	
	
	



Introduction 
Tik Tok over the years has become one of the most influential social media platforms, with 1.59 billon individuals on the platform worldwide each month. On average individuals spend around 90 minutes on tik Tok each day (Karl, 2025). Tik Tok has attracted marketers who say huge protentional in selling their products by social media content creators by creating ads for them. The question is how ethical tik Tok really is in the marketing world, from the concerns to users' privacy, to manipulation on their content, marketing on young individuals and clear advertising.

Ethical concerns 
Data privacy and security 
Tik Tok has faced major backlash over their data collection practices. This social media platform has been known to collect sensitive information from their users, which is often taken without their explicit knowledge, such as location data, email addresses, phone numbers, device brand, and model. The concern has been raised about where this data is being stored and potentially being shared with third parties, particularly with tik Tok links with its parent company, which is based in China, there were fears that were reported that China improperly accessed data of us content creators (uOttawa, n.d.). 
 
Marketing on young individuals
One of tik Toks features is the popularity among young users, the age demographic shows that the percentage of 10- to 19-year-olds using tik Tok is 25% and the percentage of 18 to 24-year-old is 38.5% (Dunn, 2025). This shows there is a portion of underage individuals using tik Tok who haven't got maturity to understand, which has caused an ethical dilemma as these young individuals are being flooded with an extremely falsified view of themselves, their bodies, their mental health, eating disorders and how they compare themselves to other individuals (Rawlinson, 2023). The issues promoting these standards can lead to long term harm to younger individuals. 

Transparency in marketing 
As tik Tok is required to label their branded content, some research indicates that branded content and influence promotions can often make it difficult to see which is user generated content or paid content as TikTok doesn't share any information about who is buying the ads and what purpose are they buying these ads for (in, 2025).

Manipulation on their content 
Tik Tok plays a big role in what users see based on their preferences on what videos they like or search for, while this can create a personalized experience on social media for them, there are a lot of ethical concerns surrounding the way content creators are promoting their videos, which can lead to poor sleep unhealthy eating habits, can perpetrate negative stereotypes on social or cultural groups  and can also lead to addictive behaviors (Petrillo, 2021).

Tik Tok way to address the ethical concerns 
Ad policies and restrictions 
Tik Tok has started to restrict certain ads, the ones that influence alcohol use, gambling and weight loss products, when these ads will normally target younger audiences, by having these restrictions and ad policies it reflects more awareness on the ethical risk on the promoting these harmful addiction and products (“Business Help Center,” 2025).

Age controls 
Tik Tok has introduced new features such as screen time management and restricted modes for under 18 users, these tools are designed to help parents a better overview of tik Tok and protect younger users from the inappropriate content (“Business Help Center,” 2025)

Labeling of sponsored content 
The influences on tik Tok are required to share when they are sponsoring a brand on their video, which they have worked with advertising regulators to make sure when posting their video, the ad is made cleared (Tiktok, 2024).

Transparency center 
Tik Tok has introduced an accountability and transparency center, which can allow the experts of tik Tok to review the moderation policies; this can allow tik Tok to be more open with how they operate such as the use of technology to keep the community safe and the way human viewers use technology to help catch violations that are made (“Opening Our New Transparency and Accountability Centre in Dublin - Newsroom | TikTok,” 2024).


Conclusion 
[bookmark: _Int_54JLqirm]The Tik Tok platform shows us that it's a powerful and unique way of marketing, but the ethical concerns  still have a major impact on tik Tok, while they have found a way to keep the younger users safe while using this social media platform. The ethical marketing on tik Tok depends on how the marketers are acting responsible with user protection.

Digital media channels and targeting approaches 
[bookmark: _Int_qL5jxIiG]The effectiveness of social media for marketing relies heavily on targeting the right age group. Each social media platform has different ages on each platform, which can make it easier when marketing online to the right age group.

Facebook 
[bookmark: _Int_y9XJ34oJ][bookmark: _Int_KYxTxBza]Facebook is mostly popular for the adult aged 25 to 49 years old, it has also got a wider audience of individuals aged over 50 years old. It is a good platform to reach adults and families as it has over 3 billion monthly users. Businesses on Facebook like to advertise their home improvements; food brands might ask for a poll on new flavors, finances, insurances and products based on their interests and life events. The ad formats that work well on Facebook are image ads, carousel ads and video ads as this can get Middle Ages individuals more interested in looking at their ads (Sprout Social, 2024). Since less teenagers are using Facebook compared to other platforms, it is best for the marketers not to post ads that are directed for the teenage ages.


