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Abstract
This study investigates the impact of sexualized advertisements on TikTok and how such content influences consumer engagement and behavior. As TikTok continues to dominate the digital landscape, particularly among younger audiences, a growing concern surrounds the prevalence of sexualized content used in advertising. The research explores the types of sexualized ads commonly found on TikTok, the nature of consumer engagement they provoke, and the broader implications on brand perception and ethical advertising.
Using a survey based research design, data were collected from 100 respondents in Ilorin-West Local Government, Kwara State, Nigeria. The findings reveal that sexualized ads are widely recognized and frequently encountered by users, with many engaging with such content based on visual appeal and entertainment value. However, significant ethical concerns emerged, including the promotion of unrealistic beauty standards and objectification, particularly of women.
The study draws upon key theoretical frameworks including Uses and Gratifications Theory, Social Learning Theory, and Cultivation Theory to interpret findings. It concludes that while sexualized ads can increase engagement and short-term consumer attention, they may also provoke negative emotional responses and damage long-term brand loyalty. Recommendations are offered for marketers to adopt ethically responsible advertising strategies that align with evolving consumer values and the protection of vulnerable user groups on social media platforms like TikTok.



CHAPTER ONE
1.1	INTRODUCTION
TikTok has rapidly become one of the most influential social media platforms, with millions of users globally. Its algorithm promotes content based on user preferences, leading to viral trends and the rapid spread of content. One area of growing concern is the prevalence of sexualized content on TikTok, including videos that highlight sexually suggestive themes or use provocative imagery and behavior for engagement. This research aims to assess the impact of such content on consumer engagement, particularly focusing on metrics like user interaction, content virality, and brand association
The sexualization of women and young girls is rampant (American Psychological Association, 2007). This is particularly worrisome when it comes to children and adolescents, as their sexualization is often not chosen but rather imposed upon them (APA, 2007). This is particularly evident in the clothing industry, where an increasing number of clothing companies promote and produce “sexy” clothing collections that are marketed to and worn by young girls in the US (Goodin et al., 2011). For example, in 2011, it was revealed that Abercrombie sold thong underwear for girls aged 7 to 14 with the words “wink wink” and “eye candy” printed across the front (Earnest, 2002). This trend continues with big fashion retailers such as Fashion Nova creating collections that include cropped tops, heels, and evening dresses for little girls with outfit names such as “kiss me wild” and “pulling me closer” (Catling, 2020). Prompted by such trends, the APA (2007) has established a task force to examine the sexualization of girls to address not only the root but also the effects of this phenomenon, as well as how this sexualization spreads. With these trends in mind, this study aims to investigate the effects of sexualization on social media. This will be done by introducing the phenomenon of sexualization – more specifically of girls and women - elucidating the process of sexualization, coercive behavior, and sexual violence on social media, and, finally, connecting all of these phenomena and processes to the new social media platform TikTok.
There is no universally accepted definition of sexualization. According to the American Psychological Association (APA) (2007), a person is sexualized when: 1) their significance is entirely determined by their sexual appeal or actions; 2) individuals are held to an expectation that correlates to physical attractiveness with being sexy; 3) individuals are being sexually objectified, which means being reduced to an object for others sexual use instead of being valued as a person; and 4) the theme of sexuality is inappropriately imposed upon them, which is particularly important when dealing with children. Sexualization can fall on a spectrum ranging from “harmless” gazing in a sexual manner, which is often accompanied by comments sometimes of derogatory nature- about a women’s physical appearance and sexual innuendos, to severe cases of sexual harassment, sexual exploitation, and rape (APA, 2007; Gervais & Eagan, 2017).
A second phenomenon closely related to sexualization is sexual objectification, which is when someone is reduced to her sexuality or sex appeal solely for the pleasure of others (Gervais & Eagan, 2017). Accordingly, women are not viewed as human beings deserving of respect and dignity, but rather, they are viewed as sex objects (Gervais & Eagan, 2017).
There is no single source of origin for these phenomena; instead, the objectification and sexualization of girls and women are linked to men’s societal and cultural views toward their female counterparts, which often entail sexist and misogynistic views. Krug et al. (2020) note that these negative views can serve as a gateway to sexually coercive or violent behavior directed at women, which is justified by misogyny and beliefs of exaggerated masculinity.
These researchers also reveal that coercive sexual behavior can range from “physical force (to) psychological intimidation, blackmail or other threats – for instance, the threat of physical harm, of being dismissed from a job or of not obtaining a job that is sought” (p.149). Coercive behavior is closely connected to sexually violent behavior, which is “any sexual act, attempt to obtain a sexual act, unwanted sexual comments or advances, or acts to traffic, or otherwise directed, against a person’s sexuality using coercion” (Krug et al., 2002, p. 149).

