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Part 1
TikTok’s Marketing Ethical Issues
TikTok is one of the most popular marketing platforms used worldwide due to its creative videos bringing high engagement. However, this raises ethical risks such as privacy issues, protection of minors, misinformation and influencer transparency. Although TikTok has implemented several measures to try and fight these issues, including data localisation plans, transparency reports and age and parental controls there are still loopholes and regulatory issues. People who want to use the app responsibly and ethically in their adverts must combine platform restrictions with ethical standards and legal compliance. 
Data protection and Privacy
The platform collects a vast amount of personal data to increase its suggestions to its users and more precisely target advertisements to them. When it comes to transmitting user data from Europeans to China, that type of data collecting has generated a lot of dispute. The Irish Data Protection Commission fined TikTok €530 million in 2025 for failing to protect data and provide details of the situation (Irish DPC, 2025; AP News, 2025). This shows how privacy mistakes on the app can have ethical implications for marketers who depend on its data saving advertising tools. Using data without consent damages customer trust and breaks marketing ethics based on respect for privacy.
Protection of Minors 
Most users of TikTok are under the age of 18, which raises concerns about the content that could exploit or harmfully influence children. Exposure to videos which promote unrealistic lifestyles, body image and unhealthy habits can be extremely harmful. TikTok has come under scrutiny for indirectly allowing influencers and marketers to subtly target young people despite their official ad limitations (TikTok Ads Help, 2025). Children make up a sizable section of their audience so ethical marketing demands even more responsibility because they might not have the crucial level of literacy to identify persuasive purpose (Boerman & van Reijmersdal, 2020).
Algorithm Manipulation
TikTok’s “For You” algorithm is a powerful tool for marketers, but it doesn’t come without ethical concerns. It can amplify incredible content, fuel addictive “doom” scrolling, and spread misinformation (Skandali, 2025). Although marketers may profit from these effects, doing so runs the danger of negatively affecting consumers' digital wellness, which is why accountability is important.
Misinformation
Misinformation spreading is another problem with TikTok. Because of the way it is designed, TikTok prioritises virality over validation, and short videos and reels have the potential to swiftly spread inaccurate or politically biassed content. The European Union launched investigations under the Digital Services Act (DSA) to evaluate TikTok’s role in election-related misinformation and political advertising transparency (Reuter, 2025). Brands must refrain from directly or indirectly supporting or profiting from disinformation ecosystems to practise ethical marketing. Marketers should confirm that there is no manipulative material in their adverts (Jalli,2025).
Influencer transparency
TikTok’s influencer network shows both ethical risks and opportunities. Studies have shown that when sponsorships are not disclosed, audiences, especially children may not realise that they are being advertised to which often blurs the boundaries of what is original content and what is paid content. (Boerman & van Reijmersdal, 2020). The Advertising Standards Authority which is a regulatory authority in the UK has punished influencers for failing to meet disclosure requirements. To market ethically on TikTok’s platform, using explicit hashtags such as “ad” and “sponsored” ensures this. 
Ethical Standard Improvements within TikTok
TikTok has made several changes to improve its ethical standards despite these challenges. 
Project Clover rolled out in Europe to tackle data privacy issues, keeping European user data inside local data centres in Ireland, Norway, and Finland. TikTok brought in NCC Group for independent security audits, making sure only the right people can access that data (TikTok, 2025). They help protect user info and start to rebuild trust. 
TikTok’s also trying to be more upfront. They now publish quarterly transparency reports, laying out what content they’ve removed, how many data requests they got, and what happened with moderation (TikTok, 2024). The EU’s Digital Services Act pushes them even further, so now TikTok has to give better explanations for why you see certain content and how moderation decisions get made.
 For younger users, TikTok’s rolled out Family Pairing tools and tightened up advertising rules. If you’re under 18, advertisers can’t target you with specific ad types or interests (TikTok Ads Help, 2025). Direct messaging is off limits for the youngest users, and their accounts go private by default. 
They also changed their Branded Content Policy, so paid partnerships are clearly marked and follow local ad laws. The company is talking a lot more about ethical marketing and transparency these days, but how well they enforce these rules still depends on where you are.