Instagram
Instagram is mainly built around individuals sharing pictures and videos, where this type of platform is the main way people connect with one another between the ages of 18 to 24 years old, marketers for fashion, beauty, fitness and events will often promote their brand by asking influences to do  unboxing and reviews, on reels, stories and posts as they will help brands who have paid partnerships with influences to get more people looking at the brand (Gotter, 2022). Instagram works best for telling stories through a picture or a short video, this helps the marketers when promoting as Instagram reels can help grab attention and the new shoppable post ad can make it easier for an individual to buy something they like straightaway. Marketers should target age, gender, and interests such as health and beauty or fitness and use the Instagram tool to reach younger audiences who enjoy relatable content. (Nadejda Milanova, 2023)

Tik Tok
Tik Tok is mostly affected for the individuals between the ages of 16 and 34 years old, TikTok is mostly popular with younger adults and teenagers with those who are age 16 to 24 years but has become more popular among those who in their twenties and thirties. For brands trying to reach younger audiences, tik Tok should be seen by marketers as a creative space where music, trends and challenges can help their content to be able to spread quickly as 92% of people are inspired to buy something when viewing a video. The effective strategies they can use are working with influences and different challenges with the brand included, as TikTok users prefer natural and fun content instead of direct advertisement, some of these brands should focus on community-based content that can encourage individuals to take part in (Asaolu, 2021). Marketers can use the tools on tik Tok to target individuals with their interests on what they like and comment on, but the most important part is creating content that fits in with their platform

Snapchat
Snapchat is mostly used by teenagers and younger adults aged 13 to 24 years old, especially between the ages of 17 to 24 years old and has over 400 million active users, between their ages. When advertising on snapchat, it focuses on quick interactive content such as snap ads and full screen vertical ads, as most users like quick and fun ads. Brands in entertainment and fashion can use filters and lenses to create engaging and sharable ads (Connelly & Milos Lepotic, 2024). Because many of the users are mostly young on snapchat, advertisers need to be sure what they are creating as an ad is age appropriate and follow youth advertisement guidelines. 
.
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(“TikTok - Make Your Day,” 2023)
I have analyzed the tik Tok marketing brand campaign for urban decay, who are promoting their hydromaniac tinted glow hydrator.  This campaign was launched to collaborate with influence creators who share content on beauty and lifestyle, instead of using fancy adverts, urban decay decided to use videos made by content creators to show the product in real lide and how the product is performed on their face. 
This campaign aims to help people discover the brand and product by using relatable tik Tok videos. This campaign has reached over 6.7 million views and 470,000 engagements with other content users (“TikTok Case Study | LTK,” 2025).

Ubran decay stragergy focuses on the real stories from content creators, the selected influences filmed a short tutorial on how they involved the makeup product within their makeup routine, the content showed natural lighting, honest views on the product and the result of the product allowing the viewers to see how the product works. This has helped urban decay connect with individuals on tik Tok by being more honest and relatable as the videos felt like honest reviews instead of ads which makes them look more open about the product. 	

Emotional and experience effectiveness 

The campaign relates to people through emotion and experience of the product, which is why people like to buy the product.

Emotion – the content being posted about this product is focused on the confidence and honesty as by them using everyday content creators instead of models, urban decay showed that anyone can look natural and beautiful, which made people want to buy the product and feel good about themselves. 			

Experience – the video allows to give the viewers the proper look on how the product looks on different skin types and skin tones, as viewers can see what it would look on their skin, the tutorials and reviews work like a test on the product which can help to see the real results before buying the product.

[bookmark: _Int_1Yz6pNZc]This campaign can focus on real beauty routines instead of the fake standards of beauty trends.  

Purchases 	
This campaign doesn't push people to buy the product, but what it does is build trust and make the people want to test product either now or later, many users rely on trust and honesty before buying, so by content creators showing the end results has made people feel more confident about buying the product. 
Using a range of people with different tones and textures shows that the product works for every skin type and colour. The engagement of this ad made a good impression on people who are viewing the products. 	

Evalution 	
[bookmark: _Int_Tc3omdlF][bookmark: _Int_3FnCAYTe]Overall, when evaluating this campaign, it shows that it can be used for emotional and experienced marketing in the beauty industry, by them sharing reliable and honesty videos it creates trust and connects with the audiences. The campaign's strong engagement shows that tik Tok is an important space for beauty marketing today. 	
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