Internet users
sought to escape social oppression through the humorous and irrational aspects of new
digital platforms and technologies [1]. In particular, those short videos published on an
emerging social network at the beginning of 2020: TikTok [2], [3], [4], which offers
various creation tools that allow you to generate potentially attractive content for free
[5]. However, its main characteristic is its personalised algorithm, which has been
studied by various academics [6], [7].

In terms of context, TikTok has gained popularity, capturing a wide variety of
audiences worldwide and, especially in Latin America, where it was determined that
the average consumer uses the application seven times a day. The main factors of use
are the ease of accessing content personalised by artificial intelligence, the interface
based on musical content and the creative nature offered by the editing tools [8]. On the
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other hand, in Peru, between 2021 and 2022, the number of users over 18 on TikTok
reached 12.17 million, representing 55.6% of the total Internet users in the country [9].
Peru is among the top five countries using TikTok (47%). For news consumption
specifically (27%) [10], which arouses the interest of the media for adapting and
incorporating their informative content on this social network through an infotainment
narrative [11], [12], thus providing a new approach to their image on TikTok [13],[14]
without affecting the integrity of the news [15],[16].

As for the background, it is known that the social network highlights its ability
to recommend personalised videos based on the user's usage and interaction time, which
generates an anaesthetic effect in the user [17],[7]. Likewise, the migration of
newspapers to TikTok is driven by the need to attract and retain a young audience,
predominantly multi-screen users [18],[19]. That allows media outlets to extend their
content to multiple channels within the platform [20],[21]. In addition, factors such as
the economic tools for content production and the feedback space offered by TikTok,
where the published content can interact with the audience [22],[23],[24],[25],[26],
[27],[28], are relevant in this process. It is important to note that online media maintain
their identity and reputation through their multiple channels on the Internet, seeking to
offer socially relevant content that reflects a reality close to the viewer
[29],[30],[31],[32]. On the other hand, it is known that TikTok is the fourth social,
messaging, and video network, which is most used for news consumption. According
to a survey by a research centre, 95% of participants say they watch videos as a means
of information. Of them, 85% consume at least one short video per week, while 39%
do so daily [10]. This data about the application and its consumer use motivates media
outlets to adapt and retain TikTok's audience [33],[34],[35]. Although the migration of
print media to TikTok is a relevant global issue, in the Peruvian context, this issue has
yet to receive the attention it deserves.

Nowadays, despite international research that addresses journalistic inclusion
and transmedia [4],[28],[36], the research landscape in the Peruvian context needs to
be improved. Although research on this topic is scarce in our country, the percentage
of Peruvian users who use TikTok for information is significant (27%). Therefore, it is
pertinent to study the migration of the media, especially the press, to TikTok and
analyse the audience's reception of this audiovisual content.

The general objective is to analyse the communication of 4 newspapers
belonging to the Mass Media of Peru in the contents of the TikTok social network. The
specific objectives are to define what content is addressed by the Mass Media of Peru
on TikTok, identify the forms of content presented by the Mass Media of Peru on
TikTok, and determine how university students on TikTok react to the content
published by the Mass Media of Peru on said social network.

This explains why the research focuses on migrating journalistic content to
TikTok in Peru, analysing recurring themes and production strategies. It uses a mixed-
methods approach, including data analysis of four Peruvian newspaper profiles on
TikTok and interviews with university student consumers of the platform. The results
will help identify the position of the press on TikTok and how students perceive it.
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2 Methodology

Based on the research objectives, it has been decided to establish a mixed methodology
since it allows the integration and discussion of the results obtained by qualitative and
quantitative methods to achieve meta-inferences of the object or phenomenon analysed
[37]. In this particular case, we seek to demonstrate what the participation of
newspapers in TikTok has been like and how it is perceived according to the opinion
of university students. Under this, concerning qualitative analysis, the selected
paradigm is of a qualitative interpretive type, which seeks to understand social facts
from the study of the subject in question to the elements with which it interacts and
interprets [38], [39], [40]. Likewise, regarding the quantitative approach, it has been
decided to use the positivist paradigm since it's based on the objectivity and
generalisation of the data collected [37].