1.2	STATEMENT OF THE PROBLEM:
In recent years, TikTok has emerged as one of the most influential social media platforms, particularly among younger audiences. A growing trend within the platform is the use of sexualized advertisements, which aim to capture attention through provocative or suggestive imagery and messaging. These advertisements often blur the lines between entertainment and marketing, creating a complex relationship between content, consumer behavior, and brand perception.
This study seeks to explore these dynamics by assessing the impact of sexualized advertisements on consumer engagement with content on TikTok, focusing on aspects such as user interaction, brand perception, emotional response, and overall effectiveness in achieving marketing objectives

1.3	OBJECTIVES OF THE STUDY
1.	Investigate the prevalence and nature of sexualized ads on TikTok.
2.	Assess how these ads influence user engagement on the platform (e.g., views, likes, shares, comments).
3.	Analyze how consumer sentiment is affected by sexualized ads, particularly regarding brand perception.
4.	Examine the ethical considerations and potential consequences of using sexualized content in TikTok advertising

1.4	RESEARCH QUESTIONS
This study will attempt to answer the following questions:
1. What types of sexualized ads are most common on TikTok, and how do they differ from traditional advertisements in other media?
2. How do sexualized ads affect consumer engagement on TikTok, in terms of likes, comments, shares, and views?
3. How do sexualized ads impact brand perception and consumer behavior, especially in terms of trust, loyalty, and emotional connection to the brand?
4. What ethical implications arise from the use of sexualized ads on TikTok, and how should marketers balance engagement with ethical marketing practices?

1.5	SIGNIFICANT OF THE STUDY
The study helps to explore how sexualized advertisements influence consumer attitudes, emotions, and behaviors on TikTok, a platform where user interaction is highly dynamic and visual. By assessing consumer engagement, the study can provide insights into how sexualized content affects users' purchasing decisions, brand perception, and overall interaction with ads. By analyzing the impact of sexualized advertisements, the study can contribute to discussions on ethical marketing. It can help to determine whether such ads are promoting harmful stereotypes, influencing body image, or contributing to the sexualization of young audiences. This is important for advocating for responsible advertising that aligns with societal norms and values.
This study is significant in understanding the complex dynamics of advertising, consumer behavior, and ethical considerations in the context of modern digital platforms, specifically TikTok. It can offer valuable insights to marketers, policymakers, and educators concerned with the influence of media on young audiences.

1.6 SCOPE OF THE STUDY:
The study will specifically examine the impact of sexualized advertising on consumer engagement within the TikTok platform. This includes content that uses sexualized imagery, language, or themes in advertisements or sponsored content.
The study will measure various forms of consumer engagement, such as likes, shares, comments, video views, and brand interactions, on TikTok posts that feature sexualized advertisements.
The study will look at specific periods when sexualized advertisements were prominent on TikTok, analyzing trends over a set timeframe (e.g., six months to one year) to measure changes in consumer behavior.

1.7	DEFINITION OF TERMS 
i. Sexualized Advert:
A sexualized advert refers to any advertisement that incorporates sexualized content, such as suggestive imagery, language, or themes, designed to capture attention by using sexuality. These ads often objectify individuals or present sexuality in a way that can influence the viewer's thoughts, emotions, or behaviors.
ii. TikTok:
TikTok is a popular social media platform known for its short-form video content. It allows users to create, share, and discover videos that are often accompanied by music, filters, and other creative elements. It has become a major platform for advertising, especially for younger audiences.
iii. Consumer Engagement:
Consumer engagement refers to the level of interaction and involvement a consumer has with a brand, product, or advertisement. It can be measured through metrics such as likes, comments, shares, clicks, and the time spent engaging with the content. Engagement reflects how much attention and emotional investment consumers are willing to invest in the ad or brand.
iv.	 Impact:
Impact refers to the effect or influence that a particular advertisement or content (in this case, sexualized ads) has on its audience. This can be measured in terms of changes in attitudes, behaviors, purchasing decisions, or emotional responses. Impact can also include the positive, neutral, or negative reactions that the content elicits.

v.	Sexualization in Advertising:
Sexualization in advertising refers to the portrayal of people or objects in a sexualized manner for the purpose of advertising. It involves using suggestive or explicit sexual content to appeal to consumers' attention, often to sell products, services, or ideas.
vi.	Consumer Perception:
Consumer perception refers to how individuals interpret or understand advertisements and brands based on their beliefs, attitudes, and experiences. In the context of sexualized ads, it involves how viewers perceive the use of sexual content—whether they find it appealing, inappropriate, or manipulative.
vii.	Brand Image:
Brand image is the overall perception of a brand in the minds of consumers. It is shaped by experiences, advertising, media coverage, and customer interactions. The use of sexualized advertising can influence how a brand is perceived, either positively or negatively.
viii.	Influencer Marketing:
Influencer marketing involves collaborating with influencers—individuals with large followings on social media platforms like TikTok—to promote products or services. Influencers may use sexualized content to engage their audience, and their involvement can amplify the impact of the ad.
xi.	Consumer Behavior:
Consumer behavior is the study of how individuals make decisions to spend their resources (time, money, etc.) on consumption-related items. It includes analyzing how ads—particularly sexualized ones—affect purchasing decisions, brand loyalty, and attitudes toward products.


CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPUTAL REVIEW
TikTok, a rapidly growing social media platform, has revolutionized how users interact with content through short-form videos, creative tools, and viral trends. It is known for its algorithmic recommendation system, which personalizes content based on user behavior, making it an effective platform for advertisers seeking to engage with younger, tech-savvy demographics (Montag et al., 2021). The platform's unique format and engagement features, such as likes, shares, and comments, foster high levels of interaction between users and content, presenting new opportunities and challenges for marketers.

