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Responsible Marketing – Assessment 1 – Online Portfolio
Part 1- How Ethical is TikTok for Marketing Purposes? 
TikTok is a popular worldwide social media app that allows users to create, watch, and share a wide variety of short form videos. Created in 2016 by Chinese tech company ByteDance, TikTok has quickly risen into one of the world’s most popular social media platforms with nearly 1.59 billion active monthly users worldwide as of September 2025 (D’Souza, 2025; Karl, 2025). During this section of the portfolio, I will cover and research examples of TikTok is ethical issues, look at the controls TikTok have put in place to become more ethically aware and state my evaluation regarding how ethical TikTok is for marketing purposes. 
Ethical Issues in TikTok Marketing 
Data Privacy and User Consent Concerns 
[bookmark: _Hlk211709300][bookmark: _Hlk211711559]One of the biggest ethical issues surrounding TikTok is its data privacy and user consent practices. The app allegedly collects an extensive range of user information, often without the user’s consent including time spent on videos, user location and browsing behaviour outside of TikTok. TikTok uses these insights to deliver specific targeted advertising, making the platform a powerful marketing tool (Kakadia, 2025; Matt, 2023). However, it has raised questions over how ethical the app is, especially amongst governments, who are concerned about how TikTok user data is collected and used, and whether it could end up in the hands of the Chinese government (Webb, 2024). For example, in 2020 due to tensions between the countries and concerns regarding TikTok’s data privacy, the Indian government banned TikTok fearing that sensitive personal information could be accessed by Chinese authorities (Pathak, 2025). The lack of clarity about how TikTok handle user data further heightens concerns about accountability, transparency and user privacy for TikTok (Kakadia, 2025).
Algorithm Manipulation and Bias
[bookmark: _Hlk212584031]Another ethical issue linked to TikTok is algorithm bias and manipulation. TikTok is algorithm is designed to create personalised content for users. It does this by promoting content based on location, age and user interests. While it allows people to discover content that aligns with their interests through their specific ‘For You’ section, it does raise concerns about the potential for manipulation by forcing negative content into the feed of users (“TikTok legal and ethical issues”, 2025; “Privacy and Security”, 2025). Research conducted by the Wall Street Journal has shown that TikTok’s algorithm can amplify harmful or extreme content. For example, somebody interested in fitness might be exposed to extreme dieting videos more regularly, which could lead to unhealthy body image issues. Furthermore, TikTok is algorithm can spread negative content to more vulnerable users, for instance exposing sadder videos to a user who has shown signs of depression based on the videos that have previously been watched on the account. This can make it harder to recover from issues like addiction and depression, raising ethical questions for TikTok (“How TikTok's Algorithm Figures You Out”, 2021).
Youth Protection 
[bookmark: _Hlk211718397]TikTok has also faced criticism for not doing enough regarding child safety on their platform (“TikTok legal and ethical issues”, 2025). Ethical questions have appeared regarding whether users especially children are giving truly informed consent and are legally of age to use the app. For example, in 2023 the UK is Information Commissioner’s Office found TikTok guilty for processing the data of children under 13 without parental consent. They estimated that up to 1.4 million UK children in 2020 used TikTok despite being underage, fining TikTok a total of £12.7 million, demonstrating their lack of awareness regarding youth protection (“ICO fines TikTok”, 2023).
Transparency in Branded Content
Transparency in branded content is another major ethical concern surrounding TikTok. TikTok is marketing environment is heavily driven by brands directly advertising products and influencer collaborations, where popular creators promote products and brands to their millions of followers. However, one of the key ethical issues is that many brands and influencers fail to clearly disclose when content is sponsored or a paid partnership, which can mislead audiences. In fact, in 2025 the EU took action against TikTok for its lack of branded content transparency and online content rules regarding marketing and advertisement, adding to the list of ethical criticisms and lawsuits TikTok has faced (“TikTok legal and ethical issues:”, 2025; Moens, 2025). 
Controls TikTok Have Put in Place to Become More Ethically Aware
To become more ethically aware TikTok have introduced several new controls into their operations, significantly improving the manner in which they operate. As well as improving community guidelines, TikTok have integrated AI into their operations to improve content moderation. The introduction of AI has provided TikTok with quicker and more efficient ways of controlling content (Chakka, 2025).
In response to past criticism, TikTok has strengthened youth protection through updated age restrictions and enhanced parental controls. TikTok is updated policy involves a new multi-layered approach including the use of a range of new technologies to identify and remove any user account that shows signs of being under the age restriction of 13 on the app. In fact, as of September 2025, using their new multi-layered age detection methods TikTok has already managed to remove up to 6 million underage accounts globally per month, demonstrating the success of their new controls (“An update”, 2025). In addition to this, users aged 13–16 can no longer live stream or message non-followers (Carter, 2025). Furthermore, to protect younger users TikTok has recently added parental controls, allowing parents to have more control over their children is social media activity (Somatirtha, 2025). These changes made by TikTok has created a saver online environment and experience for younger users, providing them with a more age-appropriate experience (“An update”, 2025; Carter, 2025).
[bookmark: _Hlk212583211][bookmark: _Hlk212626428]In response to criticism over branded content transparency, TikTok has introduced stricter policies, which now requires creators and brands to label ads with tags like “#ad” or “paid partnership.” From September 1st, 2025, when posting content that promotes a brand, product, or service on TikTok, you must turn on the content disclosure toggle setting and disclose the content as an advert to help promote transparency for users (Asmita, 2025; “The new rules of TikTok”, 2025). Furthermore, a 2025 study found that disclosed content outperformed content without disclosures on TikTok across total reviews, organic views, and organic engagement, indicating that TikTok has changed its algorithm to discourage undisclosed branded content and favour ethical advertising (“The new rules of TikTok:”, 2025). 
Conclusion
To conclude, by considering all of the information above, I believe TikTok can be considered only partially ethical for marketing purposes. While it offers businesses an effective way of reaching a wide reach of people, there are still significant concerns regarding data privacy, user protection and algorithmic manipulation. Although TikTok has introduced improved measures for example by making disclosure of branded content a requirement, these changes largely respond to external pressure rather than a proactive ethical stance from TikTok. Therefore, while these changes have made TikTok a more ethical place for marketing, TikTok can still make significant improvements to further become an ethically correct platform.
Part 2- Social Media Platforms is Main Age Groups 
Today social media platforms serve as key and effective channels for targeted advertising. Each platform attracts distinct age demographics, making it essential for marketers to know and understand what they are promoting and who they are marketing to, in order to best reach their target audience (“Age Breakdown”, 2025). For the second part of this portfolio, I will analyse Facebook, Instagram, TikTok, and Snapchat, and identify which age groups are most likely to engage with marketing content on each social media platform.
Facebook
[image: A blue circle with a white letter f in it