On the other hand, given that this topic has been little explored, the present
academic work has an experimental approach [37]. It uses a mixed methodological
strategy since it allows for explaining social events from an internal perspective and
through the analysis of documents [41], [42]. It is also based on objective and verifiable
information. It was decided to use a case study design to understand the reason for a
specific social phenomenon[43], such as the migration of mass media to a digital space,
its way of communicating, and the perception it generates in users.

The qualitative interview has been chosen as the primary data collection
technique, allowing users' opinions on the three study categories to be analysed: the
background content, the form of the content, and the perception of university students
towards including informative content on TikTok [37]. This technique facilitates
exploration through everyday stories about social events, offering an approach to the
beliefs and opinions of users regarding the audiovisual digitisation of information
content [44]. It was applied to a convenient sample of § university students from various
faculties, active on TikTok, and users of the physical and digital versions of at least one
of the newspapers in the sample. The selection focused on Centennial students,
representing the group with the highest predominant use of TikTok [28], [45]. Finally,
open coding was narrowed to select and label the emerging concepts in the
interviewees' responses.

Similarly, two media tracking tables based on the model of Pavel Sidorenko-
Bautista, Nadia Alonso-Lopez, and Fabio Giacomelli have been adapted in 2021 [36]
for quantitative data collection. These tables allow us to analyse the content and form
of the content of four Peruvian newspapers active on TikTok: Trome (trome. pe), El
Comercio (elcomercio.pe), Peru21 (diarioperu.21) and La Republica (larepublica.pe),
which makes it possible to monitor the behaviour of newspapers on their digital
platforms [46]. The newspapers were selected according to their relevance in ranking
the most read in Peru [47]. Although Diario Correo also appears in the ranking, it does
not have an official profile on TikTok. Likewise, the selection criteria were based on
the five physical newspapers with a tremendous weekly reach in their digital version,
including the daily Gestion [10]. However, unlike the selected newspapers, Gestion
joined TikTok in 2024 without having the verified account badge. Finally, it was
decided to carry out the analysis of the media publications on TikTok in the first 15
days of August 2023, a short period to deny any pattern in the media publications or
themes forced by some business interest or politician [10], [48].
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Finally, the interview guide was validated and approved after making the
corrections suggested by the teacher and evaluating judge, Laura Escobar Goicochea,
an expert in Public Relations and Cultural Management and a teacher at the Peruvian
University of Applied Sciences. Furthermore, with the validation of the media tracking
tables, the instrument was validated by Doctor Fabio Giacomelli, professor and
researcher at the Universidade da Beira Interior, who is also one of the authors of a
similar research carried out in 2021, which served as a starting point for the preparation
of the tables of the present investigation.

3 Results

3.1  Contents addressed by the Mass Media on TikTok

The Mass Media sector in Peru, especially the print press, is undergoing changes and
adaptations due to media convergence with new digital platforms. A preliminary media
tracking was conducted using a table to assess the substance of the content published
on the official TikTok accounts of four newspapers.

Table 1. Type of content addressed by 4 Peruvian newspapers on TikTok in the first 15

days of August 2023

Diaries in Informative  Infotainment
TikTok Contents A B C D EF G H videos videos

CP 3 -2 -1 42 1 12 1
El Comercio RC 4 - 41 - - :15 6 19 9
elcomerciope 1

CcopP 1 - 52 3 - 0 3 17 8

o CP 123 - - -5 - 8 3

ZLiRe%‘}bl’ca RC 458 - - -8 6 17 14
arepubhicape  cop 11 21- -7 5 12 5
Perti 21 CP 9 - 2 - - - 4 3 17 -
diari 27 RC - - - - - - - - - -
iarioperu. COP . . . 1 ) 3 )

CP - -2 - - 22 1 4 3
Trome tromepe RC - -1 - - -3 2 1 5

COP - -1 - - - 6 2 2 7

(CP) TikTok's content | (RC) Reply to comments on TikTok or other social networks | (COP)
Content coming from another platform

