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Part 1: How ethical is the use of TikTok for marketing purposes? 
[bookmark: _Int_0D1WInKp][bookmark: _Int_K7LJL4go][bookmark: _Int_MSLIDc4v]TikTok, created by Zhang Yiming (Forbes, 2025), is a video focused social media platform that enables its users to create, share, interact and absorb video content. The videos themselves are short compared to other platforms, such as YouTube, at around 15-60 seconds. The content itself is created by users and viewed based on user preferences and adjusted specifically to show similar videos that have previously been engaged with (McCashin, 2022). The main age group using this platform are ages 13-29, however, it is becoming increasingly popular with all age groups at almost 2 billion users globally and 16,000 TikTok videos uploaded every minute (Statista, 2025). Due to this reach, TikTok is often used as a marketing platform; ethical concerns have been raised about the way in which marketing appears on the site. 
[bookmark: _Int_ysNXkaD1][bookmark: _Int_cjQGaJZB][bookmark: _Int_64RljyhB][bookmark: _Int_VzOxDoxi][bookmark: _Int_sy1ug4au][bookmark: _Int_ab6OCZts][bookmark: _Int_RB3mJDSp][bookmark: _Int_Rezn1LYx]Children as a consumer group is becoming an increased ethical issue with added access to social media and digital technologies, such as phones and iPads, at a younger age. While research shows that children 7 years and under do not have the capacity to comprehend persuasive objectives from an ‘advert’, children between the ages of 7-11 are easily led by persuasive language used in adverts on the TV for example (Radesky, Chassiakos, Ameenuddin and Navsaria, 2020). At 12 and above children can recognise advertising and adverts for their main aim, although this age are more likely to be influenced by preferences of adverts they have seen in their earlier childhood and items purchased and bought into the household that have been seen through advertising media (Manalang, 2021). These studies show that children are being used as a consumer group to show brand loyalty before they have buying power of their own. The ethicality of this is to be questioned: parents have a responsibility over what their children are watching being appropriate but added pressure on parents by their children is also an issue. TikTok as a platform for marketing that also reaches children, means it is so much easier for them to access, be aware of brands and convince to them to ‘buy’ products or services. The TikTok website says a user will receive both non-personalised and personalised ads; personalised ads can be based information the algorithm received such as your location, your language, demographic information received through the sign up of TikTok and demographic information inferred by interactions on the app and shared activity from partners: For example, if you have bought from a clothing brand using the same email or number in the sign up process (TikTok, 2025). This shows that while TikTok make clear how they operate, they do not acknowledge responsibility for ads you may see. From the perspective of a child, this could mean harmful content or inappropriate content appearing as ‘personalised ads’ as they are curious in nature and therefore may search for things they do not understand.  
[bookmark: _Int_6IBVk0iS][bookmark: _Int_mWa5PJk9][bookmark: _Int_xo2wM5wq]The use of personalised and targeted ads also poses another ethical threat of its own due to how this data is being collected and stored and if its being shared with fellow marketing agencies. During a study on how people feel about data collection practices by Kyi et al, 2024 (User Perceptions of Data Collection Purposes), the results found that “all participants said they did not know i) what data is being collected, ii) how it is collected, iii) why their data is collected, iv) to whom this data is being sent to, nor the v) sensitivity of the data being collected. Additionally, many participants said they do not trust the information websites share about how they process user data, believing that all purposes were being used covertly for advertising in some way.”. This shows a poor regard in general on digital marketing and how sites can use your data in any. TikTok’s website suggests users can turn off personalised ads to limit the data collected via the activity of your user account (TikTok, 2025) however, there is still a suggested limitation of people being unaware that their data is being collected and possibly sold. Ethically, companies, such as TikTok should be giving consumers clear and easy to understand data protocols as well as details in how to use settings to limit the data received. One thing to consider on the other hand is that TikTok is personalised platform that uses an algorithm to ‘benefit’ the user in terms of content; disabling personalised ads may disrupt the apps enjoyment for users and force individuals to turn the setting back on. 
