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‘Kids, these YouTubers are stealing from you’: influencers and
online discussions about taxes
Mercè Oliva a*, José M. Tomasena b and Ona Anglada-Pujol a

aDepartment of Communication, Universitat Pompeu Fabra, Barcelona, Spain; bDepartment of Library and
Information Sciences and Audiovisual Communication, Universitat de Barcelona, Barcelona, Spain

ABSTRACT
This article’s main aim is to analyse public discourses about tax
avoidance in Spain by studying the scandal stirred up by the
announcement by ElRubius (the most popular YouTuber in Spain,
with 40.3 million subscribers) that he was moving to Andorra to
pay lower taxes. To fulfil this aim, we use thematic analysis to
study the most viewed and commented videos posted on
YouTube by both YouTubers and the traditional media, as well as
their comments sections, to identify how taxes are defined, how
YouTubers and their audiences are portrayed and what forms of
identification these stories offer. Our results show that ElRubius’
announcement sparked a polarised debate. On the one hand,
traditional media framed the debate as a moral one, attacked
ElRubius using a ‘naming and shaming’ strategy and defended
redistributive taxes as a means of financing public services and
achieving wealth redistribution. On the other hand, YouTubers
defended a neoliberal agenda by portraying taxes as a burden,
promoting self-interest and denouncing the Spanish state as too
big, inefficient and corrupt. The analysis of the comments shows
how the traditional media strategy of shaming ElRubius failed, as
audiences mostly identified with him and endorsed the discourse
of YouTubers who defended him. Thus, although the welfare
state is still very much legitimised in Spain, we can see how new
hegemonies are being created and promoted in the context of
social media.
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1. Introduction

On 17 January 2021, while streaming on his Twitch channel, ElRubius, the most popular
gamer in Spain with 40.3 million subscribers on YouTube and 7.5 million followers on
Twitch, casually announced to his followers that he was moving ‘to a very beautiful
house in the mountains, near his friends (…) I have been working for 10 years on You-
Tube and paying [taxes] here [in Spain]. I know that there will be people who will criticise
me (…) but it doesn’t worry me’. It was very late on a Sunday. Hours later, on Monday 18
January, some videos on YouTube echoed this announcement: ‘ELRUBIUS IS MOVING
to ANDORRA and UNLEASHES A RUCKUS (…)’ (Wall Street Wolverine, 2021).
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ElRubius’ content is mainly gaming, mostly ‘Let’s Play’ humorous videos with a light-
hearted tone, and he rarely addresses political or controversial issues.

For decades, Andorra was considered a tax haven and the destination of wealthy Spa-
niards’ and companies’ offshore accounts. Since banking secrecy ended in 2016, it is no
longer officially considered a tax haven, but it still has low tax rates: Andorran residents
pay 10% of their earnings in income tax, a lower percentage than most EU countries,
including Spain. Spain’s redistributive tax scheme obliges people that earn more than
€300,000/year to pay 49% of the income over this threshold. Before ElRubius, several
of the most popular Spanish YouTubers, such as Willyrex, TheGregf and Veggeta, had
moved to Andorra for its financial benefits (which is legal if your main economic activity
is in Andorra and you live there at least 183 days/year), which caused some debate in the
social media about the morality and legality of these practices. This time, however, the
case leaped to the traditional media. On Tuesday 19 January, ElRubius’ announcement
was one of the topics discussed in Ya es mediodía, a morning show broadcast on the
Spanish commercial TV channel with the highest viewership (Telecinco). These YouTu-
bers were harshly criticised by the journalist Javier Ruiz, who addressed their audience,
saying: ‘Kids, these YouTubers are stealing from you’. This clip, shared and posted in
social media, ignited a Twitter storm and video responses on YouTube, which peaked
again in early February (see Figure 1) when other established media and political parties
continued to push the story to the centre of their agenda.

This case opened a passionate debate about taxation, inequality, welfare and the role of
the state in handling tax money within the context of the COVID-19 pandemic, which
has pushed the Spanish healthcare and welfare systems to their limits, after the post-
2008 recession austerity policies already weakened them. Likewise, the fact that ElRubius
was a YouTuber played a key role in shaping the debate, as the public debates about his

Figure 1. Number of videos tagged with the words ‘YouTube AND Andorra’ posted during the period
analysed.
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decision to move to Andorra and taxation were also intertwined with discussions about
whether his celebrity and wealth were deserved or undeserved.

This article will analyse competing discourses about ElRubius moving to Andorra by
studying the YouTube videos about this media scandal with the most comments, from
both YouTubers (n = 15) and ‘traditional media’ (clips from established TV and radio
stations that were re-mediated on YouTube) (n = 15), as well as their comments. Our
main aim is to analyse how taxes are defined, how YouTubers and their audiences are
portrayed and what forms of identification these stories offer. By doing this, our analysis
contributes to the current scholarship on taxation imaginaries and celebrities’ (and par-
ticularly microcelebrities’) role in them. Previous scholarship has focused on celebrity
scandals about tax evasion and avoidance as flashpoints that stir up public conversations
about taxes, inequality and citizenship (Bramall, 2018; Jorge et al., 2021). Nevertheless,
tax scandals involving social media celebrities have yet to be explored. This analysis
will help us to better understand not only how taxes and redistributive practices are
viewed and discussed under neoliberalism, but also how these discussions shape (and
are shaped by) views of social media celebrities and their expected role in society.

2. Literature review

2.1. Taxation imaginaries and austerity culture

Taxes are a key mechanism in financing the state, welfare and public services such as edu-
cation, healthcare, and infrastructures; they are also a means of wealth redistribution and
seek to lower inequality (Björklund Larsen, 2018, pos.194). Taxation can be analysed
from different fields, such as economics, political science and anthropology, but it is
also linked to cultural imaginaries. From this point of view, taxes are connected to semio-
tic systems that give meaning to and shape individuals’ participation in societies, which
provide collective ways of understanding the relationship between taxes and the state,
citizenship, welfare, inequality and social solidarity (Björklund Larsen, 2018; Bramall,
2016, 2018). The role of popular culture and the media is crucial in constructing these
common-sense ideas about society, the state and taxes. Thus, several scholars have ana-
lysed how these imaginaries are promoted and challenged by media (and social media)
portrayals of scandals involving tax avoidance, tax fraud and offshoring practices (Bra-
mall, 2019; Jorge et al., 2021).

Current research on ‘taxation imaginaries’ is being undertaken parallel to the advent
and consolidation of what is known as ‘austerity culture’ (Bramall, 2013; Jensen & Tyler,
2015), and it connects with broader debates about the furthering of neoliberal policies
and their impact on welfare states.

‘Austerity culture’ was established after the 2008 economic crisis and was based on
neoliberal concepts and discourses. Neoliberalism can be defined as a rationality of gov-
ernment (or ‘governmentality’) that advocates limiting the spheres where the state can
intervene, while citizens are made responsible for their own wellbeing and looking
after themselves through ‘free choices’. In neoliberal regimes, ‘economic entrepreneur-
ship should replace regulation, as active agents seeking to maximise their own advantage
are both the legitimate locus of decisions about their own affairs and the most effective in
calculating actions and outcomes’ (Rose & Miller, 1992, p. 198). Governmentality refers
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to ‘a way of conceptualizing all those more or less rationalized programs, strategies, and
tactics for the “conduct of conduct”, for acting upon the action of others in order to
achieve certain ends’ (Rose, 1998, p. 12; see also Foucault, 1991). As such, it not only
encompasses political and economic practices, but also ways of thinking and discourses
that are ‘incorporated into the common-sense way many of us interpret, live in, and
understand the world’ (Harvey, 2005, p. 3). Neoliberal governmentality is based on the
privatisation and individualisation of welfare, the emphasis on freedom and choice,
and fosters a definition of the ‘good citizen’ as someone responsible, enterprising and
self-interested (Rose, 1998; Rose & Miller, 1992).