A) Political issues | B) Health issues | C) Topics of social interest | D) Sports | E) Technology |
F) Own information | G) Other topics | H) Compilation of various topics

Tab. 1. Sidorenko et al. (2021)

The results demonstrate that most published content belongs to the "G" category (other
topics). In this category, informative and infotainment content was linked to Show biz
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and trends, categorised as fast content [2],[36]. This associates TikTok as an escape
space where users solely seek content that allows them to relax from their daily routines
[3]. Trome and La Republica are the media outlets that have extensively covered these
topics. However, there is also content related to daily insecurity, which demonstrates
the presence of socially relevant content, resembling its development in the physical
format of the newspaper [26].

Following this, we find the "H" category (compilation of various topics) and
the "C" category (topics of social interest), in which all four newspapers participated
by producing content focused on animal abuse and teenage pregnancy, among others,
which had high levels of views and interaction, thus motivating the audience to take on
the role of prosumer from a virtual space [5], [22]. This, in turn, allows for a closer
approximation to reality for the user than other informational topics [31], [32].

On the other hand, only three out of the four newspapers publish content
related to national and international politics. Peru21 contributed most of the videos (11
out of 20) on this theme. This finding provides a closer perspective on the focus that
Perti21 gives to its TikTok account. However, in contrast, Trome was the only
newspaper that did not incorporate political content into its TikTok profile.

Finally, while there is a majority of informational content from El Comercio
and Peru2l, situations such as those of La Republica and Trome suggest that
infotainment is beginning to gain relevance in the editorial decisions of these media
outlets, with infotainment content being predominant on Trome's TikTok profile.

3.2 The form of content published by Mass Media on TikTok

About what has been previously discussed, this section addresses how the presentation
of these contents has varied, namely, the type of content published and the tools
employed to create a compelling narrative in short news videos.

Table 2. Tools used by 4 Peruvian newspapers to create their content on TikTok in the
first 15 days of August 2023

Diaries in TikTok  Types of videos 1 2 3 4 5 6

El Comercio Informative videos -7 6 - 12 9 14
elcomerciope Infotainment videos - 2 4 -1 2 8
La Reptiblica Informative videos - 8 2 - 15 1 11
larepublica.pe Infotainment videos - 4 5 - 10 - 3
Perti 21 Informative videos -5 - - 4 11 -
diarioperull Infotainment videos - - - - - -

Trome Informative videos -1 - 4 - - 2
tromepe Infotainment videos -1 - -7 3 6

1) Use choreography | 2) Use texts as primary support | 3) Use popular and comic sounds |  4)
Use lip sync | 5) Use voice-over as the main narrative | 6) Use a person as a direct speaker | 7)
Use dynamic and rhythmic editing

Tab. 2. Own Preparation
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First, according to Table 1, Peruvian newspapers tend to prefer content related to
Replicating Comments on TikTok or content from other social networks (RC) [20].
This is due to the multi-screen effect, where media outlets reuse material published on
their Instagram accounts or websites. Additionally, some have live channels on their
websites, which are utilised and republished in a summarised manner on TikTok. This,
in turn, contributes to enriching the digital ecosystem of the respective media outlet
[21],[24].

Regarding the tools used, Table 2 shows that, although there might be more
than two tools used in a publication, some are more frequent than others, and some are
hardly used. Newspapers have discarded the use of choreography in producing
informative and infotainment videos. At the same time, lip synchronisation on TikTok
has also been used very little, with Trome being the only one using it for educational
and 2D animated content. On the other hand, the most used tool, especially by El
Comercio and La Republica, is voice-over as the main narrative when presenting news,
followed by dynamic and rhythmic editing through the multiple editing, assembly, and
sound tools offered by TikTok. This format demonstrates that media outlets opt for
immediacy and dynamism in the production of their content, as they seek to work the
informative material in such a way that it is easily understandable for the user [4],
serving as specific support for those contents that do not require extensive development
of the news [17].