2.1.1	CONCEPT OF ADVERTISING ON TIKTOK
Advertising on TikTok has rapidly evolved into one of the most powerful tools for brands to reach a young, engaged audience. The platform’s short-form video format, paired with its highly personalized algorithm, allows advertisers to create dynamic, creative content that resonates with users. TikTok’s emphasis on entertainment and user interaction means that advertisements are often integrated seamlessly into the content feed, appearing alongside organic videos. This immersive approach allows brands to connect with users in a way that feels less intrusive and more engaging compared to traditional ads. Influencers, trends, and viral challenges also play a key role in promoting products, making advertising feel more authentic and relatable.
One of the most effective advertising strategies on TikTok is influencer marketing. Influencers, who have built large followings based on their personal brand and credibility, can promote products in a way that feels natural and unforced. When influencers endorse a product, their audience perceives the recommendation as a genuine endorsement rather than a traditional advertisement. This creates a more personal connection between the brand and the consumer, leveraging the trust and authenticity influencers have cultivated. By collaborating with influencers, brands tap into their established fan base and the power of social proof to increase visibility and drive consumer action.
TikTok also offers unique advertising formats, such as branded hashtag challenges, in-feed ads, and branded effects. Branded hashtag challenges encourage users to create and share their own videos using a specific hashtag, often with a brand-sponsored theme. These challenges can quickly go viral, as users love to participate in fun and creative trends. In-feed ads, which appear as users scroll through their "For You" page, are designed to blend in with organic content, making them less disruptive and more likely to engage viewers. Branded effects, on the other hand, allow users to interact with branded filters or augmented reality (AR) effects, integrating the brand into the content creation process in an interactive way.
However, advertising on TikTok requires a nuanced understanding of its audience and platform culture. The vast majority of TikTok’s users are Gen Z and young millennials, who value authenticity, creativity, and entertainment over traditional sales pitches. Brands that succeed on TikTok are those that embrace the platform’s playful, lighthearted tone and avoid overly polished or traditional advertising formats. This means that TikTok ads need to be engaging, fun, and relevant to the platform’s viral culture. Brands that can tap into trends, create shareable content, and authentically connect with their audience are more likely to experience success, while those that try to force a traditional advertising approach may struggle to resonate with TikTok’s unique user base.

2.1.2	SEXUALITY IN ADVERTISEMENTS
Reichert (2003), has pointed out that the usage of sexual aspects with words and pictures, is a relatively modern phenomenon. Therefore, the sexual aspects can be presented in many types on an advert. They are positioned in visual elements, such as the models, nudity and attractiveness (Severn, Belch and Belch, 1990) while can also positioned as verbal elements (Severn et al. 1990) such as words, and music. The hidden meaning is that even the simplest sentence is enough to create a sexual buzz in the customer’s head. Gould (1994) concluded that in some ‘sexy’ products ex. Perfumes, the advertisers can enhance sexuality in its depth while the products which are not ‘sexy’ in the mind of consumers, advertisers can return them into sexy by using words or images. Therefore, the sexual elements are crucial to the success of an advert because they will define the attitude of the audience towards the specific advert and its ethical issues (Gould, 1994). Because of the fact that most of the adverts with sexual aspects considered as controversial, therefore the efficiency of the adverts with sexual appeal to remain non-clear (Gould, 1994). A common clue between all of the sexual appeals that are used in the online or traditional advertisement, is that the advertiser is trying to build the desire of a customer to purchase the product through a lifestyle.
The audience can perceive an advert with sexual aspects more intense (Treise et. Al, 1994), and subsequently not keen to buy the product, but when the sex appeal in advertising is used with relevance and conscience, the audience considered themselves more prone to purchase the product (Gould, 1994; Treise and Weigold, 1994).
From 1993 to 2003 the appearance on sex in advertisements remains stable, as Reichert and Carpenter (2004) stated, and the only thing that it has changed was, the increase of the female portray with sexier appearance. Indeed, several analyses have been conducted from 2003 until recent times, and they presented a remarkable raise of the women image on adverts with the minimum coding dress. Sex therefore on advertising, remain omnipresent. The usage of sex, though, has been used to sell products, but at the same time has weakened the human sexuality

2.1.3	SEXUALIZED ADVERT ON TIKTOK
Sexualized advertising on TikTok refers to the use of suggestive or provocative content in ads to attract attention and promote products or brands. This often includes imagery, language, or behaviors that emphasize sexual appeal, such as revealing clothing, suggestive body language, or flirtatious expressions. Advertisers aim to captivate viewers by tapping into their emotions or desires, creating content that stands out in TikTok’s fast-scrolling, attention-driven environment. The goal is typically to generate engagement, whether through likes, shares, or comments, by using visually compelling and provocative elements.
TikTok’s algorithm is designed to amplify content that generates high engagement, and sexualized ads can perform well due to their ability to grab attention quickly. By leveraging influencers or models who use sexualized gestures or attire, brands can create content that seems more organic and relatable, blending promotional material with user-generated content. These ads often blur the lines between entertainment and marketing, making it harder for users to distinguish between authentic content and paid promotions, increasing the likelihood of the ad going viral.
However, sexualized advertising on TikTok raises concerns, particularly regarding its impact on the platform's younger audience. TikTok has a predominantly teen and young adult user base, which makes them vulnerable to the influence of such content. Critics argue that these ads can normalize unrealistic body standards and sexualize young people, promoting unhealthy views about self-image, consent, and relationships. The pressure to conform to such standards may negatively affect users’ mental health, body image, and perception of sexuality.
As a result, the use of sexualized advertising on TikTok has sparked debates about the ethical responsibilities of brands and the platform itself. Some believe that TikTok should enforce stricter guidelines to protect its younger audience from content that may be deemed exploitative or inappropriate. The controversy highlights the broader cultural implications of sexualized marketing in digital spaces and calls for a balance between creative expression and responsible advertising practices.
From a regulatory perspective, TikTok and other platforms have faced growing pressure to address sexualized content in advertisements. While TikTok has community guidelines in place to restrict certain types of explicit content, there is ongoing debate about whether these guidelines are enforced consistently enough to protect younger audiences. Critics argue that sexualized advertising can be particularly harmful when it targets a vulnerable demographic without clear disclaimers or age-based restrictions. Additionally, there are calls for better education and awareness around digital literacy, helping users navigate the potential negative effects of such content.
In response to these concerns, some have called for stricter regulations on how brands can use sexualized content on platforms like TikTok. This could include more stringent rules for influencer marketing, greater transparency in distinguishing ads from organic content, and enhanced age-gating measures to limit exposure to inappropriate material. Ultimately, the growing prevalence of sexualized ads on TikTok highlights the need for a careful balance between creativity, advertising effectiveness, and the responsibility to protect vulnerable audiences from harmful content. This balance will likely continue to be a major point of discussion as digital advertising evolves and the impact of social media on young people’s lives becomes more apparent.