There is a close relationship between austerity culture and neoliberalism. Austerity
culture focused on making citizens responsible for the causes and consequences of the
economic crisis. Across Western countries (such as the UK, Ireland and Spain), the crisis
was framed as the consequence of an ‘age of irresponsibility’ in which both citizens and
States had ‘lived beyond their means’ (Borriello, 2017; Bramall, 2013; Negra & Mcintyre,
2020), and austerity was presented as a ‘moral corrective’. Poverty and unemployment
were framed as a consequence of poor choices or faulty individual character traits (Jensen
& Tyler, 2015; Ruiz Collantes & Sanchez-Sanchez, 2019; Ruiz-Muñoz, 2015). Thus, aus-
terity culture entails the ‘emergence of increasingly “moral” framings of the economy’
(Clarke & Newman, 2012, p. 313), in which the structural causes of socioeconomic
inequality are ignored. Moreover, welfare cuts were legitimised by the establishment of
an ‘anti-welfare common-sense’, according to which ‘the welfare state was re-imagined
as fostering toxic forms of “welfare dependency” amongst citizens’ (Jensen & Tyler,
2015, p. 472).

Taxation is at the core of debates on austerity culture, in which it is framed as a ‘bur-
den’ and an ‘unfair imposition’ by the State (Biressi & Nunn, 2014). The ‘taxpayer’
became a synonym of ‘citizen’ in discourses that shamed beneficiaries of social benefits
and cast them outside the body of ‘good citizens’. Several campaigns against tax avoid-
ance and tax evasion focused on these practices’ harmful consequences on taxpayers,
while the consequences of welfare cuts on citizens in general were not addressed (Bra-
mall, 2016, 2018).

Several scholars have analysed how taxation imaginaries are constructed by media
scandals involving tax avoidance, tax fraud and offshoring practices (Bramall, 2019).
Celebrities have been at the core of several of these scandals (Bramall, 2018; Jorge
et al., 2021). Both media and political parties and institutions have used a strategy of
‘naming and shaming’ celebrities that have committed tax fraud, evasion or avoidance
(Bramall, 2018, p. 3). For example, since 2015 the Spanish Tax Office has issued an annual
list of the individuals and companies that owe it more than 1M euros, while the media
regularly publishes articles exposing the celebrities on this list (Olabarrieta, 2021). In
these ‘naming and shaming’ strategies, tax evasion and avoidance practices are framed
as immoral to prompt public objection (Bramall, 2018, p. 6). They have also been pre-
sented as an effective device for fighting for tax justice, but Bramall alerts that ‘these stor-
ies offer opportunities for identification [with the shamed celebrities] that are
overlooked’ (Bramall, 2018, p. 3). In our study, we will see how these naming and sham-
ing strategies were applied to ElRubius and how audiences responded to them, to thus
further current knowledge about taxation imaginaries and celebrity.
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2.2. Tax morale and tax compliance

Although the ‘turn to morality’ behind ‘naming and shaming’ strategies is problematic
because of its connection to shaming practices under austerity policies (Bramall, 2018),
‘tax morale’ has also been identified by sociologists as one of the key factors explaining
why ‘when facing equal opportunities, some taxpayers will evade tax payment while
others will comply with payment’ (Giachi, 2014, p. 77). Tax compliance research tra-
ditionally viewed taxpayers as rational actors (close to the homo economicus) who try
to maximise their benefit by calculating tax obligations and sanctions for tax fraud
(Sedeño-López, 2021). Nevertheless, current scholarship has identified a correlation
between willingness to pay taxes and variables such as social trust (perceptions
about what other people are doing), political trust (perceptions about how the state
uses tax money), fairness (whether everyone is treated fairly and equally regarding
the obligation to pay taxes) and exchange equality (perceptions about what citizens
get from paying taxes) (Giachi, 2014). Björklund Larsen (2018, pos. 635) highlights
reciprocity as a key concept that means different things: (a) ‘to expect something in
return for taxes paid’ (such as access to public services); (b) willingness to pay con-
nected to the perception of what everyone else is doing; (c) paying ‘their fair share’;
and (d) being treated equally by the state and its regulations. On the one hand,
taxes are connected to ideas of shared community, reciprocal obligations and tying
citizens together. On the other hand, people who avoid paying taxes claim these
very ideas of reciprocity (having given too much or receiving too little) as an argument
for not paying taxes.

Spain has a long tradition of tax fraud above the EU mean, and there is a widespread
perception that tax evasion is common behaviour (as detected in large-scale official sur-
veys such as CIS, 2021). Spaniards tend to view their taxes as excessive yet necessary (CIS,
2021; IEF, 2020). Tax evasion, fraud and avoidance have been at the core of public
debates during the recession and post-recession, connected with the concern about the
lack of public funds, the rise in public debt and the public pension crisis (Alarcón
et al., 2016; Ortiz & Portillo, 2018). In this article, we will look at how discussions
about taxes were also shaped by concepts of tax morale.

2.3. Social media and celebrity culture

This paper focuses on a tax avoidance scandal featuring social media celebrities or
‘microcelebrities’ (Marwick, 2016). Understanding current debates and discussions
about this type of celebrity is key to better grasping how the debate over ElRubius was
constructed.

YouTubers, streamers, influencers and other digital content creators engage in several
types of labour: creating content and promoting brands, managing and expressing
emotions in front of the camera (emotional work, Duffy & Wissinger, 2017), creating
and cultivating relationships with audiences (relational work, Bonifacio et al., 2021)
and accumulating reputation capital (De Ridder, 2021). Their images are based on the
performance of authenticity, connectedness and availability (Jerslev, 2016). They create
a sense of intimacy, honesty and transparency with their audience, conveying that they
are ‘just being themselves’ in front of the camera (Abidin, 2015; Duffy & Wissinger,
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2017) and portraying what they do through the frame of ‘do what you love’, while obscur-
ing their commercial relationship with brands (Lee & Abidin, 2021).

Microcelebrities have been at the core of a heated debate about ‘deserving’ and ‘unde-
serving’ forms of celebrity (Gamson, 1994), linked to the discussion on whether what
they do can be considered work. Although many microcelebrities could link their celeb-
rity with notions of talent and merit, traditional media tend to position them as undeser-
ving celebrities (Deller & Murphy, 2020, p. 118). In response to these media framings,
microcelebrities have gradually acknowledged the commercial nature of their activity
and showed the labour needed to create their content, while presenting themselves as
hard-working individuals (Johnson & Woodcock, 2019; Lehto, 2022; Oliva, 2022). At
the same time, they have become a model that citizens are encouraged to follow in the
age of self-branding, self-promotion and entrepreneurship (Duffy & Pooley, 2019; Mar-
wick, 2016, p. 334).

Moreover, social media celebrities usually highlight their own wealth (in house tours,
for example) in social media and traditional media (Deller &Murphy, 2020), and this can
create tensions. When celebrity and wealth are perceived as unfair and not earned, it may
lead to public shaming (Cross & Littler, 2010, pp. 406–407). Thus, celebrities usually are
expected to carry out some redistributive practices, such as donating to charities or pay-
ing taxes, to counteract perceptions of unfairness and present themselves as good citizens
(Harvey et al., 2015, p. 434).