Finally, Perti21 is the newspaper that most extensively employs direct
exposition to communicate news, evidenced in 11 of its 20 videos. These videos
highlight the continued use of an expositor as the central axis in narrating relevant,
informative news, which is crucial in transmitting news in traditional media, such as
television newscasts [36].

3.3 Opinion of university students regarding the inclusion of informative
content on TikTok

In the last two years, Peru's citizens with an active profile on TikTok reached 12 million
users. Of this total, 38% belong to the “Centennials” generation, the most participative
generational group on the platform. This shows that young people aged 13 to 29 are the
main protagonists of TikTok, being the focus of attention for large companies and
media outlets seeking to integrate into digital platforms.

University Students' Opinion: The substance of the content.

Regarding the types of content consumed on TikTok, university students
consider that the main focus of the social network is oriented towards entertainment or
infotainment since they indicate that these are the main categories of content they
consume on TikTok. However, they also point out that they occasionally consume
informative content. This data was evidenced by students who mention the types of
content they consume, such as recipe books, tourism, etc., which allows them to distract
themselves in their daily lives [3].

When university students watch the news media, El Comercio and La
Reptiblica are the top viewed, followed by El Trome. Some interviewees recall
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associating these newspapers with their parents, who used to buy them in physical
format, providing them with their first experience with the media.

Regarding the perception of truthfulness in informational content, university
students consider the content to be partially truthful. First, they associate truthfulness
with the trajectory and social commitment of the media since their inception in print
[32]. This positions El Comercio and La Republica as reliable sources. Second, they
support truthfulness by seeking additional information, especially in relevant news.

University Students' Opinion: The form of the content.

Regarding understanding informative videos on TikTok, university students indicate
that short videos make it easier to comprehend news by presenting them simply and
quickly. They associate the information as concise and direct, and some mention that
the videos get "straight to the point." This meets the generation's expectations, which
seeks immediacy and dynamism in daily content.

Regarding the TikTok production tools used by the print media, university
students mention a triangulation between images or videos, dynamic editing, and voice-
over with text support. They consider the support between these tools crucial, as each
reinforces the other. Additionally, they highlight fast-paced videos and attractive titles
that pique the user's curiosity [19], [36].

Regarding the creation of new communication by newspapers, university
students believe that the content they publish on TikTok allows them to communicate
more concisely and quickly. They emphasise the need for old media to adapt to new
trends to meet the demands of contemporary audiences, who seek fluid and informative
communication in short periods [15]. They consider that nowadays, media outlets must
adapt to trends to be appealing.

Regarding the perception of the presentation of informational content on
TikTok, university students perceive the informational content on TikTok as fast and
concise, associating them with "straight to the point," avoiding secondary details, and
feeling that they are made especially for them [4].

Opinion of university students regarding the inclusion of informative content on
TikTok: Inclusion and reliability of content

Regarding university students' opinions on the inclusion of informational content on
TikTok by mass media, they mention feeling calm and satisfied with the migration of
these media to a social network with massive reach [18], [19], as they consider they
adapt to create a narrative scheme that enriches the dissemination of stories in a short
video format [33], [34], [35]. Some mention that they do not watch the news on
television, and including TikTok allows them to stay informed.

When it comes to whether university students believe newspapers on TikTok
lean more towards info entertainment, the majority do, arguing that they do so to fulfil
their role of informing [11], [12], but also entertaining on a social network with this
characteristic, thus creating an anaesthetic effect that fosters user loyalty to the
newspaper's profile [3], [13], [14]. However, a counterargument indicates that



378 R. S. R. Céardenas et al.

newspapers use TikTok as an additional channel within the social media ecosystem,
leveraging the tools and narrative it offers to engage with the audience.

Finally, Regarding the perception of reliability on TikTok compared to
traditional newspapers, university students consider the news published on this
platform to be partially reliable. They prefer to verify this content in print or through
various digital channels such as websites [17]. They also highlight the importance of
not relying solely on information from a single source and prefer to contrast it with
other sources. They assess reliability based on the relevance of the news, choosing only
to get informed on TikTok when the news is of lesser social importance [4], [15].

