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[bookmark: _Toc1417466896]Part 1 – How Ethical is TikTok for Marketing Purposes?
[bookmark: _Toc644130334]Introduction
TikTok has briskly transformed from a short-form content entertainment platform to a powerful digital marketing platform. Since its release in September of 2016, TikTok has gained 1.59 billion global users as of 2025 (Dixon, 2025) (D’Souza, 2025). TikToks unique algorithm curates personalised content feeds, driving very high user engagement, especially among Gen Z and Millennial users (Duarte, 2025). For marketers, TikTok acts as a big opportunity for businesses to create original, experience-based content that firmly resonates with the consumer. From paid advertising to influencer collaboration, TikTok has become a marketing hub for small businesses and global organizations. However, the rise of TikTok brings ethical questions around user data privacy, young audiences and influencer transparency, which this portfolio will explore in depth.
[bookmark: _Toc789914289]Ethical Issues in TikTok Marketing
TikTok seems like the perfect place for marketing for small businesses and global organizations and that may be true because of the popularity of the platform and the mechanics of its algorithm. But TikTok have a handful of ethical issues on their platform. In 2023, TikTok were caught misusing the data privacy of children 13 and under, which then led to a £12.7 million fine (ICO, n.d.). Data privacy is very important for protecting personal user information, ensuring legal compliance and safeguarding individuals from identity theft and fraud (Atkinson, 2025). So, with TikTok misusing data privacy of children this breaks many laws and takes a lot from their ethicality. TikTok has also had issues with promotion of harmful products and services, such as diet pills like Ozempic. With lifestyle and health videos being such a popular topic on the app, the algorithm will recommend products/services relating to this topic. But, when harmful products are exposed to young/vulnerable users, this becomes an ethical issue that needs fixing (Robinson, 2022). TikTok has a very large audience, and half of their audience is less than the age of 34 (London, 2025). This means TikTok has a very young audience and can be easily influenced to think and do things that aren’t ethical, so it is vital for TikTok to ensure that their users aren’t being fed harmful content. TikTok is a great place for businesses to market, and one way of marketing products and services would be through influencers with a large following. Businesses who have harmful/misleading products or low-quality products can pay influencers a sum of money for them to promote the product positively, leading to a lack of disclosure and influencer transparency. It was found that 34% of advertisements on TikTok had little to no disclosure on the product/service in question (ASA News, 2025). This means that nearly half of the advertisers on TikTok may not be fully truthful about their products and services. This is an ethical issue for TikTok as it makes purchasing from their advertisements less trustworthy and more dangerous.
[bookmark: _Toc480617448]TikTok’s Ethical Controls and Responses
TikTok has implemented tools for ethical control and to improve the safety of using TikTok. TikTok requires its users to be aged minimum 13 years old to start a TikTok account and any users aged 16 and under will automatically have private accounts so they have less interactions on the app. If accounts are found to be ran by someone under the age of 13, the account will be taken down (Parentzone, 2025). This age restriction is good for the safety of users because users will have to be adults to interact fully on the platform. TikTok also allows users to tag their videos as paid partnerships and advertisements when they post them so users can know when they're being marketed towards (Borrega, 2025). This is ethical as it makes users aware of what content is an advertisement and which ones are not. TikTok set up an advertising policy that prohibits the publishing of misleading or deceptive content, and advertising specific products such as drugs, tobacco, weapons and adult services. They also ban political advertising such as candidates and parties, while also tailoring the advertisements to the age of the consumer (TikTok Business Help Centre, 2025). This is very ethical because it makes sure the advertisements are fitting to the users interests and harmful and misleading advertisements are prohibited so it makes the platform safer for them. TikTok’s community guidelines prohibit content that violates policies against harassment, nudity, dangerous acts, hate speech and the promotion of illegal activities. This creates a safer and more welcoming experience for all users. Recent updates have also been implemented such as disclosure of videos created with AI and holding full responsibility of live creators for anything that happens during their streams (Grant, 2025). This is very ethical once again as it creates a safe experience for the viewers and doesn’t promote harmful and hateful content. These efforts for ethical control seem great and opens an opportunity for TikTok to be a safe platform for users but unfortunately it doesn’t seem to be working so well. TikTok has been cited for failing to comply with data privact rules for children, after its own policy that prohibits users under the age of 13. Regulators found the company did not do enough to identify and remove underage users and just let them “self-clarify” their age with no verification (Braga, 2024).
[bookmark: _Toc1419674423]Evaluation
I believe TikTok is making a fair effort for ethical control but the systems behind it need a lot of work. Implementing age restrictions, advertising policies and community guidelines all help make the platform a safer place for users, if they work effectively and making sure nothing slips through the cracks. TikTok differs from other social media apps as its algorithms personalise the content consumers watch based on their interests and activity on the app, which encourages addictive behaviours. Critics even described TikToks algorithm as creating “rabbit holes” for users, with harmful content, disinformation and mental health issues lingering in the background (Amnesty International, 2023). TikTok's ethical position is not in a good position in my opinion as it encourages addictive consumption and isn’t a fully safe platform now. 
[bookmark: _Toc50982517]Part 2 – Targeting Age Groups through Digital Media Channels
[bookmark: _Toc1791913955]Introduction
Targeted marketing in digital media is a marketing strategy that delivered personalised advertisements to specific groups of people based on their interests, demographics and behaviours. Targeted marketing uses data, mainly from cookies and browser history, to recommend advertisements users are more likely to interact with. An example of this would be advertisements of pillows coming up after looking at them previously (Lau, 2024).