3. Methodology

This paper’s main aim is to analyse how the ElRubius scandal was portrayed in YouTube
videos and their comments to better understand current taxation imaginaries in Spain.
We used thematic analysis to study a sample of the 30 YouTube videos discussing the
ElRubius’ decision with the most comments, posted between 18 January and 16 February
2021 (the period when the controversy was at its peak), from both YouTubers’ channels
and ‘traditional media’ (broadcasting channels) that were re-mediated and discussed on
YouTube.

Even though the scandal broke out all over the media ecosystem, from Twitter to the
National Parliament, we decided to only zero in on YouTube to keep our research
focused and coherent: YouTube was the epicentre of the media scandal, where the popu-
larity of these celebrities was performed and achieved. Moreover, it allows us to see how
ordinary users responded to videos originally broadcast on TV and radio, which is a pri-
vileged way to analyse the identification processes that produce the ‘naming and sham-
ing’ strategies (Bramall, 2018).

The research questions that guided our analysis were:

(1) How are taxes defined?
(2) How are YouTubers and their audience portrayed?
(3) How did audiences respond to these stories through online comments, and what

forms of identification do these videos offer?

To establish the corpus of analysis, our procedure was as follows: Firstly, we used the
‘Video List’ module in the YouTube Data Tools software package developed by Rieder
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(2015) to get data from YouTube API v3. We used the keywords ‘YouTubers Andorra’ to
get the first 500 videos, sequenced according to YouTube’s search rankings. Figure 1 pre-
sents a diachronic view of the number of videos posted that match these criteria. Sec-
ondly, we filtered the database to consider only the videos posted after ElRubius’
announcement (17 February 2021), which reduced the number of videos to 166. Thirdly,
we selected the 15 videos with the most comments from two content sources: (a) videos
from YouTubers (n = 15); (b) content from ‘traditional media’ (public and private broad-
casters) that was re-mediated on YouTube (n = 15). Thus, we analysed a total of 30
videos.

Finally, we downloaded all the comments for each video using the ‘Video Info’’ mod-
ule from YouTube Data Tools (Rieder, 2015), which gave us 151,918 comments (130,457
for YouTubers’ videos and 21,461 for the media’s). To analyse these comments, we
filtered those with the most likes (>500 in YouTubers videos; n = 369; > 100 for media,
n = 237). Even if this decision gave us biased results because we excluded the comments
that were not supported by others, they are relevant to understand how visibility in You-
Tube’s comment section is algorithmically curated through popularity principles (com-
ments with more likes get positioned in the upper part of the interface, pushing their
popularity even higher).

Thematic analysis, amethod that has been widely used in communication studies (Onu
&Oats, 2018; Triliva et al., 2015), was used to identify and organise patterns of themes and
meanings (Braun &Clarke, 2012).We used a hybrid approach, both deductive and induc-
tive (Fereday & Muir-Cochrane, 2006), following the initial categories based on our
research questions: (a) Tax definitions, (b) YouTubers and audiences’ representations,
(c) Forms of identification. The analysis was conducted based on viewing the videos
and reading and re-reading the transcription of these videos and their comments. The the-
matic coincidences that emerged during the analysis were collected and inductively com-
pared (Gibbs, 2007). Tables 1 and 2 show the thematic categories identified, and the results
sections are organised following the research questions. All the comments were translated,
and usernames were omitted for ethical reasons to preserve users’ privacy.

4. Results

4.1. The portrayal of taxes in discourses about YouTubers moving to Andorra

Our analysis shows a strong polarisation between videos ‘against’ (a) or ‘in favour’ (b) of
ElRubius and other YouTubers who moved to Andorra. Table 1 summarises the main

Table 1. Themes in the debate about tax definitions.
Against ElRubius In favour ElRubius

Taxes To finance public services (health,
education)

As an excessive burden to support a bloated state and
corruption

Reciprocity (returning the opportunities
given)

Self-made persons

Progressive taxes Redistributive mechanism Unfair measure (everybody should pay the same),
exploitative

Moving to
Andorra

Theft, an immoral act of greed A human right, a personal choice, legal
A moral question A rational issue
Patriots Global workers
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themes that emerged from the analysis, which show the opposing discourses about taxes,
as explained in the following subsections.

(A) ‘Spain has given you everything you have, what you are’: Discourses against YouTu-
bers moving to Andorra

The YouTube videos posted by TV and radio broadcasters conveyed discourses that
were very critical of ElRubius and other Spanish YouTubers who moved to Andorra
to pay lower taxes. They made a strong connection between taxes and the financing of
public services within the welfare state. The healthcare system was regularly mentioned
(this debate occurred during the COVID-19 pandemic), but so were public education,
pensions and infrastructures. ‘Reciprocity’ was a key value in these discourses (Björklund
Larsen, 2018): firstly, on a more literal level, because YouTubers that moved to Andorra
were not ‘giving back’ the public resources they had already used (‘Spain has given you
everything you have, what you are, your education and what you are earning is thanks to
public services’, Lennon-Hunt, 2021). Secondly, these YouTubers would stop paying for
the public services that their families – still living in Spain – were using (‘The pension [of
the YouTubers’] families, those of us who stay here keep paying them?’, Lennon-Hunt,
2021). Thirdly, if they did not pay taxes, ordinary people would have to pay more to
fund the welfare state. Moving to Andorra was even framed as a form of theft: ‘Kids,
they are stealing from you’ (Lennon-Hunt, 2021).

The debate in the traditional media was presented mainly as a moral one: moving to
Andorra was depicted not as illegal but as immoral and unethical, an act of greed and
selfishness (La vida moderna, 2021; TV3, 2021; La Resistencia, 2021). There were con-
stant mentions of ‘solidaridad’ (solidarity1), which presented taxes as a mechanism of
wealth redistribution and a way of tying together society. Thus, the traditional media
aligned themselves with social-democratic discourses in favour of the current Spanish
taxation system, connecting paying taxes with financing the welfare state. The necessity
of the welfare state and the taxation structure were not questioned or debated. This shows
that in Spain the ‘anti-welfare common-sense’ or the discourse of taxes as a burden is not
hegemonic (although welfare cuts and austerity policies were not discussed).

Four famous YouTubers/streamers, namely Ibai Llanos, DjMaRiiO, El Xokas and
Loulogio, defended staying and pay taxes in Spain. They did not attack ElRubius’ decision
but focused their discourse on why they had decided to stay in Spain despite having to pay
more taxes. A few weeks before ElRubius announced that he was moving to Andorra, an
old Ibai video went viral on Twitter. In this short video, Ibai claimed that: ‘It’s normal for
people who earn lots of money, for lots of money to be taken from rich people (…) I feel

Table 2. Themes identified regarding the portrayal of YouTubers and their audiences.
Against ElRubius In favour ElRubius

YouTubers Opportunistic people, conmen,
nouveau riche, celebrities
Privileged

Entrepreneurs, innovative workers

Audience Taxpayers, welfare beneficiaries
Young people
‘Ordinary’ people

Freelance workers, ‘everyone would do the same’, people
seeking better living conditions abroad
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it’s a good act to pay taxes here because it’s what everybody does’ (MobaVids, 2020). In
this video, Ibai openly defended progressive taxes as a redistributive mechanism, linking
paying taxes in Spain with the moral values of social trust, reciprocity and solidarity.