4 Conclusions

The research allows for a comprehensive analysis of content migration from four
Peruvian newspapers to TikTok, which is focused on three key aspects: the background
of the videos, the form of the content, and the perception of university students about
the inclusion of content. Informative on this platform. These categories explore
recurring themes in the content and how the media adapts to audiovisual
communication on TikTok. Furthermore, by considering the opinions of university
students, the position of the target audience is revealed, which allows feedback to the
newspaper profiles.

Concerning the content of the four newspapers analysed during the first 15
days of August, informative videos on social issues are more significant. This shows
that E1 Comercio (30%), La Republica (37%), and Trome (68%) choose to publish
informative videos with entertaining nuances to make them more attractive. Sometimes,
they focus entirely on entertainment, such as celebrity gossip and trends. This reflects
the use of TikTok as an application where users prioritise entertainment, but about
which the user can also inform themselves since the students reveal that they not only
follow trends but also tutorials or video blogs that allow them to learn more about an
issue. El Comercio and La Reptblica particularly evidence these types of videos.
However, some media publish merely informative videos to maintain their identity and
social character as a newspaper, as is the case of Peri21, mainly focused on political
issues.

Regarding the form of the content, these are presented following the TikTok
narrative, using tools from this platform for the benefit of more effective
communication with TikTok users. La Republica and El Comercio prioritise the use of
voice-over as the main narrative of the news (49% and 20%, respectively), as well as
the use of dynamic and rhythmic editing in the development of their content (23% and
33% respectively). Besides the visual factor, these tools allow an attractive
triangulation that generates consumer interest in university students. Likewise, these
tools enable informative videos on TikTok to be categorised as “fast” and “concise”,
which go “straight to the point”, which satisfies the consumer's information needs
through a new way of communicating. However, in particular, in situations in which
the news requires rigorous treatment, the presence of a direct presenter who explains a
news item in detail is used, as is the case of Peru 21 (55%).

Finally, researchers have determined that university students react positively
to the content newspapers publish on TikTok. Those interviewed feel calm, believing
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the media are adapting to continue informing and maintaining user trust. However,
there is still scepticism regarding the reliability of the news published on this social
network since it is considered that the platform needs to allow relevant news to be
explored in depth. For this reason, some students use traditional formats, such as
newspapers or television and simultaneously TikTok, to corroborate the information
received in one media to another quickly. However, when it comes to socially relevant
news, university students consider it appropriate to use TikTok to stay constantly
informed. Finally, there are divided opinions on whether newspapers use TikTok to
promote infotainment. Some believe this to be true, but others associate it as a channel
within a digital media ecosystem for each newspaper to feed its information
simultaneously.

In short, newspapers are altering the user experience on TikTok, moving it
from a purely entertainment platform to one with a continuous integration of
informative content. Consequently, they choose to publish infotainment content, using
lures for users to consume other purely informative viUsers users still prefer to verify
relevant information through traditional newspaper channels. This research is helpful
since it carries out a comprehensive analysis of migration to TikTok. Likewise, it is
focused on the platform's critical aspects, the content's substance and form content, and
the relevance of the objective audience based on university students. In the same way,
it allows an approach to the relationship between informative content in this platform
and its audience in the Peruvian context.

It's suggested to conduct future research on news development news in
traditional and digital newspapers to analyse the loyalty factors of users segmented by
generational types on each platform. In addition, it is necessary to examine the role of
TikTok in the mass media to determine if it serves as an additional channel or if it has
a defined focus on the part of digital content creators in Peruvian newspapers. Finally,
the limitations of this study include the failed attempts to interview profile managers
on TikTok and the need for more research on the topic in the Peruvian context, for
which we had to resort to purely statistical data at the national level and gain insight
into Internationaltional on the use of TikTok to achieve conducive content for this rese.