[bookmark: _Int_nD2CJNLl][bookmark: _Int_xU0NzREb][bookmark: _Int_BibZdz6u][bookmark: _Int_nZeTacjC][bookmark: _Int_44NWcOWG][bookmark: _Int_IamGAWid]While TikTok has clear ads that show up every few videos, it also allows users to influence through posted content. Influencer content can be linked to TikTok shop (a link to be able to buy products through the app) and influencers being paid to make a video by a brand about products or services. With influencer selling increasing, more regulatory standards are being introduced to the UK as well as across the globe. For example, GOV.UK, 2025 acknowledges that influencers are having a significant impact on a customer's buying habits and therefore the same standard of selling in the UK from a digital account needs to comply with the Consumer Protection Laws Act 2015 and will be monitored by the ASA (Advertising Standards Authority). While this includes all types of digital content it also says that promotion of any kind of a product, service, or brand must state as such (with ‘ad’ or ‘advert’) and be based on an authentic encounter and opinion. However, due to TikTok’s vast platform, many adverts are being viewed by the public before they are reviewed by relevant agencies and taken down. For example, the ASA banned two posts by TMS Legal as they featured ‘clients’ in their videos who were later proven to have never used their services (Rose, 2023). Influencers across the platform are also not declaring their content to be an ‘ad’ or contain an ‘ad’ despite being paid for promotion of a brands product or service. Ethically, this challenges the idea of being able to use TikTok as a marketing platform as a business as consumers are less likely to trust advertising following a misleading advert. TikTok claim to restrict ads which are seen as misleading to users, using unlabelled AI use adverts and using people for an advert without their knowledge e.g. public figures (TikTok, 2025). This means that TikTok monitors the adverts that are their page against country specific regulations and standards, however, the question is raised of adverts being reviewed before they posted. TikTok states that most adverts are reviewed within 24 hours, although some can take longer (TikTok, 2025). This suggests consumers are seeing harmful and incorrect content before the posts go under review and are removed from the platform. 
[bookmark: _Int_zGN36IMZ][bookmark: _Int_CXZjtCgD]There are many reasons as to why TikTok’s ethicality should be questioned when it comes to marketing on the platform. In particular, marketing to children, data and privacy and influencer transparency are the challenges TikTok faces most consistently. While TikTok do have terms and conditions (T&Cs) on their website and have procedures in place, the varied aged platform, means younger people who are using the app may not be aware of certain ethical risks within these fields. 










Part 2: Digital Media Channels’ Demographics- Average Age Group Accessing Marketing Adverts Across Platforms. 
Facebook:
[bookmark: _Int_IMPYBbeH][bookmark: _Int_afLwik0Y]With 3.07 billion monthly users on Facebook (Kumar, 2025), the demographics on the platform are close in range. The largest age group actively using Facebook are ages 25-34 with the average time of 32 minutes spent daily on the app (Shepard, 2025). However, older users typically spend longer on the app but not as regularly as younger audiences (45-79 year olds) (Barnhart, 2025). Statistica highlights the main users between age and gender to be 25-34 year old males (Statista, 2025). Sprout Social goes on to say that “Facebook ads see an average of click-through rate (CTR) of 2.53%” (Barnhart, 2025). This suggests that over 77 million people explored a website through Facebook marketing. Using data from Statista, this would mean that Facebook advertising may be successful when targeting men aged 25-34.
Instagram: 
[bookmark: _Int_gi9loCLd]Worldwide, Instagram has over 2 billion users' monthly (Backlinko, 2025). Data suggests that 84% of Instagram users are under the age of 45- the top users being 18-24 year olds (31.7% of users) and 25-34 year olds (30.6% of users), making up a combined total of 62.3% of users; gender demographic data shows a more even split than Facebook, with only 1.2% more males than females (West, 2025). This indicates that the best demographic to market to is ages 18-24 year olds for either male or female for marketing success. 