After the scandal broke, El Xokas took a similar stance while playing on Twitch. After
reading one question in the chat, he said with dark humour:

‘Thank you for the roads and the hospitals’. You’re welcome. Here we are, dude, in Spain,
representing the f***ing hood. (…). They charge me ten thousand bucks each quarter, I
don’t give a f***, I pay it, for Spain. (…) I’m paying your mother’s hospital bill. (J, 2021)

Here, in addition to notions of patriotism and solidarity, paying taxes in Spain was
again framed as a means to finance public services. In an interview on the television pro-
gramme La Resistencia, El Xokas further elaborated on these ideas in a more formal and
openly political fashion: paying taxes in Spain as connected to ‘just a little social con-
science. Look at the state of the country, I think that everything that balances it a little
is a positive thing’ (La Resistencia, 2021).

Later on, Ibai published another video, in which he adjusted his discourse and
reframed his decision as just personal (not political): ‘I stay for the food’, he said,
using a humoristic tone. ‘Pedro Sánchez [Spain’s Prime Minister] hasn’t bought me, it
has been the patatas bravas [a popular dish]. Pintxos aren’t gonna eat themselves’ (Moba-
Vids, 2020). DjMaRiiO (2021) also framed his decision to stay in Spain in a similar vein:
‘balancing the pros and cons of staying: on one side more money (…) on the other my
family, friends and my girlfriend’. Thus, they conveyed an ideological message through
an individualised frame that focuses on personal accounts and experiences (Arnesson,
2022).

(B) ‘We only generate fraud and debt’: Discourses defending YouTubers moving to
Andorra

Many YouTubers (Jordi Wild, Turbo Plant, Roma Gallardo, Wall Street Wolverine
and Dalas Review) responded to the critical discourses voiced in the media by defending
ElRubius’ right to move to Andorra. These responses were reactive to the main frame-
works and discourses conveyed by the media. On the contrary, these discourses destabi-
lised the relationship between taxes and the financing of public services by arguing that
the fiscal pressure on citizens and corporations was too high and that the State did not
properly use taxpayers’ money.

Firstly, they claimed that not that much tax money was actually spent on public ser-
vices and that arguments about the public health system were just a scheme to manip-
ulate public opinion: ‘Public health…Operating, saving lives…Why does everyone
mention it? Because they are moralists’ (Dalas Review, 2021). Thus, even though they
did not advocate eliminating public services, they emphasised that the state was too
big and did not properly manage the taxpayers’ money, since it was wasted on useless
public entities and administrations: ‘Spain has disproportionate public spending, there
are too many public entities, administrations, expert committees, consultants, ministers
… ’ (Wall Street Wolverine, 2021). In these discourses, inefficient management of public
resources was mixed with open accusations of corruption among Spanish politicians: ‘We
only generate fraud and debt, supporting hundreds of millions of politicians, cushy jobs
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for their friends and family and mansions’ (Roma Gallardo, 2021). They did not directly
attack the welfare system, yet nor did they explain how it would be financed with lower
taxes (‘I don’t want to eliminate public health services or public education. I want to end
inefficient spending, and a smaller and better-managed state’, Wall Street Wolverine,
2021).

While the traditional media and YouTubers defending their decision to stay in Spain
portrayed progressive taxes as a fair redistributive mechanism, those who defended ElRu-
bius found them unfair or exploitative because they were motivated by resentment
toward the rich. They upheld the idea that individuals have the right to enjoy what
they have earned through their own efforts (Antena 3, 2021) and that the decision to
move to Andorra was the result of a rational decision to maximise their economic
well-being. Selfishness was at the core of their discourse: on the one hand, they upheld
their right to be self-interested, presenting selfishness as a positive trait of autonomous
citizens who take care of themselves (Biressi & Nunn, 2014). On the other hand, they
claimed that the State and politicians were also selfish, in that the true reason behind
taxes was to maintain themselves.

Hence, this discourse steered away from the reciprocal understanding of taxpaying: ‘if
you think we must pay more, then pay it yourself, voluntarily’ (Roma Gallardo, 2021).
Finally, charity was often mentioned as a better and more efficient way of ‘giving back’
than paying taxes: ‘a hospital will profit much more from his donation money than if
it comes through taxes’ (The Wild Project, 2021).

4.2. The portrayal of YouTubers and the audience

Table 2 summarises the themes identified in the analysis regarding the portrayal of You-
Tubers and their audiences. Again, we found polarised discourses.

The traditional media quite explicitly used a ‘naming and shaming’ strategy when talk-
ing about ElRubius and other YouTubers that moved to Andorra (Lolito, Vegeta, Will-
yrex, Grefg). The journalist Javier Ruiz described them as ‘thieves’ and as ‘brazen’
(Lennon-Hunt, 2021). Edu Galán, the host of the satirical section of a political magazine
spoke of them in these terms: ‘We are sick of these abnormal young millionaires who
have benefited from their country’s public services but run away when they have to
pay’. The moral frame was explicit when his co-host continued (while the poo emoji
appeared on screen): ‘We are sick of them justifying themselves by saying that it is
legal and feeling like they are patriots and very good people’ (laSexta Noticias, 2021a).
At the same time, being YouTubers played a central role in how the media talked
about them: their names were systematically mispronounced or forgotten (‘I don’t
even remember his name’, La Vida Moderna, 2021), and they were the target of jokes
about how they appear on screen (‘Why does he appear with that headrest? (…)
Maybe he’s going to break his neck (…) and now it looks like you’re in your pyjamas’,
RTVE, 2021). These shaming practices were constructed upon traditional conceptions
of deserving and undeserving celebrity (Gamson, 1994), in which their contents and
arguments are ridiculed (portraying them as ignorant) and disbelief is expressed about
the amount of money they earn. Moreover, the media showed them alongside images
of famous tax evaders, such as the tennis player Arantxa Sánchez Vicario (TV3, 2021),
or snippets of the glamorous parties in the latest Great Gatsby film adaptation (laSexta
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Noticias, 2021b). Thus, they were portrayed as undeserving millionaires who boasted of
and showed off their mansions and luxury cars while evading taxes.

Highlighting YouTubers’ extreme wealth drew a stark contrast between them and
their audiences, in an attempt to break the possible identification and to delegitimise
their actions and discourses. The traditional media addressed the viewers as ‘regular citi-
zens’ and portrayed them as taxpayers and as recipients and users of public services.
Thus, taxes were depicted both as a burden that everyone had to endure and as the mech-
anism that ensured that everybody had access to healthcare, education and means of
living.

Moreover, TV hosts and collaborators framed the issue as a conflict between gener-
ations: they explicitly portrayed YouTubers and their audiences as young people and
TV audiences as adults who did not know who these YouTubers were (RTVE, 2021; Len-
non-Hunt, 2021; TV3, 2021). They also expressed concern for the potential bad influence
that YouTubers could have on their audiences, who were depicted as young and impres-
sionable (Lennon-Hunt, 2021, Cadena SER, 2021).

All YouTubers complained about how they were shamed and attacked by the tra-
ditional media that did not understand their work. They also framed it as a generational
conflict, portraying television, their professionals and audiences as old. Several YouTu-
bers claimed that they were being attacked by broadcasters because they were seen as
their competitors (Wall Street Wolverine, 2021).

We detected an interesting difference between how YouTubers talk about themselves
according to their position in this debate. YouTubers defending staying in Spain (Ibai, El
Xokas, DjMaRiiO and Loulogio) openly talked about the fact that they had a lot of
money, acknowledging their privileges. They expressed ‘how lucky’ they were for
being able to get paid to ‘do what they loved’ (Duffy & Wissinger, 2017) and argued
that they did not mind paying taxes because they had more money than they actually
needed: ‘I live fabulously, I don’t care if they take half of it because I still live perfectly
well’ (Ibai, 2021) and ‘I don’t need that much’ (La Resistencia, 2021). By doing this,
they claimed that their main motivation for creating content was self-realisation as
opposed to economic gain and conveyed the ‘passionate work’ discourse identified by
Duffy and Wissinger (2017) and Jerslev (2016).