2.1.4	IMPACT OF SEXUALIZED ADVERT ON TIKTOK 
The impact of sexualized advertisements on TikTok is far-reaching, influencing both consumer behavior and societal norms, especially given the platform’s predominantly young user base. TikTok’s algorithm, which prioritizes content that generates high levels of engagement, amplifies sexualized ads, leading them to reach a broader audience. This results in users—especially teenagers and young adults—being constantly exposed to provocative imagery and content that often blurs the lines between advertising and organic content. These ads, designed to capture attention through sexual appeal, can deeply influence viewers' attitudes and perceptions, shaping how they view attractiveness, relationships, and sexuality.
One of the most concerning impacts of sexualized ads on TikTok is their effect on body image and self-esteem. The constant exposure to idealized, sexualized portrayals of bodies can create unrealistic beauty standards, particularly for young viewers who are still developing their sense of self. The pressure to conform to these ideals can lead to feelings of inadequacy, body dissatisfaction, and anxiety. Many users may feel compelled to emulate the behaviors and appearances they see in these ads, resulting in harmful practices such as extreme dieting or excessive focus on physical appearance. This can contribute to a rise in mental health issues, particularly among adolescent users who are at a crucial stage in their emotional and psychological development.
Another significant impact of sexualized ads on TikTok is the normalization of objectification, particularly of women. These ads often focus on physical attractiveness, reducing individuals to their bodies or sexual appeal. This can reinforce harmful gender stereotypes, where women are valued primarily for their appearance rather than their intellect, skills, or character. The repeated exposure to this form of marketing can shape viewers' attitudes toward gender, sexuality, and relationships, encouraging the idea that sexual appeal is the primary way to gain attention or validation. This cultural reinforcement of objectification can have long-term consequences on how individuals perceive themselves and others in real-world interactions.
While sexualized ads can increase short-term engagement and sales for brands, they also risk alienating certain segments of the TikTok audience. As users become more aware of the impact of such content on mental health and gender equality, they may begin to view brands that rely on sexualized advertising as out of touch or irresponsible. This could lead to a decline in brand loyalty and consumer trust, especially among younger, more socially conscious consumers who value authenticity and inclusivity. Brands that continue to promote sexualized content without regard for its broader implications may face public backlash or reputational damage.
In the long term, the widespread use of sexualized ads on TikTok could have a broader cultural impact. These ads not only shape individual perceptions of beauty and relationships but also influence societal norms surrounding sex and gender roles. As more brands turn to provocative marketing tactics, the prevalence of sexualized content in mainstream media could contribute to the further sexualization of youth culture. This underscores the need for greater regulation and ethical considerations in digital advertising to ensure that platforms like TikTok prioritize the well-being of their users while maintaining a responsible approach to content creation and marketing.

2.1.5	CONSUMER ENGAGEMENT ON SEXUALIZED ADVERTISEMENTS ON TIKTOK
TikTok has become one of the most influential social media platforms globally, with its short-form video format and engaging algorithm captivating millions of users. However, a growing trend in digital marketing is the use of sexualized advertisements, which can range from suggestive imagery to flirtatious or sexually charged content. These ads, whether subtle or explicit, aim to capture users' attention and drive consumer engagement. While such tactics may prove successful in terms of metrics like views, likes, and shares, they also raise important ethical concerns, especially in a platform where a significant portion of the audience is made up of young people. This essay will examine how sexualized advertisements on TikTok drive consumer engagement, the factors influencing such engagement, the potential consequences for both consumers and brands, and the ethical considerations surrounding this practice.
Sexualized advertisements on TikTok are designed to attract consumer attention in a crowded digital space. In a platform where millions of videos are uploaded daily, capturing the attention of users quickly is essential for brand success. Sexualized content, with its inherent ability to appeal to viewers’ desires and curiosity, is often more likely to grab attention than more neutral or traditional advertisements. Whether through the use of suggestive body language, revealing clothing, or flirtatious undertones, such content taps into deep-seated human psychology, drawing attention to itself in a way that is difficult to ignore.
One key aspect of consumer engagement with sexualized ads is the use of influencers. TikTok influencers, especially those who have built a loyal following through their personal brands, often use their own appeal to market products. When an influencer endorses a product in a sexualized manner—whether by wearing revealing clothes, using suggestive gestures, or presenting themselves in a highly stylized manner—viewers are more likely to engage with the content. The line between organic content and advertisements becomes blurred, leading viewers to perceive the promotional content as part of the influencer’s lifestyle. This makes the advertising feel more authentic and less intrusive, encouraging consumers to engage with the brand in ways they might not with traditional advertisements.
Furthermore, influencers who use sexualized imagery can normalize the behavior, making it seem less out of the ordinary and more acceptable to viewers. This type of endorsement can be especially effective in promoting beauty products, fashion, and lifestyle brands that cater to a young, trend-sensitive demographic. As consumers engage with these ads, they may internalize the messaging that equates sexual appeal with desirability, influencing their purchasing decisions and interactions with the brand.