Acknowledgements

To the Research Directorate of the Peruvian University of Applied Sciences for the
support provided to carry out this research work through the UPC-EXPOST-2024-1
incentive.

References

1. Kippes R. El videoarticulo como recurso narrativo clave para la comunicacion de la ciencia
en los nuevos entornos digitales. J Sci Commun América Lat. 21 de junio de
2021;04(01):A06.A.A. Author, "Journal/Conference Article Title," Periodical Title, vol.
Volume, no. Issue, pp.-pp., Publication Year.

2. Ballesteros CA. La propagacion digital del coronavirus: Midiendo el engagement del
entretenimiento en la red social emergente TikTok. Rev Esp Comun EN SALUD. 16 de julio
de 2020;171.



380

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

R. S. R. Céardenas et al.

. Schellewald A. Understanding the popularity and affordances of TikTok through user

experiences. Media Cult Soc. 21 de marzo de 2023;016344372211445.

. Vazquez-Herrero J, Negreira-Rey MC, Lopez-Garcia X. Let’s dance the news! How the

news media are adapting to the logic of TikTok. Journalism. agosto de 2022;23(8):1717-35.

. Wang Y. Content Characteristics and Limitations of Original Short Video Based on Depth

Data. J Phys Conf Ser. 1 de abril de 2021;1881(4):042070.

. Garcia-Marin D, Salvat-Martinrey G. Viralizing the truth: predictive factors of fact-

checkers’ engagement on TikTok. Prof Inf. abril de 2022;31(2):¢310210.

. Feng YL, Chen CC, Wu SM. Evaluation of Charm Factors of Short Video User Experience

using FAHP — A Case Study of Tik Tok APP. IOP Conf Ser Mater Sci Eng. 1 de noviembre
de 2019;688(5):055068.

. Leadsales. Cifras y Estadisticas de TikTok en LATAM 2022 [Internet]. Leadsales. 2022.

Retrieved from: https://leadsales.io/tiktok-cifras-y-estadisticas-en-latam-2022/

. Alvino C. Estadisticas de la situacion digital de Pera en el 2021-2022 [Internet]. Branch

Agencia. 2022. Retrieved from: https://branch.com.co/marketing-digital/estadisticas-de-la-
situacion-digital-de-peru-en-el-2021-2022/

Cueva Chacon LM. Perti [Internet]. Reuters Institute for the Study of Journalism. [citado el
23 de junio de 2024]. Disponible en: https://reutersinstitute.politics.ox.ac.uk/es/digital-
news-report/2024/peru

Macias H. Entre el entretenimiento y la socializacion: un acercamiento a la cultura digital
adolescente a través de TikTok. RICSH Rev Iberoam Las Cienc Soc Humanisticas. 9 de
mayo de 2023;12(23):71-97.

Sorrentino C. El equivoco del periodismo ciudadano. Cémo las nuevas formas de consumo
de la informacion estan redefiniendo el periodismo. AdComunica Rev Cientifica Estrateg
Tend E Innov En Comun. 2013;(6):21-37.

Calderéon Gémez D, Gomez Miguel A. Patrones de consumo y entretenimiento digital
juvenil: Una mirada socioldgica al gasto en plataformas de suscripcion, creadores de
contenido y gaming. Teknokultura Rev Cult Digit Mov Soc. 18 de abril de 2023; Avance en
linea:1-17.

Campos-Dominguez E, Redondo Garcia M. Implicaciones éticas del infoentretenimiento
televisivo. Comun Rev Recer D’ Analisi. 2015;(32):73-89.

Parejo-Cuéllar M, Vizcaino-Verdu A, De-Casas-Moreno P. Agenda-Setting invertida:
Ciudadania juvenil (in)formada en redes sociales. Rev ICONO 14 Rev Cientifica Comun
Tecnol Emerg [Internet]. 21 de octubre de 2022; 20(2). Retrieved from:
https://icono14.net/ojs/index.php/iconol4/article/view/1869

Sandoval E. Impacto de los medios de comunicacion de masas sobre la opinion publica:
(sobre los peligros de la adolescencia? Diversitas. 25 de diciembre de 2015;11(1):37.
Pefia-Fernandez S, Larrondo-Ureta A, Moraes-i-Grass J. Current affairs on TikTok. Virality
and entertainment for digital natives. Prof Inf. febrero de 2022;31(1):¢310106.