YouTubers defending ElRubius presented themselves in quite a different light. They
used an ambivalent discourse where they aligned themselves both with regular citizens
(especially self-employed and freelance workers who struggle to survive in a difficult
environment), entrepreneurs and ‘innovative workers’ working in tech and digital
media, whose work ‘can be done from anywhere in the world’ (The Wild Project,
2021), but also big companies and ‘rich people’. But unlike Ibai or DjMaRiiO, they did
not openly present themselves as privileged.

By doing that, the YouTubers situated themselves in different positions regarding their
audience: Ibai, El Xokas, DjMaRiiO and Loulogio as different from their audience
because of their privileged position (yet similar because of their humble background);
Wall Street Wolverine, Roma Gallardo, Dalas Review as similar to their audiences
because everyone wants to make a ‘better future’ for themselves or because in Spain
‘nobody wants to pay taxes’ and everyone would do the same if they were in the YouTu-
bers’ position.
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4.3. ‘I support ElRubius’: forms of identification in the most-liked comments

If I win a million and the government takes half fromme, the question is not if I can live well
with 500,000. (…) Why the f*** do a bunch of corrupt asses have to take 50% of my income?
– which was not a gift, not made illegally, everything was earned through my own work. I
support Rubius, and if he wants to go to Andorra or Saturn to pay lower taxes or pay zero
taxes, go ahead.

This single comment, which has received more than 8000 likes, synthesises the main
frames omnipresent in our comments sample: taxes were portrayed as ‘expropriation’,
politicians as ‘corrupt’, work as a personal effort and migration as a right. Thus, this
case was perceived as a moral scandal promoted by the media.

We found a strong polarisation depending on the source of the video: while YouTu-
bers got instant back-up by their followers, videos from the traditional media received
open hostility (‘Javier Ruiz, you live off of the public subsidies that you receive from poli-
ticians’ taxes. I understand your distress’; ‘Close this TV station now! Absolutely manip-
ulative, apart from losing money’).

As we have seen above, ‘I support ElRubius’ comments expressed a strong identifi-
cation with YouTubers, which can be classified into four dominant forms. Firstly, audi-
ences tended to identify with YouTubers because they were their fans. The bond between
the celebrities and their fans was especially visible in the videos where some of them were
invited to TV shows, like TheGrefg’s appearance in El hormiguero (‘They tried to ridicule
TheGrefg during the interview, but it ended up being the opposite’). This relates to many
comments that identified ElRubius as a ‘scapegoat’ (‘When they blame a YouTuber for a
country’s economy, LOL’).

Secondly, some commenters identified with YouTubers as people who had the right
to look for a better place to live (‘Every citizen is free to live wherever he wants, and
therefore, pay his taxes where he resides’). Many commenters from Argentina, Mexico
and Peru interpreted this issue through their own sociocultural lens, especially the
desire to migrate to richer countries (‘A Spaniard leaves Spain. Spaniard: cancelled.
A Latin American leaves Latin America. Latin Americans: you achieved many people’s
dream’).

The third form of identification among commenters was viewing YouTubers as young
entrepreneurs who were ‘ripped off’ by the state and the Spanish government’s lack of
support for local entrepreneurs (‘I never cared about politics until I became a freelancer
and I realized what paying taxes is and where they go (poorly managed). Then you go to
any government office and they treat you as if you were bothering them’). When they
identified with taxpayers, it was not as a form of contribution to collective well-being
but as an obstacle for entrepreneurs and corporations.

Finally, there was a huge presence of comments expressing a low social trust (Giachi,
2014). It adopted the form of expressions that are allegedly ‘obvious’, like ‘nobody likes to
have 50% taken away’, ‘it’s easy to say what you’d do with other people’s money, but
when it’s yours… ’. Others openly claimed that ‘they would do the same’ or disqualify
critics as hypocrites (‘If these people were in ElRubius’ place, they would leave in the
first year’). Thus, the comments that gained more likes explicitly identified with ElRubius
(and other YouTubers that had moved to Andorra).
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5. Discussion

As we have seen in our analysis, ElRubius’ announcement that he was moving from Spain
to Andorra to pay lower taxes stirred up a passionate and polarised debate about taxes,
welfare and inequality in Spain. Even though Spain endured severe austerity policies
during the recession and post-recession, traditional media conveyed a ‘pro-welfare com-
mon-sense’, as opposed to what has been identified in countries such as the UK, the US
and Ireland (Jensen & Tyler, 2015; Negra & Mcintyre, 2020). The media and YouTubers
defending staying in Spain portrayed progressive taxes through the lens of reciprocity
(Björklund Larsen, 2018), with a special emphasis on the ideas of equity and solidarity
(‘solidaridad’): Spain was represented as an unequal country where wealthy individuals
have the moral obligation to share their earnings with the less fortunate by paying
their taxes.

But the case study also shows how neoliberal arguments have entered Spain’s (digital)
public sphere by redefining what fairness means (Björklund Larsen, 2018). For tra-
ditional media, everyone must pay ‘their fair share’ for the common good, while YouTu-
bers defending ElRubius’ decision claimed that the Spanish redistributive tax scheme was
unfair because the State was taking what should be theirs.

Moreover, this debate was framed by their main actors (both the media and YouTu-
bers) as a generational fight, a clash between traditional media and social media, the
adults and the young, the old and the new, and between two conceptions of citizenship
and taxes. On the one hand, broadcasters and journalists dismissed YouTubers as valid
interlocutors on the tax discussion, portraying them and their audiences as young and
unqualified. On the other, YouTubers defending ElRubius framed this ‘pro-welfare com-
mon-sense’ as a ‘hegemonic discourse’, the discourse of the State and the elites, and as a
‘boomer discourse’. They framed neoliberal discourses as ‘new’, ‘young’ and ‘rebellious’.
They used strategies to present themselves as an ‘alternative’ and ‘more credible’ source
than traditional media. At the same time, they presented themselves as entrepreneurs,
individuals who take risks and innovate in the pursuit of ‘doing what they love’ and refus-
ing traditional or dead-end jobs. Their discourses connected and exploited the unrest of a
young generation that grew up during the recession and post-recession and felt that
‘Spain has not given them anything’ and they have no future (except the promise of social
media).

Our case study also helps us better understand the ‘naming and shaming’ strategies
(Bramall, 2018) that the media use against celebrities by focusing on a case involving
microcelebrity. The traditional media’s attacks against ElRubius and other YouTubers
were particularly sharp. The portrayal of tax avoidance as an immoral practice was clo-
sely tied with the depiction of ElRubius as non-deserving of his fame and fortune. As
such, he was represented as a double threat to social values: he challenged both taxation
obligations and meritocratic values. The intense focus on ElRubius can be seen as an
example of ‘weaponised microcelebrity’, a practice in which the traditional media
focus on a microcelebrity ‘through disproportionate and sensationalist coverage’ to
attract audiences’ attention such that they ‘become reappropriated as placeholders for
various causes’ (Abidin, 2018, p. 64). In the media discourse in this case, ElRubius embo-
died all the media panics connected to social media: antisocial values, their influence on
young minds, a generational disconnect.
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In her theoretical work on naming and shaming strategies, Rebecca Bramall warned
that they may offer opportunities to identify with tax-avoiding celebrities (Bramall,
2018, p. 3). Our research shows that the naming and shaming strategy of traditional
media proved to be counterproductive: portraying YouTubers as ‘abnormal young mil-
lionaires’ did not diminish their reputation. On the contrary, the audience tended to
identify with the shamed YouTubers, who were seen as being unfairly treated by the
media, State and political elites. Most comments also identified legacy media as manip-
ulative and old and the YouTubers as a ‘new generation’ fighting old power structures, an
opposition that could also extend to the definitions of tax and the welfare state as out-
dated and oppressive and neoliberal conceptions of the State as new and modern.