2.1.6	THE IMPACT OF SEXUALIZED ADVERT ON CONSUMER BEHAVIOR
Sexualized advertisements on TikTok have a significant impact on consumer behavior, both consciously and subconsciously. At the most basic level, these ads aim to influence purchasing decisions by tapping into consumers’ desires, emotions, and insecurities. When consumers are exposed to sexually charged imagery, their engagement is often driven by a desire to emulate the lifestyle or aesthetic being presented. For example, a fashion brand that uses sexually suggestive imagery might prompt viewers to purchase clothing in an attempt to replicate the "attractive" look that the ad promotes.
Moreover, sexualized ads can play a crucial role in shaping brand perceptions. When consumers are constantly exposed to sexualized content tied to a brand, they begin to associate that brand with the values and aesthetics conveyed in the advertisement. If a brand positions itself as glamorous, sensual, or rebellious through its use of sexualized marketing, consumers may perceive it as more desirable or aspirational. This can drive consumer loyalty, as individuals may feel a stronger emotional connection to brands that align with their ideals or self-image.
However, the impact of sexualized ads is not always straightforward. While such content can drive initial engagement, it may also lead to backlash or negative perceptions of the brand. This is particularly true if the content is perceived as exploitative or inappropriate. In a digital landscape where consumers are becoming more aware of issues such as body image, consent, and ethics, the use of sexualized content can spark criticism, especially if it is seen as manipulative or insensitive. Brands that overuse sexualized imagery may risk alienating segments of their audience who feel uncomfortable with this approach, leading to a potential decrease in brand credibility or trust.

2.1.7	ETHICAL CONSIDERATIONS AND LONG-TERM EFFECTS
While sexualized advertisements on TikTok may effectively drive consumer engagement in the short term, they also raise serious ethical questions, particularly regarding the platform’s young user base. TikTok is especially popular among teenagers and young adults, and many critics argue that exposing such a demographic to sexualized content can have harmful effects. For young viewers, the constant bombardment of idealized beauty standards and sexualized imagery can contribute to body dysmorphia, low self-esteem, and unhealthy attitudes toward sex and relationships. The pressure to conform to these standards may manifest in physical and emotional distress as users attempt to replicate the images they see online.
Furthermore, sexualized ads often contribute to the objectification of individuals, especially women. By focusing on physical appearance and sexual appeal, these ads reduce people to their bodies, ignoring other aspects of their identity such as personality, intellect, and capabilities. This objectification reinforces gender stereotypes and perpetuates harmful cultural norms that equate a person's worth with their appearance. For young people, this can be especially damaging as they are still in the process of forming their identities and understanding relationships.
From a brand perspective, the use of sexualized content requires careful consideration of the long-term effects on brand reputation and consumer loyalty. While such ads may boost engagement in the short term, they can also lead to consumer fatigue and negative associations with the brand. Over time, consumers may begin to view brands that rely heavily on sexualized imagery as shallow or out of touch with social progress. As public awareness of issues such as consent, body positivity, and gender equality increases, brands that fail to adapt their marketing strategies may find themselves facing backlash, which could result in a loss of consumer trust and sales.

2.1.8	GENDER AND SEXUALIZED CONTENT
Gender plays a critical role in how sexualized advertising is received on TikTok. For instance, research by Ferguson et al. (2019) suggests that female-targeted sexualized ads may evoke different responses from male and female consumers, with females more likely to feel objectified. In contrast, male-targeted sexualized ads tend to be more accepted by male consumers but may be perceived as offensive by female audiences. TikTok’s community, largely composed of younger users, reflects diverse gender identities, making the effectiveness and reception of sexualized advertising highly context-dependent.
Additionally, TikTok's unique culture of self-expression and inclusivity may lead to more nuanced reactions to sexualized ads. While some users may celebrate the empowerment associated with sexualized content, others may criticize it for perpetuating harmful stereotypes or for not aligning with the platform’s values of authenticity and creativity (Gielens & Dekimpe, 2022). The use of sexualized content in advertising on TikTok raises ethical questions about consent, exploitation, and the portrayal of gender. Ethical concerns center around the commodification of sexual appeal and its potential to shape users' body image and self-esteem negatively. Moreover, some argue that brands risk alienating certain segments of their target audience by focusing on sexualized content instead of offering authentic, value-driven messaging (Jain & George, 2021). Consumer backlash can emerge, particularly when the line between genuine engagement and exploitative marketing practices becomes blurred.