AI-generated content may be incorrect.]Facebook is the most popular social media app in the world, used by over 3 billion people monthly worldwide (Kumar, 2025). The age demographic that uses Facebook the most is the age group of 25-34, with 24.7% of Facebook users in the age bracket, closely followed by the age segments of 35-44 and 18-24. This demonstrates that Facebook is predominantly used by parents and younger adults. However, Facebook does also maintain a strong user base among older individuals with Facebook being the most popular social media app for people over the age of 50 (Haigen, 2025; “Top Social Media Platforms by Age Group:”, 2025). Figure 1: (“Facebook”, 2024)

Instagram
[bookmark: _Hlk212385125][image: Instagram Logo]Instagram is particularly popular among younger demographics, with the 18–24 and 25–34 age groups representing the largest share of users (West, 2025). Additionally, 59% of teenagers reportedly use Instagram, positioning it as one of the most widely adopted apps among teens (Anderson et al, 2023). The app is visual-first format, especially through reels and stories, is much more suitable for younger audiences, which is why the app has a strong Gen Z user base (Ruth, 2024). Figure 2: (“Instagram Logo”, n.d.)




TikTok
[image: Snapchat Logo][image: TikTok Logo]Similarly to Instagram, TikTok with it is short-form video format is highly popular among younger demographics, particularly teenagers. TikTok is the most used social media app by teenagers worldwide with a reported 63% of US and 70% of UK teens using them app (Ruth, 2024; Anderson et al, 2023). TikTok also has a substantial user base in the 18–24 and 25–34 age segments, though it is significantly less popular among older demographics. In fact, over 60% of TikTok is UK user base under the age of 25, demonstrating its popularity in the teen and young adult demographic (Haigen, 2025; “Social Media”, 2025). Figure 3: (“TikTok Logo”, n.d.)