Thus, in this case study, debates and conceptions about media ecologies, generation
and celebrity are closely tied together with ideas about taxes, fairness, welfare and
inequality.

Note

1. In Spanish, solidaridadmeans being supportive and caring of others, sharing what you have
(usually with the less fortunate) and thus creating a sense of community with fellow citizens.

Acknowledgement

Mercè Oliva is a Serra Húnter Fellow.

Disclosure statement

No potential conflict of interest was reported by the author(s).

Funding

This research was funded by the European Union (Next GenerationEU), the Spanish Ministry of
Universities and the National Plan for Recovery, Transformation and Resilience, through Pompeu
Fabra University (UPF) in Barcelona.

Notes on contributors

Mercè Oliva is an Associate Professor and Serra Húnter Fellow in Media Studies and Popular Cul-
ture in the Department of Communication at Universitat Pompeu Fabra (Barcelona, Spain). She is
the Director of the BA programme in Audiovisual Communication and the Coordinator of the
UNIC Research Group. She is also a member of theMedium Research Group. Her research focuses
on popular culture, media studies and neoliberal imaginaries. She has published articles in journals
such as European Journal of Cultural Studies, Convergence, Celebrity Studies and Games and Cul-
ture and she is the author of the book Telerrealidad, disciplina e identidad: Los makeover shows en
España [Reality TV, Discipline and Identity: Makeover Shows in Spain] (Ed. UOC, 2013). Dr Oliva
was the Principal Investigator of the research project ‘Heroes of the crisis: Narrative and social dis-
courses in contemporary popular culture’ (Ref.: CSO2014-56830-P), funded by the Spanish Min-
istry of Economy and Competitiveness and she is a PI of Redistributive imaginaries: digitalization,
culture and prosocial contribution (ReDigIm), funded by MCIN/AEI /10.13039/501100011033 and
NextGenerationEU/PRTR (Ref: PCI2022-135059-2), under the programme CHANSE Cofund (PL:
Rebecca Bramall, UAL, UK).

14 M. OLIVA ET AL.



José M. Tomasena is a Margarita Salas Postdoctoral Fellow at the Faculty of Information and
Audiovisual Communication, Universitat de Barcelona, Spain. His research interests include lit-
erary prosumption in social media, the platformization of cultural production, and media litera-
cies, particularly reading and writing. He has worked as research assistant for the project ‘D-
Stories’ at the Universitat Oberta de Catalunya (UOC), and as external advisor on writing literacies
for the PICCLE Project (Intervention Plan for Citizens Competent in Reading and Writing), part
of Portugal’s National Reading Plan.

Ona Anglada-Pujol is a PhD Student in Communication at Universitat Pompeu Fabra (Barcelona,
Spain) and a member of the Medium Research Group. Her doctoral research is about slash fiction
practices about gamers and their discourses around gender, sexuality, romantic love and sexual
consent, as well as the relationship that these YouTubers establish with those texts. She teaches
in the BA in Audiovisual Communication at UPF, where she has taught courses about screenwrit-
ing, research methods and image analysis. She also participates in the OPA (Observatori de la Pro-
ducció Audiovisual; Audiovisual Production Observatory) researching the Catalan media
ecosystem. Her main research interests are gender and queer studies, fan and celebrity studies,
popular culture and television series.

ORCID

Mercè Oliva http://orcid.org/0000-0002-6812-737X
José M. Tomasena http://orcid.org/0000-0001-8304-8082
Ona Anglada-Pujol http://orcid.org/0000-0003-3078-7740

References

Abidin, C. (2015). Communicative intimacies: Influencers and perceived interconnectedness. Ada
New Media, (8), 1–16. https://doi.org/10.7264/N3MW2FFG

Abidin, C. (2018). Internet celebrity: Understanding fame online. Emerald Publishing.
Alarcón, G., Buendía, J. D., & Sánchez, M. M. (2016). El rechazo al fraude fiscal en España: Antes y

después de la Gran crisis. Hacienda Pública Española, 218(3), 33–56. https://doi.org/10.7866/
HPE-RPE.16.3.2

Antena 3. (2021, February 16). TheGrefg responde sobre la polémica de Andorra – El Hormiguero
[Video]. YouTube. https://youtu.be/scCP2bJMMmQ

Arnesson, J. (2022). Influencers as ideological intermediaries: Promotional politics and authen-
ticity labour in influencer collaborations. Media, Culture & Society, 1–17. Advance online pub-
lication. https://doi.org/10.1177/01634437221117505

Biressi, A., & Nunn, H. (2014). Selfishness in austerity times. Soundings: A Journal of Politics and
Culture, 56(1), 54–66. https://doi.org/10.1353/sdg.2014.0009

Björklund Larsen, L. (2018). A fair share of tax: A fiscal anthropolgy of contemporary Sweden.
Palgrave Macmillan.

Bonifacio, R., Hair, L., & Wohn, D. Y. (2021). Beyond fans: The relational labor and communi-
cation practices of creators on Patreon. New Media & Society. Advance online publication.
https://doi.org/10.1177/14614448211027961

Borriello, A. (2017). ‘There is no alternative’: How Italian and Spanish leaders’ discourse obscured
the political nature of austerity. Discourse and Society, 28(3), 241–261. https://doi.org/10.1177/
0957926516687419

Bramall, R. (2013). Popular culture and anti-austerity protest. Journal of European Popular
Culture, 3(1), 9–22. https://doi.org/10.1386/jepc.3.1.9_1

Bramall, R. (2016). Tax justice in austerity: Logics, residues and attachments. New Formations, 87
(87), 29–46. https://doi.org/10.3898/NEWF.87.2.2016

Bramall, R. (2018). A ‘powerful weapon’? Tax, avoidance, and the politics of celebrity shaming.
Celebrity Studies, 9(1), 34–52. https://doi.org/10.1080/19392397.2017.1325762

INFORMATION, COMMUNICATION & SOCIETY 15

http://orcid.org/0000-0002-6812-737X
http://orcid.org/0000-0001-8304-8082
http://orcid.org/0000-0003-3078-7740
https://doi.org/10.7264/N3MW2FFG
https://doi.org/10.7866/HPE-RPE.16.3.2
https://doi.org/10.7866/HPE-RPE.16.3.2
https://youtu.be/scCP2bJMMmQ
https://doi.org/10.1177/01634437221117505
https://doi.org/10.1353/sdg.2014.0009
https://doi.org/10.1177/14614448211027961
https://doi.org/10.1177/0957926516687419
https://doi.org/10.1177/0957926516687419
https://doi.org/10.1386/jepc.3.1.9_1
https://doi.org/10.3898/NEWF.87.2.2016
https://doi.org/10.1080/19392397.2017.1325762


Bramall, R. (2019). Logics of onshoring: Brand geographies, corporate tax responsibility and com-
mon sense. Journal of Cultural Economy, 12(6), 508–520. https://doi.org/10.1080/17530350.
2019.1668823

Braun, V., & Clarke, V. (2012). Thematic analysis. In H. Cooper, P. M. Camic, D. L. Long, A. T.
Panter, D. Rindskopf, & K. J. Sher (Eds.), APA handbook of research methods in psychology (Vol.
2, pp. 57–71). American Psychological Association.