2.2	THEORITICAL FRAMEWORK
When exploring the impact of sexualized advertising on TikTok and consumer engagement, several theoretical frameworks can be employed to better understand the dynamics and the factors at play. Below are some relevant theoretical perspectives:




2.2.1	USES AND GRATIFICATIONS THEORY (UGT) (KATZ ET AL., 2003)
This theory suggests that consumers actively choose media that meet their needs, whether for entertainment, social connection, or information. Sexualized ads on TikTok may cater to users' desires for excitement, novelty, or attention
The uses and gratification theory essentially theorizes that individuals actively seek out and take advantage of media to fulfill their desires. According to the UGT it illustrates the fact that individuals actively seek out media material that would fulfill their unique desires as compared to being submissive receivers of information.
The UGT was initiated when Elihu, Jay Blumber (Katz et al., 1973) and other social scientists realized that media usage is a deliberate decision made by individuals that chose to pick media depending on what desires and wants they gain from it. According to the UGT individuals take advantage of the media from all sorts of aspects, for instance information seeking, entertainment , social engagement and persevering a sense of personal identity. This theory indicates that individuals are more likely to use media that best fits with their pre-existing beliefs and way of thinking. For example some who are religious and conservative with their belief will tend to use media to reinforce their faith, meanwhile someone who is into fashion will most probably use media in his favor of clothes preference and keep up with the latest fashion trends and style (Katz et al., 1973).
According to Ruggiero (2000), the core of the UGT consists of five different aspects that people to choose to fulfill their desires, the first one of them being: The Uses and Gratifications Theory (UGT) (Katz et al., 2003) provides a valuable lens through which to understand the impact of sexualized advertisements on TikTok and the resulting consumer engagement. UGT suggests that individuals actively seek out media content to fulfill specific needs or gratifications, such as entertainment, social interaction, personal identity, or information. In the context of TikTok and its sexualized advertisements, the theory can explain how users are drawn to such content, how it influences their behavior, and how brands can capitalize on these engagements. TikTok, as a highly interactive platform, provides an ideal setting for exploring how sexualized content satisfies users' various needs and drives engagement.
One of the key components of UGT is the idea that media consumption is driven by individual desires, rather than being passively received. In the case of TikTok, users are often attracted to sexualized advertisements because they offer instant emotional or sensory gratification. Such content taps into basic human desires for attraction, sensuality, and attention, making it particularly appealing to users looking for visual stimulation or emotional arousal. TikTok users, particularly those in the Gen Z and millennial demographics, may actively seek out or engage with content that offers these types of experiences. By incorporating sexualized elements into ads, brands meet these needs and create an environment where consumers are more likely to engage with the content, through likes, shares, or comments.
Another aspect of UGT relevant to TikTok’s sexualized advertisements is the need for social interaction and connection. TikTok's highly engaging, social nature encourages users to share content with their friends and followers. Sexualized advertisements that go viral or generate strong emotional responses tend to prompt social sharing and online discussions, which fulfills the social interaction aspect of UGT. When users engage with such content, they often share it within their social networks, leading to discussions, debates, or commentary about the ad. This creates a cycle where engagement with sexualized content becomes a form of social interaction, further spreading the ad and increasing its visibility. This reinforces the idea that users seek not just personal gratification but also the ability to connect with others through shared content.
From a consumer engagement perspective, UGT also highlights the importance of personal identity. TikTok users often use the platform to explore and define their identities, including aspects related to attractiveness, sexuality, and self-expression. Sexualized advertisements that align with the aspirational or idealized identities of users can drive higher engagement. For example, users may be more inclined to engage with an ad that features an influencer or celebrity who embodies a certain level of desirability, beauty, or confidence that resonates with their personal identity. These ads can help users project a desired self-image or reinforce their understanding of societal beauty standards, which in turn increases their likelihood of interacting with the content, whether by liking it, commenting on it, or even purchasing the promoted product.
Moreover, UGT explains that the active role of users in selecting and interacting with content on TikTok means that the success of sexualized advertisements depends on how well they align with the needs and motivations of the audience. If an ad succeeds in providing the right type of gratification—whether it's through visual appeal, social validation, or identity reinforcement—it will naturally lead to higher levels of consumer engagement. TikTok’s algorithm further reinforces this by promoting content that generates significant interaction, creating a feedback loop where successful sexualized ads continue to gain visibility. This process helps brands reach their target audience more effectively, as users actively engage with content that aligns with their emotional or social needs, increasing the likelihood of conversion and brand loyalty.
The Uses and Gratifications Theory provides a strong framework for understanding why sexualized advertisements on TikTok resonate so deeply with users. By satisfying a variety of needs—emotional, social, and personal—sexualized content drives active engagement, as users are motivated to interact with the content in ways that align with their desires and identities. Through social interaction, self-expression, and the gratification of sensory desires, TikTok’s sexualized ads can generate significant consumer engagement, making them a powerful tool for brands seeking to connect with their audience on a more emotional level. Understanding these motivations can help brands tailor their advertising strategies to better meet the needs of TikTok users, leading to more effective and impactful campaigns.