TikTok gives marketers a unique way to grab attention and get creative. However, its reputation isn’t fantastic with privacy worries that keep popping up, the platform targets young users and influencer honesty can be hit or miss. TikTok has made some good changes lately, like Project Clover, new transparency reports, and stronger policies to protect younger users but it doesn’t mean marketing on TikTok is suddenly ethical. The real difference comes when brands put transparency, data protection, and care for vulnerable users ahead of chasing quick clicks or profits. That’s what makes marketing on TikTok genuinely responsible.



























Part 2
Digital Media Channels and User Age
Younger people still use Facebook, but most of the platform’s ads comes from its older audience. Meta sees daily user growth among people aged 18 to 29, but the largest, most active groups are those between 30 and 64. That’s why advertisers focus on reaching adults aged 30 to 50 (Reuters, 2024; Pew Research Center, 2024). Facebook’s targeting options make it easy for marketers to find Gen X and older millennials, and they can do it at scale (Pew Research Center, 2024).
Instagram draws in younger people than Facebook, mostly people between 18 and 34. That’s why it works so well for brands trying to grab the attention of young adults, especially when it comes to lifestyle ads (Hootsuite, 2025; Pew Research Center, 2024). Marketers love Instagram’s visual tools such as their Feeds, Stories, Reels which they use to connect with 18-to-24-year-olds for trend-based adverts. When they want to reach people aged 25 to 34, the focus shifts to more aspirational content or messaging that tempts people towards buying. They lean on lookalike audiences and interest-based targeting to target the right people (Hootsuite, 2025).
Snapchat’s main users consist of teens and young adults with most users being between 13 and 24. Marketers know this, so they use Snapchat’s filters and flashy AR ads to reach people in that 13-24 age group. The ads don’t last long, but that’s the point; they’re quick and interactive, built for how young people scroll and to grab attention. Since so many users are under 18, brands really have to watch themselves and stick to strict creative and ethical standards when running campaigns for younger people (Hootsuite, 2024; Pew Research Center, 2024).
Marketers need to pick ad platforms that fit their audience and use their targeting tools to make sure sensitive groups like children don’t see stuff they shouldn’t. Academic research backs this up as studies on teens and social media say we need to be extra careful with ads aimed at anyone under 18. Teens are still developing, and their media literacy just isn’t the same as adults (Fredrick et al., 2022).










Part 3
The Crocs campaign works for many reasons. Firstly, it’s not just showing off shoes in a photo, it’s all about experience. People wear Crocs, dance in them, style them, and get involved. You see real movement, real-life moments, and a lot of user-generated content. It turns Crocs into more than just a product; they’re part of your lifestyle. That’s probably why the campaign picked up so much attention so quickly. 
This approach sticks with people and makes Crocs feel more trustworthy. When you see someone like you wearing them out in the world, it doesn’t feel like a hard sell. It just seems normal, and honestly, it makes it easier to imagine buying a pair. There’s also a big emotional hook. Crocs aren’t just comfy, they’re fun, a little rebellious, and all about being yourself. The “come as you are” vibe taps into self-expression and identity, not just practicality (Axinte, 2025).
 The hashtag challenge gets people to play along and join a community. That sense of belonging goes a long way for brand loyalty. Research on TikTok backs this up: authentic, creator-driven content makes people trust and connect with brands more (Agrawal, 2023). The campaign also fits TikTok perfectly. Industry keeps saying TikTok ads need to blend in and get users to participate. Crocs nailed it with UGC and the hashtag challenge. The ad doesn’t interrupt; it just shows up naturally in your feed, so people pay attention without getting sick of it. 
While everyone’s joining in and engagement looks great, there’s not a lot of public information about actual sales or return on ad spend. These challenges sometimes chase reach over real buying intent. Also, all the focus on being trendy and fun could mean some people miss out on the main product benefits like comfort or durability (Needle, 2022).
From a marketing angle, it’s important to keep the message clear about what makes Crocs worth buying - not just that they’re fun.
 All in all, this TikTok campaign hits the mark for Gen Z and young millennials. It matches the way they use social media, ties the product to personal identity, and gets people involved. For any business or management assignment, it’s a solid example of how brands can shift from just pushing products to building experiences people want to share. If I were advising Crocs, I’d suggest bringing in more real user testimonials from micro-influencers to back up the product’s promise, and also making sure the campaign can track conversions (Axinte, 2025).
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