Cadena SER. (2021, January 19). Javier Ruiz desmonta el discurso de los ’youtubers’ que se van a
Andorra [VIDEO]. YouTube. https://www.youtube.com/watch?v=EEcUa7WlI_o

CIS. (2021). Opinión pública y política fiscal. XXXVIII(3332). http://www.cis.es/cis/export/sites/
default/-Archivos/Marginales/3320_3339/3332/es3332mar.pdf

Clarke, J., & Newman, J. (2012). The alchemy of austerity. Critical Social Policy, 32(3), 299–319.
https://doi.org/10.1177/0261018312444405

Cross, S., & Littler, J. (2010). Celebrity and Schadenfreude. Cultural Studies, 24(3), 395–417.
https://doi.org/10.1080/09502381003750344

Dalas Review. (2021, January 19). Defiendo 100% a El Rubius y su decisión de irse a Andorra
[Video]. YouTube. https://youtu.be/vtjSwj6S2Do

Deller, R. A., & Murphy, K. (2020). ‘Zoella hasn’t really written a book, she’s written a cheque’:
Mainstream media representations of YouTube celebrities. European Journal of Cultural
Studies, 23(1), 112–132. https://doi.org/10.1177/1367549419861638

De Ridder, S. (2021). The banality of digital reputation: A visual ethnography of young people,
reputation, and social media. Media and Communication, 9(3), 218–227. https://doi.org/10.
17645/mac.v9i3.4176

DjMaRiio. (2021, January 19). Sobre el tema de Andorra [Video]. YouTube. https://youtu.be/
L2zx04XSlq4

Duffy, B. E., & Pooley, J. (2019). Idols of promotion: The triumph of self-branding in an age of
precarity. Journal of Communication, 69(1), 26–48. https://doi.org/10.1093/joc/jqy063

Duffy, B. E., & Wissinger, E. (2017). Mythologies of creative work in the social media age: Fun,
free, and “just being me”. International Journal of Communication, 11, 4652–4671.

Fereday, J., & Muir-Cochrane, E. (2006). Demonstrating rigor using thematic analysis: A hybrid
approach of inductive and deductive coding and theme development. International Journal
of Qualitative Methods, 5(1), 80–92. https://doi.org/10.1177/160940690600500107

Foucault, M. (1991). Governmentality. In G. Burchell, C. Gordon, & P. Miller (Eds.), The foucault
effect. Studies in governmentality (pp. 87–104). The University of Chicago Press.

Gamson, J. (1994). Claims to fame: Celebrity in contemporary America. University of California
Press.

Giachi, S. (2014). Social dimensions of tax evasion: Trust and tax morale in contemporary Spain.
Revista Española de Investigaciones Sociológicas, (145), 73–98. https://doi.org/10.5477/cis/reis.
145.73

Gibbs, G. (2007). Thematic coding and categorizing. In G. Gibbs (Ed.), Analyzing qualitative data
(pp. 38–55). SAGE.

Harvey, D. (2005). A brief history of neoliberalism. Oxford University Press.
Harvey, L., Allen, K., & Mendick, H. (2015). Extraordinary acts and ordinary pleasures: Rhetorics

of inequality in young people’s talk about celebrity. Discourse and Society, 26(4), 428–444.
https://doi.org/10.1177/0957926515576636

Ibai. (2021, January 20). ¿PERO QUÉ ESTÁ PASANDO? [Video]. YouTube. https://youtu.be/
BMcb1LVxocQ IEF (2020). Opiniones y actitudes fiscales de los españoles en 2019. https://
www.ief.es/docs/destacados/publicaciones/documentos_trabajo/2020_09.pdf

IEF (Instituto de Estudios Fiscales). (2020). Opiniones y actitudes fiscales de los españoles en 2019.
https://www.ief.es/docs/destacados/publicaciones/documentos_trabajo/2020_09.pdf

J. (2021, January 19). Xokas opina de ANDORRA [Video]. YouTube. https://youtu.be/ufS_
ErcyRVo

Jensen, T., & Tyler, I. (2015). “Benefits broods”: The cultural and political crafting of anti-welfare
commonsense. Critical Social Policy, 35(4), 470–491. https://doi.org/10.1177/
0261018315600835

16 M. OLIVA ET AL.

https://doi.org/10.1080/17530350.2019.1668823
https://doi.org/10.1080/17530350.2019.1668823
https://www.youtube.com/watch?v=EEcUa7WlI_o
http://www.cis.es/cis/export/sites/default/-Archivos/Marginales/3320_3339/3332/es3332mar.pdf
http://www.cis.es/cis/export/sites/default/-Archivos/Marginales/3320_3339/3332/es3332mar.pdf
https://doi.org/10.1177/0261018312444405
https://doi.org/10.1080/09502381003750344
https://youtu.be/vtjSwj6S2Do
https://doi.org/10.1177/1367549419861638
https://doi.org/10.17645/mac.v9i3.4176
https://doi.org/10.17645/mac.v9i3.4176
https://youtu.be/L2zx04XSlq4
https://youtu.be/L2zx04XSlq4
https://doi.org/10.1093/joc/jqy063
https://doi.org/10.1177/160940690600500107
https://doi.org/10.5477/cis/reis.145.73
https://doi.org/10.5477/cis/reis.145.73
https://doi.org/10.1177/0957926515576636
https://youtu.be/BMcb1LVxocQ
https://youtu.be/BMcb1LVxocQ
https://www.ief.es/docs/destacados/publicaciones/documentos_trabajo/2020_09.pdf
https://www.ief.es/docs/destacados/publicaciones/documentos_trabajo/2020_09.pdf
https://www.ief.es/docs/destacados/publicaciones/documentos_trabajo/2020_09.pdf
https://youtu.be/ufS_ErcyRVo
https://youtu.be/ufS_ErcyRVo
https://doi.org/10.1177/0261018315600835
https://doi.org/10.1177/0261018315600835


Jerslev, A. (2016). In the time of the microcelebrity: Celebrification and the YouTuber Zoella.
International Journal of Communication, 10, 5233–5251.

Johnson, M. R., & Woodcock, J. (2019). ‘It’s like the gold rush’: The lives and careers of pro-
fessional video game streamers on twitch.tv. Information, Communication & Society, 22(3),
336–351. https://doi.org/10.1080/1369118X.2017.1386229

Jorge, A., Oliva, M., & Aguiar, L. L. M. (2021). Offshoring & leaking: Cristiano Ronaldo’s tax eva-
sion, and celebrity in neoliberal times. Popular Communication, 19(3), 178–192. https://doi.org/
10.1080/15405702.2021.1913491

La Resistencia por Movistar Plus+. (2021, February). Entrevista a El Xokas [Video]. YouTube.
https://youtu.be/ufS_ErcyRVo

laSexta Noticias. (2021a, January 28). El duro alegato de Informe Mongolia contra los youtubers que
se marchan a Andorra - Al Rojo Vivo [Video] Youtube. https://youtu.be/ENUZ8KeVVnU

laSexta Noticias. (2021b, February 8). Irse a Andorra, o el triunfo del individualismo – laSexta
Columna [Video]. YouTube. https://youtu.be/pObh79UAew4

La Vida Moderna. (2021, January 23). Lo de los youtubers que se van a Andorra [Video]. YouTube.
https://youtu.be/2_0y94huOSY

Lee, J., & Abidin, C. (2021). Backdoor advertising scandals, Yingyeo culture, and cancel culture
among YouTube influencers in South Korea. NewMedia & Society. Advance online publication.
https://doi.org/10.1177/14614448211061829

Lehto, M. (2022). Ambivalent influencers: Feeling rules and the affective practice of anxiety in
social media influencer work. European Journal of Cultural Studies, 25(1), 201–216. https://
doi.org/10.1177/1367549421988958

Lennon-Hunt, P. (Director). (2021, January 19). Ya es mediodía [TV programme]. Unicorn
Content; Telecinco.