Carrera P, Blanco-Ruiz M, Sainz-de-Baranda Andgjar C. Consumo mediatico entre
adolescentes. Nuevos medios y viejos relatos en el entorno transmedia. Hist Comun Soc. 27
de octubre de 2020;25(2):563-74.

Freire MM. Transmedia Storytelling: from Convergence to Transliteracy. DELTA Doc
Estud Em Lingiiist Tedrica E Apl. 2020;36(3):2020360309.

Martin Neira JI, Trillo Dominguez M, Olvera Lobo MD. Scientific communication after the
COVID-19 crisis: TikTok publishing strategies on the transmedia board. Rev Lat Comun
Soc. 2023;81:109-32.

Trillo-Dominguez M, Alberich-Pascual J. Analisis y tipificacion de formatos emergentes en
el ciberperiodismo espaiiol: de la adaptacion multimedia a la disrupcion transmedia. Estud
Sobre El Mensaje Periodis. 16 de enero de 2020;26(1):367-75.



22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

From Printed Newspapers to Tiktok 381

Kiryakova AV, Kolga VV, Yumatov AS, Smorchkova VP, Romanova EN, Tuganov YN, et
al. Student Representation of Mass Media as Tool for Forming Public Opinion. Online J
Commun Media Technol [Internet]. 9 de abril de 2020; 10(3). Retrieved from:
https://www.ojcmt.net/article/student-representation-of-mass-media-as-tool-for-forming-
public-opinion-7934

Pifieiro-Naval V, Crespo-Vila R. Meta-research on Transmedia Storytelling: Inputs from
Ibero-America. Palabra Clave. julio de 2022;25(3):e2534.

Ciceklioglu AS, Unal R. What does Tiktok App Promise in the Context of News Production
and Distribution? Ilef Derg. diciembre de 2021;8:69-98.

Cuesta-Valifio P, Gutiérrez-Rodriguez P, Duran-Alamo P. Why Do People Return to Video
Platforms? Millennials and Centennials on TikTok. Media Commun [Internet]. 20 de enero
de 2022; 10(1). Retrieved from:
https://www.cogitatiopress.com/mediaandcommunication/article/view/4737

Garcia-Orosa B, Lopez-Garcia X, Vazquez-Herrero J. Journalism in Digital Native Media:
Beyond Technological Determinism. Media Commun. 2020;8(2):5-15.

Liu Y, Zhang Z. News Narration, Local Visibility and Public Life in Chinese Short Videos.
Journal Pract. 2022.

Negreira-Rey MC, Vazquez-Herrero J, Lopez-Garcia X. Blurring Boundaries Between
Journalists and TikTokers: Journalistic Role Performance on TikTok. Media Commun.
2022;10(1):146-56.

Castillo Tzab D. D, Martinez Lopez J. S, , Batllori Sampedro E. A. Los medios de
comunicaciéon masivaante los fenémenos naturales. Espacios Publicos [Internet].
2008;11(21):240-254. Retrieved from: https://www.redalyc.org/articulo.oa?id=67602113
Cortés-Landazury R. Del mass media, la comunicacion y el desarrollo: anotaciones criticas
sobre economia y medios. Palabra Clave [Internet]. 2010;13(2):337-356. Retrieved
from:https://www.redalyc.org/articulo.0a?id=64916989008

Califano B. Los medios de comunicacion, las noticias y su influencia sobre el sistema
politico. Rev Mex Opinion Publica. julio de 2015;19:61-79.