[bookmark: _Toc1132998814]Platform-by-Platform Breakdown
[bookmark: _Toc530913417]Facebook
Facebook’s age demographic is balanced with more of an emphasis on older ages. The main age group is ages 25-34 making up 31% of global users and 24% of all users are aged 55 and over. Ages 18-24 are around 19% and ages 35-44 are around 16%, meaning theres a fair portion of all ages using Facebook, but there's more emphasis on the older ages (Stroud et al., 2025). Knowing this information, we can assume many people who use Facebook have jobs and own houses, so adverts for home services like window washing and equipment for occupation like construction tools would be very effective for Facebook.
[bookmark: _Toc513171985]Instagram
Instagram has a younger age demographic from Facebook, with the 2 leading age groups being 18-24 years and 25-34 years, both of which are at around 30%, meaning that roughly 60% of all Instagram users are 34 and under (Statista, 2025). Influencers and visual marketing are a lot more popular on Instagram as well so influencers’ audiences can be influenced to investigate anything advertised by them. Based on the younger age demographic, more trend-based advertisements can be utilised. Advertisements such as fashion, makeup, self-care, sports and education can be highly effective for Instagram.
[bookmark: _Toc1576011802]TikTok
TikTok’s age demographic is very young, with ages 13-17 making up roughly 20% of all its users and ages 18-24 making up roughly 30% of its users, meaning that roughly half of all TikTok users are 24 years old or younger (TikTok Users: Age Insights and Helpful Statistics, 2024). TikTok utilises short-form content which is good for marketing as it can be seen widely. TikTok is also strongly orientated around trends and virality, so if advertising aligns with trends, it can be very successful. TikTok is a great platform for small businesses to advertise as it reaches a vast audience. Products that suit younger audiences such as apps and trending items like clothes and makeup.
[bookmark: _Toc1814667748]Snapchat
Snapchat has a very young age demographic with 90% of all users being between 13 and 24 years old (Morreale, 2025). Snapchat is a real-time social media platform where posts are only active for 24 hours and theres more casual, lifestyle related content from influencers. The lenses and filters are used for marketing which are widely used by younger people. Because of the younger demographic, e-commerce products like fashion, beauty and electronics are good to advertise on Snapchat, as well as local businesses and mobile apps. 
[bookmark: _Toc394080556]Conclusion
Different platforms are suited for different age groups due to generational preferences in content, user behaviour and the primary function of the platform. Younger demographics like Gen-Z and Millennials prefer visually driven platforms like TikTok and Instagram while older generations primarily use Facebook for staying in touch and getting news. Multi-platform marketing is very effective because it gives businesses the opportunity to reach out to their audiences on different social media platforms, leading to more coverage and making their audience vaster.



Part 3 – Evaluating the Effectiveness of a TikTok Marketing Advertisement
Advertisement Overview
The link to the TikTok advertisement:
Https://vm.tiktok.com/ZNdcfGHns/
[image: ]
This advertisement is advertising a product from TikTok’s built in shopping service, “TikTok Shop”. The advertisement is selling a poster of the setlist of the British band Oasis from their 2025 tour, which can be customised to the specific location the user watched them at. The advertiser sells this using an experience as a selling point and using the product as a form of memorabilia from the event. 
Effectiveness Analysis
The use of user experience makes this advertisement successful, as people who saw the Oasis concert would feel more inclined to buy the product and use it as memorabilia. The advertisement is portrayed by an influencer figure, and this is effective because it makes the advertisement feel more personal to the consumer as it's more of a casual video instead of a high budget commercial. The visual element of the advertisement is strong because the product is in view for a lot of it, showing the poster up close and far enough to see it all. At the beginning of the advertisement, there is real footage of the Oasis concert as well which is effective as it reminds the user what the experience is like, which is likely to motivate them to want to get a poster for themselves. The audio element of the advertisement is strong because it starts with the advertiser saying, “If you went to Oasis live 2025”, which specifies a certain demographic in the audience making them feel obligated to pay attention. He also states there is multiple sizes available which gives the audience options so the poster can fit in a wide variety of environments. At the end of the advertisement the influcner says “they won’t be around forever” which gives the audience a sense of urgency to purchase the posters before they go out of stock. 
The AIDA model is a marketing model that covers the following in consumer behaviour: Attention, Interest, Desire and Action (Indeed, 2025).
[image: ]
The advertisement does a good job with this model as it grabs the attention of the user at the beginning with the footage of the experience and specifying the audience as the ones who have seen Oasis. He begins saying that the posters look very good and they’d make good memorabilia, which brings more interest into the product. He also says about the various sized making them more available to more people making them more desirable. He finishes the advertisement by saying they won’t be for sale for long, driving the audience to action to the product due to the sense of urgency.
With the general audience of TikTok being younger, this advertisement works well as it is easy to come across on TikTok, it's easy to understand, it applies to young users who enjoy Oasis and want to get some wall art of their own of the band. 
Conclusion
Overall, the advertisement effectively achieves its purpose through its use of persuasive techniques such as imagery and language. The combination of visual and textual elements reinforces the brands message and influences consumer perception. However, certain aspects could be improved to enhance the clarity and engagement. Overall, the advertisement successfully communicates its intended product, making it persuasive to the audience.
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