TikTok:
[bookmark: _Int_hVChVq3r][bookmark: _Int_5vCf54oC]TikTok is a fast-growing video platform with almost 2 billion users globally (Statista, 2025). Demographic stats show TikTok to have an 83% audience of under 35s, and the largest age group of 18–24-year-olds. Data shows a 2.5% difference between male and female users on the app, with men ages 18-24 being the top demographic and most likely to be successful to marketing from engaging videos, influencers, and branding. The same article also discusses that female users are more common on the app in general through different age groups, particularly ages 25-34 (Calloway, 2025). This shows that TikTok is evenly split between demographics, the industry and product/service that is being marketed depends on the success of the marketing in general due to the algorithm tool used. 

Snapchat:
[bookmark: _Int_ID5BDeUt][bookmark: _Int_CzRGeNBA][bookmark: _Int_sqzkLR1F][bookmark: _Int_64kxMTiE]Snapchat has around 900 million monthly active users (Podbase, 2025), with 90% of users being aged 13-24 year olds (Morreale, 2025). Almost 38% of users are made of 13-17 year olds, making them the most active age group on the site, with 18-24 year olds making up 25% of users. Similarly to the other platforms, Snapchat is reasonable split between gender with a 2.3% increase for the male gender (Guan, 2025). This shows that between most social media platforms, Snapchat has the youngest users as well as a similar split between gender. This makes the platform a good for marketing to a younger audience as well as having both a male and female demographic. 
















Part 3: Case Study (TikTok)[image: ]
[bookmark: _Int_vzh0wqua]Image above is a screenshot taken from my TikTok app, where a lip stain from Wonderskin is being advertised. You can find the full video linked here: https://vm.tiktok.com/ZNdvsT58H/
[bookmark: _Int_LffCf2Yo][bookmark: _Int_QH3y27MO][bookmark: _Int_QRXzaOiv][bookmark: _Int_gGvNWNgn][bookmark: _Int_fbORWL9P][bookmark: _Int_nJpiyom7][bookmark: _Int_HCR0ew78][bookmark: _Int_g24qAu7J]The image above is an advert for a Wonderskin lip stain. The person in the video uses phrases like: “You can now get a bundle of 2, massively discounted”, “I’ve put the link down below and make sure you check it out because it so much cheaper” and “Honestly the stain you get just lasts forever and I am obsessed with this stuff”. This type of language is obviously an advert for Wonderskin instead of a video discussing the product or a ‘story time’ about the product. While the advert uses a basic method of advertising, the structure of what she says can be broken down into 3 parts. Part 1 of the video being how much cheaper the product is on this particular day and what type of sale the product currently had. Part 2 tells the consumer where they can buy it, how easy it is to purchase and emphases again the discount on the bundle. And part 3 is a personal opinion on the product where the creator suggests a lasting and obsessive effect. The video itself is about 15 seconds in total but could be persuasive to certain individuals. As this video came up on my feed, I think it is important to note that I see up to 20 videos of this Wonderskin product on my ‘For You Page’ (FYP) a day and have done for the past 3 months. Personally, this advert and product is tiring and annoying, hence why I have never bought the product, although, I can see why consumers buy the product as they see it so much, along with their favourite influencers marketing this. In terms, of emotional promotion, the video gives the audience the feeling that they are missing a bargain, as well as missing out on a product that ‘everyone uses’. Wonderskin are an online business, however their products can be found in stores like Boots in the UK (Wonderskin, 2025). Saying this, many of their marketing videos show the product in Boots and call it ‘expensive’ and shows the consumer that by buying the product from TikTok shop, they can gain a discount or a bundle for the same price. This is interesting marketing from the company because overall it means that less consumers will buy the product in person for a more expensive price. Although it does show the consumers that there is an in-store option available for people that do not like buying online or cannot wait for the delivery of the product. 
[bookmark: _Int_vR5nHFui][bookmark: _Int_mFEfYJia][bookmark: _Int_hQ4srCdd]Overall, the mass marketing for this product could be seen as unethical in terms of ‘bullying’ the consumer. This TikTok above does not actually show the individual using the lip stain, nor with the lip stain even out of its packaging- this could be seen as misleading by the consumer because the ‘influencer’ suggests her ‘obsession’ with product. However, the video is clearly marked as an advert, shows the consumer where to buy a product with ease and gives a discount following the link to the TikTok shop. 
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