Rodrigo Alsina M. La construccidn de la noticia [Internet]. Barcelona Buenos Aires México:
Ed. Paidos; 1993. (Paidos comunicacion). Retrieved from:
https://www.academia.edu/4894974/53008037 Rodrigo_Alsina Miquel La Construccion
_de_la Noticia_pdf

Klug D, Qin Y, Evans M, Kaufman G. Trick and Please. A Mixed-Method Study On User
Assumptions About the TikTok Algorithm. En: 13th ACM Web Science Conference 2021
[Internet]. Virtual Event United Kingdom: ACM; 2021 [citado 12 de noviembre de 2023].
p. 84-92. Retrieved from: https://dl.acm.org/doi/10.1145/3447535.3462512
Silva-Rodriguez A, Vazquez-Herrero J, Negreira-Rey MC. Actualizacion de las fases del
contenido periodistico para dispositivos moviles. Rev Comun. 18 de marzo de
2022;21(1):367-87.

Rend D, Flores J. Periodismo Transmedia [Internet]. Google Books. Ria Editorial; 2018.

Retrieved from:
https://books.google.es/books?hl=es&lr=&id=opx_ DWAAQBAIJ&oi=fnd&pg=PA10&dq=
periodismo+&ots=-

6ZzkaGOWR&sig=rraL TrmjEJdoWINUS5XFY 0VgHbtl#v=onepage&q=periodismo&f=fal
se

Sidorenko Bautista P, Alonso-Lopez N, Giacomelli F. Fact-checking in TikTok.
Communication and narrative forms to combat misinformation. Rev Lat Comun Soc.
2021;79:87-+.

Hernandez Sampieri R, Baptista Lucio P, Ferndndez Collado C. Metodologia de la
investigacion. 5a. ed. México: McGraw-Hill; 2010.



382

38.

39.

40.
41.
42.
43.

44,
45.

46.

47.

48.

R. S. R. Céardenas et al.

Gonzélez Morales A. Los paradigmas de investigacion en las ciencias sociales. I [Internet].
4 de abril de 2017 [citado 7 de enero de 2024];(138):pp. 125-135. Retrieved from:
https://islas.uclv.edu.cu/index.php/islas/article/view/572

Ricoy Lorenzo C, Contribucion sobre los paradigmas de investigacion. Educagdo (Santa
Maria. Online) [Internet]. 2006;31(1):11-22. Retrieved from:
https://www.redalyc.org/articulo.oa?id=117117257002

Creswell JW, Poth CN. Qualitative inquiry & research design: choosing among five
approaches. Fourth edition. Los Angeles: SAGE; 2018. 459 p.

Metodologia y técnicas de investigacion social. Madrid: McGraw-Hill Espaia; 2007.

Flick U. El disefio de investigacion cualitativa. Madrid: Morata; 2015.

Yin RK. Case study research and applications: design and methods. Sixth edition. Thousand
Oaks, California: SAGE Publications, Inc.; 2018.

Kvale S. Las entrevistas en investigacion cualitativa. Madrid: Ediciones Morata; 2011.
Romero-Rodriguez LM, Tejedor S, Berlanga I. OK, Boomer: New Users, Different
Platforms, New Challenges. Media Commun. 24 de febrero de 2022;10(1):120-3

Digital Serna. Monitoreo de medios | Caracteristicas | Beneficios [Internet]. SERNA
GROUP. 2020. Retrieved from: https://sernagrp.com/blog/monitoreo-de-medios/
Redaccion Latina. Conoce los cinco principales periddicos del Pert [Internet]. Latina.pe.
2022. Retrieved from: https://www.latina.pe/respuestas/conoce-los-cinco-principales-
periodicos-del-peru

Damoni M. Democracia y mass media... ;mayor calidad de la informacion? Cuad Cent Estud
Diseno Comun [Internet]. 2013 [citado 5 de julio de 2023];(45). Disponible en:
https://dspace.palermo.edu/ojs/index.php/cdc/article/view/1829

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://www.latina.pe/respuestas/conoce-los-cinco-principales-periodicos-del-peru
https://www.latina.pe/respuestas/conoce-los-cinco-principales-periodicos-del-peru

	From Printed Newspapers to Tiktok: an Analysis of Content and Preferences of University Students in Peru