2.2.2	SOCIAL LEARNING THEORY
Social Learning Theory (SLT), proposed by Albert Bandura (2006), suggests that individuals learn behaviors, attitudes, and emotional responses through the observation of others, especially role models or influential figures. In the context of TikTok and the impact of sexualized advertisements, this theory offers a critical lens for understanding how such ads influence consumer behavior and drive engagement. TikTok's influencer-driven platform is a prime environment for SLT, where users not only watch videos but also mimic behaviors, including the sexualized portrayals often featured in advertisements. As sexualized ads often include popular influencers, celebrities, and attractive figures promoting products, users may replicate these behaviors in their own lives, seeking similar social validation and engagement.
One of the most significant ways SLT applies to the impact of sexualized ads on TikTok is through the role of influencers. Influencers on TikTok, who often gain large followings by emphasizing beauty, sensuality, and sexual appeal, act as role models for millions of viewers. When these influencers promote products in a sexualized way, whether it's through suggestive clothing, body language, or flirtatious interactions, they create a model for their followers to emulate. Social Learning Theory suggests that users, especially younger individuals still in the process of shaping their identities, may internalize these behaviors and adopt them in their own content or lifestyle, believing that sexualized displays of attractiveness will lead to social approval, attention, and validation.
Moreover, TikTok's unique format encourages the replication of behaviors. The platform's "For You" page promotes viral trends, challenges, and hashtags, many of which revolve around highly sexualized themes or visuals. When users see videos that incorporate sexualized behaviors—such as confident posing, revealing outfits, or flirtatious movements—they are more likely to imitate these actions in their own content. This imitation process is driven by the desire to gain likes, comments, and shares, which are seen as forms of social reinforcement. According to SLT, when users observe others being rewarded with engagement for sexualized content, they are more likely to replicate that content themselves to achieve similar social rewards.
In addition to influencers, the advertisements themselves also serve as models for behavior. TikTok's advertising format is often indistinguishable from organic content, meaning that sexualized ads are consumed alongside regular user-generated videos. This seamless integration blurs the line between entertainment and marketing, making it easier for viewers to internalize the behaviors being promoted in the ads. When users see sexualized ads receiving high engagement (likes, shares, comments), they are more likely to perceive these behaviors as socially desirable and worthy of replication. SLT emphasizes that observation of such rewarded behaviors increases the likelihood of similar actions, leading to the normalization of sexualized content and reinforcing its prevalence on the platform.
The reinforcement aspect of SLT also plays a key role in consumer engagement with sexualized ads. When users see influencers or celebrities being rewarded for their sexualized content, they are motivated to engage with such content themselves, not just by mimicking the behavior, but also by interacting with the ad itself. Likes, shares, and comments act as forms of social reinforcement that increase the visibility of sexualized advertisements. The more engagement a sexualized ad receives, the more likely it is to be recommended to other users, creating a feedback loop that reinforces the initial behavior. The repeated exposure to this type of content increases the likelihood that users will continue engaging with sexualized material, which in turn promotes further consumer interaction and engagement.
SLT also highlights the importance of social context in shaping behavior. TikTok's community, with its high levels of interaction, peer influence, and visibility, provides a powerful environment for learning. As users see their peers or favorite influencers gaining followers, likes, and fame for posting sexualized content, they may feel encouraged to adopt similar behaviors to fit in or gain social capital. This social pressure is especially potent for younger users, who are often more impressionable and seeking validation through digital platforms. The desire to belong to a particular group or to be perceived as attractive and socially relevant can drive users to engage more deeply with sexualized advertisements, whether by liking them, sharing them, or purchasing the promoted products.
However, this replication of sexualized behaviors through SLT also has significant implications for the societal normalization of such content. As more users model their behavior after sexualized ads, they contribute to the reinforcement of a cultural narrative that places high value on physical appearance and sexual appeal. Over time, this can shape societal perceptions of beauty, self-worth, and attractiveness, particularly among young users. SLT suggests that when these behaviors are repeatedly rewarded, they become ingrained in the cultural fabric, leading to a cycle where sexualized content becomes a dominant force in both advertising and personal expression. The result is that consumers may increasingly engage with ads not just for the products they promote, but because the sexualized nature of the ads has become a central part of the content they seek and engage with.
Social Learning Theory provides a compelling framework for understanding the impact of sexualized advertisements on TikTok and consumer engagement. By focusing on the observation and imitation of behavior, SLT explains how users are influenced by influencers, peers, and the advertising models they see on the platform. These behaviors are reinforced by the social rewards of engagement, creating a cycle of imitation and normalization of sexualized content. As users mimic the behavior of those they admire or wish to emulate, they contribute to the ongoing success and amplification of sexualized advertising, which in turn shapes broader cultural attitudes and expectations. Through this lens, TikTok’s sexualized ads are not just passive content—they are active agents of behavioral change, driving consumer engagement and reinforcing societal norms around beauty, sexuality, and identity.