Snapchat
According to an article written by Singh (2025), worldwide the 18-24 age group has the largest share of Snapchat users, closely followed by 25-34 and then the 13-17 age group. This demonstrates that the younger demographic is Snapchat is core audience and most likely to access marketing adverts on Snapchat. Figure 4: (“Snapchat Logo”, n.d.)

Part 3- Marketing Advert – LadBaby Royal Caribbean Cruise TikTok
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Figure 5: (“Spending the Weekend on the World’s Biggest Cruise!”, 2021)


Link-https://www.tiktok.com/@ladbabyofficial/video/7544023833817124118?is_from_webapp=1&sender_device=pc&web_id=7563615096062051862
Introduction
The TikTok advert featured above is from the creator LadBaby, a well‐known British influencer couple, known for their family-friendly and humorous social media content. LadBaby have a big online presence, with a total of 3.7 million followers on TikTok (“LadBaby”, 2025). This TikTok was released by LadBaby on their account as an ad to promote Royal Caribbean’s “Star of the Seas,” cruise. For this section, I will be conducting a review of the TikTok and analyse its effectiveness as an ad. 
Description of the Advert
The TikTok lasting 1 minute and 45 seconds, starts with a 10 second introduction from the duo, providing an overview of the ad and inviting the audience to join them in experiencing the cruise, explicitly naming the Royal Caribbean brand to establish the promotional intent. After this the video transitions into a montage of the cruise, with upbeat music playing in the background, showcasing the cruise is waterslides, sunbeds, rooms and entertainment on offer. A key element of the advert is the inclusion of personal footage featuring the LadBaby family of four actively enjoying the cruise during the montage of clips. This adds authenticity and relatability, offering viewers a first-hand perspective rather than a purely commercial one. As seen below the advert adheres to TikTok’s branded content guidelines by including the word “Ad” in the description. This ensures transparency and avoids confusion amongst viewers, while also promoting correct ethics (Asmita, 2025).
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Figure 6: (“Spending the Weekend on the World’s Biggest Cruise!”, 2021)
Influencer Marketing
Royal Caribbean use the influencer marketing strategy for this ad to promote their product. LadBaby have been purposely used as not only do they have a wide reach, but LadBaby is family-oriented content aligns with the cruise is target audience, families with young children, who are LadBaby is main audience (“Royal Caribbean Marketing Strategy 2025). Furthermore, LadBaby are trusted content creators and by using them and the influencer marketing strategy, the Royal Caribbean can increase their brand awareness and enhance credibility and trust (LaFleur, 2025).
Experience
The TikTok uses experience as a method of advertising, which is key as it immerses the audience in what it feels like to experience the product or service and helps to build deeper connections with customers. In this ad, influencers LadBaby showcase their family is cruise experience, allowing viewers to witness the product in action through familiar, trusted faces. This first-hand portrayal enhances authenticity and makes the product more relatable and appealing to viewers (“Why Experiences Matter”, 2024). 
Emotion 
The advert uses emotions as stimulus for purchase throughout the TikTok. It opens with a visual of the LadBaby duo, offering viewers a sense of familiarity and comfort. They immediately invite the audience to join them on the cruise, creating an immediate emotional connection. The upbeat music accompanying the montage of cruise clips sets a joyful tone, reinforcing feelings of happiness and excitement. Watching the family enjoy the cruise may evoke similar emotions in viewers, which can potentially lead to a feeling of brand loyalty or interest in the product. It may also trigger FOMO (Fear of Missing Out), this is another emotion that companies like to play on as it effective to drive viewers to make rash and quick decisions such as purchasing the product or service (Taylor, 2024).
Was the Ad Effective?
The LadBaby TikTok received a total of over 300K views, outperforming Royal Caribbean is own promotional videos posted around the same time on their TikTok, which had 42K, 166K, and 74K views respectively. This suggests the influencer-led approach was more effective in attracting attention and viewers, indicating that the collaboration with LadBaby was a success for the Royal Caribbean (“@Royal Caribbean”, 2025).
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