Marwick, A. E. (2016). You may know me from YouTube: (micro)-celebrity in social media. In P.
D. Marshall, & S. Redmind (Eds.), A companion to celebrity (pp. 333–350). Wiley.

MobaVids. (2020, February 11). IBAI HABLA de ANDORRA, de los IMPUESTOS y de PAULA
GONU [Video]. YouTube. https://youtu.be/SATwEYNIG5Q

Negra, D., & Mcintyre, A. P. (2020). Ireland Inc: The corporatization of affective life in post-Celtic
Tiger Ireland. International Journal of Cultural Studies, 23(1), 60–80. https://doi.org/10.1177/
1367877919882437

Olabarrieta, A. (2021, June 28). Los famosos que más deben a Hacienda: consulte la lista de mor-
osos 2021. El Español. https://www.elespanol.com/corazon/famosos/20200930/famosos-deben-
hacienda-consulte-lista-morosos/524698504_0.html

Oliva, M. (2022). ‘Me encanta mi trabajo, pero es un trabajo’: Creadores de contenido en redes
sociales e imaginarios laborales. Palabra Clave, 25(4), 1–25. https://doi.org/10.5294/pacla.
2022.25.4.4

Onu, D., & Oats, L. (2018). Tax talk: An exploration of online discussions among taxpayers.
Journal of Business Ethics, 149(4), 931–944. https://doi.org/10.1007/s10551-016-3032-y

Ortiz, P., & Portillo, M. J. (2018). Tax morale in the socioeconomic crisis context in Spain. Política
y Sociedad, 55(2), 421–440. https://doi.org/10.5209/POSO.56412

Rieder, B. (2015, May 4). Introducing the YouTube Data Tools. The Politics of Systems. http://
thepoliticsofsystems.net/2015/05/exploring-youtube/

Roma Gallardo. (2021, January 21). ANDORRA y LOS YOUTUBERS [Video]. YouTube. https://
youtu.be/KXhsFAS3-Yg

Rose, N. (1998). Inventing our selves: Psychology, power, and personhood. Cambridge University
Press.

Rose, N., & Miller, P. (1992). Political power beyond the State: Problematics of government. The
British Journal of Sociology, 43(2), 173–205. https://doi.org/10.2307/591464

RTVE. (2021, February 2). Ibai opina sobre la polémica ‘Youtubers y Andorra’ | La noche D
[Video]. YouTube. https://youtu.be/mzuFOKrHlhU

Ruiz Collantes, F. X., & Sanchez-Sanchez, C. (2019). Narratives of the economic crisis: National
neoliberalism in Spanish advertising (2008-2017). Palabra Clave, 22(2), e2228. https://doi.
org/10.5294/pacla.2019.22.2.8

INFORMATION, COMMUNICATION & SOCIETY 17

https://doi.org/10.1080/1369118X.2017.1386229
https://doi.org/10.1080/15405702.2021.1913491
https://doi.org/10.1080/15405702.2021.1913491
https://youtu.be/ufS_ErcyRVo
https://youtu.be/ENUZ8KeVVnU
https://youtu.be/pObh79UAew4
https://youtu.be/2_0y94huOSY
https://doi.org/10.1177/14614448211061829
https://doi.org/10.1177/1367549421988958
https://doi.org/10.1177/1367549421988958
https://youtu.be/SATwEYNIG5Q
https://doi.org/10.1177/1367877919882437
https://doi.org/10.1177/1367877919882437
https://www.elespanol.com/corazon/famosos/20200930/famosos-deben-hacienda-consulte-lista-morosos/524698504_0.html
https://www.elespanol.com/corazon/famosos/20200930/famosos-deben-hacienda-consulte-lista-morosos/524698504_0.html
https://doi.org/10.5294/pacla.2022.25.4.4
https://doi.org/10.5294/pacla.2022.25.4.4
https://doi.org/10.1007/s10551-016-3032-y
https://doi.org/10.5209/POSO.56412
http://thepoliticsofsystems.net/2015/05/exploring-youtube/
http://thepoliticsofsystems.net/2015/05/exploring-youtube/
https://youtu.be/KXhsFAS3-Yg
https://youtu.be/KXhsFAS3-Yg
https://doi.org/10.2307/591464
https://youtu.be/mzuFOKrHlhU
https://doi.org/10.5294/pacla.2019.22.2.8
https://doi.org/10.5294/pacla.2019.22.2.8


Ruiz-Muñoz, M. J. (2015). The representation of the crisis on television: Analysis of Spain and
Italy. Opción, 31(5), 119–139.

Sedeño-López, J. F. (2021). Towards a paradigm change in the tax administration-taxpayer
relation? Analysis of voluntary tax compliance. Revista Jurídica de Investigación e Innovación
Educativa, 25, 87–106. https://doi.org/10.24310/REJIE.2021.vi25.13103

The Wild Project. (2021, January 20). Jordi Wild da su opinión sobre el Rubius, Andorra y la
hipocresía de la situación [Video]. YouTube. https://youtu.be/yVxd9nNYZBg

Triliva, S., Varvantakis, C., & Dafermos, M. (2015). YouTube, young people, and the socioeco-
nomic crises in Greece. Information, Communication & Society, 18(4), 407–423. https://doi.
org/10.1080/1369118X.2014.953564

TV3. (2021, January 21). Youtubers que paguen impostos a Andorra – Els matins [Video].
YouTube. https://youtu.be/nGSFllF0WVE

Wall Street Wolverine. (2021, January 18). RUBIUS SE VA a ANDORRA y SE LÍA. DESAHOGO
[Video]. YouTube. https://youtu.be/MVxUUp3P_AI

18 M. OLIVA ET AL.

https://doi.org/10.24310/REJIE.2021.vi25.13103
https://youtu.be/yVxd9nNYZBg
https://doi.org/10.1080/1369118X.2014.953564
https://doi.org/10.1080/1369118X.2014.953564
https://youtu.be/nGSFllF0WVE
https://youtu.be/MVxUUp3P_AI

	Abstract
	1. Introduction
	2. Literature review
	2.1. Taxation imaginaries and austerity culture
	2.2. Tax morale and tax compliance
	2.3. Social media and celebrity culture

	3. Methodology
	4. Results
	4.1. The portrayal of taxes in discourses about YouTubers moving to Andorra
	4.2. The portrayal of YouTubers and the audience
	4.3. ‘I support ElRubius’: forms of identification in the most-liked comments

	5. Discussion
	Note
	Acknowledgement
	Disclosure statement
	Notes on contributors
	ORCID
	References


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /PageByPage
  /Binding /Left
  /CalGrayProfile ()
  /CalRGBProfile (Adobe RGB \0501998\051)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /sRGB
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 524288
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments false
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings false
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.90
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.90
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 300
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects true
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /ENU ()
  >>
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [595.245 841.846]
>> setpagedevice