2.2.3	CULTIVATION THEORY
Cultivation Theory, developed by George Gerbner (2007), argues that long-term exposure to media content can shape individuals' perceptions of reality. Over time, media portrayals of certain behaviors, lifestyles, or values can cultivate specific worldviews. In the case of sexualized ads on TikTok, the frequent exposure to such content can contribute to the cultivation of certain ideas around beauty standards, sexuality, and gender roles. Users may begin to internalize the sexualized portrayals they encounter on the platform, influencing their perceptions of what is attractive or desirable in real life. Cultivation Theory suggests that when these portrayals are normalized across TikTok, users are more likely to view sexualized content as typical or desirable, leading to a shift in societal norms around beauty and attraction. The continuous consumption of sexualized advertisements may also shape the way consumers engage with brands, as they become more attuned to the types of products that align with these cultural ideals of sexuality.
One of the core ideas of Cultivation Theory is that heavy, repeated exposure to certain types of media content cultivates specific views of reality. On TikTok, where sexualized ads are increasingly prevalent, users are frequently exposed to portrayals of attractiveness, sensuality, and sexuality, often in the form of influencers or celebrities endorsing products through sexually charged imagery. Over time, this constant exposure can influence how users define beauty and how they relate to their own bodies, other people's bodies, and societal expectations of sex appeal. As TikTok users engage with these types of ads repeatedly, they may begin to internalize these portrayals as norms, altering their perceptions of what is desirable, attractive, and worth aspiring to.
Additionally, the impact of sexualized ads on TikTok, according to Cultivation Theory, is particularly pronounced among younger audiences. TikTok's user base is primarily made up of Generation Z and millennials, who are still in the process of developing their self-image and understanding of societal norms. For these impressionable users, the repeated exposure to sexualized content can significantly shape their attitudes toward gender, relationships, and attractiveness. If sexual appeal is consistently highlighted as a primary means of achieving social approval or success, these users may come to believe that attractiveness and sexual desirability are paramount in forming relationships or gaining social recognition. As a result, the sexualized advertisements on TikTok become not just marketing tools, but influential cultural agents that shape how users view themselves and others in a sexualized context.
Another important aspect of Cultivation Theory is the idea that media representations often present a skewed version of reality. On TikTok, sexualized ads frequently focus on idealized and often unrealistic portrayals of beauty—thin, toned, flawless bodies, often heavily edited or enhanced. The continuous exposure to such idealized images can lead users to believe that these representations reflect the "real" world and the standard by which all others should be judged. In this sense, sexualized advertisements on TikTok may contribute to the normalization of unattainable beauty standards, leading users to feel inadequate or dissatisfied with their own bodies. This cultivation of unrealistic beauty standards can have a significant impact on consumer behavior, as users may feel pressured to purchase products or engage with brands that promise to help them achieve these idealized appearances, even if those standards are unrealistic or harmful.
The concept of mainstreaming within Cultivation Theory also plays a crucial role in understanding the impact of sexualized ads on TikTok. Mainstreaming refers to the process by which heavy exposure to media content leads individuals from diverse backgrounds to adopt similar beliefs and attitudes. TikTok’s algorithm promotes content that garners high engagement, meaning that the most sexually charged and attention-grabbing ads are likely to be seen by a wide range of users, including those who may not actively seek out sexualized content. Over time, the mainstreaming effect of these ads can lead to a collective cultural shift where sexualized portrayals become normalized across a broad swath of the platform’s audience. This can further entrench the idea that sexual appeal is central to an individual’s identity or worth, encouraging users to engage more deeply with sexually charged content and products.
As Cultivation Theory suggests, the impact of sexualized advertisements is not just about altering individual perceptions, but about shaping the collective worldview of a community. When TikTok users are consistently exposed to sexualized content, they contribute to the amplification of those messages across the platform. As these portrayals become normalized, consumers may come to expect sexualized content in advertising, not just on TikTok, but across all media. This results in a feedback loop where consumer engagement with sexualized content drives its continued production and prominence. In this sense, TikTok becomes a space where the line between entertainment, advertising, and real-life social norms becomes increasingly blurred, leading to the further propagation of sexualized imagery as a cultural norm.
From a consumer engagement perspective, Cultivation Theory helps explain why sexualized ads on TikTok not only capture attention but also inspire action. Users who internalize the messages propagated by these ads are more likely to engage with them—through likes, shares, and comments—because they align with the cultivated perceptions of beauty and desirability that the platform promotes. As these ads gain more engagement, they are further amplified by TikTok's algorithm, ensuring that the sexualized content continues to reach a larger audience and maintain its influence. Over time, this results in a cycle where sexualized advertisements become deeply embedded in the social fabric of the platform, shaping both individual behavior and broader cultural expectations around beauty and sexuality.
Cultivation Theory offers a powerful framework for understanding the long-term effects of sexualized advertisements on TikTok and their impact on consumer engagement. The repeated exposure to sexually charged content cultivates distorted perceptions of beauty, sexuality, and social desirability, particularly among young users who are still shaping their identities. As sexualized ads become increasingly normalized through mainstreaming, users begin to internalize and replicate these behaviors, shaping their consumer choices and interactions with brands. Ultimately, Cultivation Theory demonstrates how the prolonged exposure to sexualized content on TikTok doesn't just affect individual users—it also drives broader cultural shifts, reinforcing the centrality of sexual appeal in shaping identity and social validation.

2.3	EMPIRICAL REVIEW
Sexualized advertising refers to the use of sexually suggestive content in advertising, often to capture attention and stimulate emotional responses. Several studies have shown that sexualized content in advertising can increase attention, emotional arousal, and engagement with the brand. However, the effect on consumer behavior can be double-edged: while it might boost short-term engagement, it can lead to negative perceptions of the brand or product in the long term.
A study by Seitz et al. (2020) explored the effect of sexualized content in social media ads. It found that such content typically increases viewer attention and interaction but can result in a less favorable brand perception over time. This is especially true if the sexualized content is not aligned with the brand’s values or if it is perceived as exploitative.
On TikTok, where video content is highly engaging and shareable, the impact of sexualized advertisements is intensified due to TikTok’s viral nature and algorithmic distribution, which favors content that generates strong emotional reactions (often through humor, surprise, or shock value). As Kunkel et al. (2017) argue, platforms like TikTok are ideal for sexualized advertisements because they can quickly capture and sustain attention, a crucial aspect of social media marketing.
TikTok’s unique features, such as its short-form video format, personalized content recommendations, and a young, highly engaged user base, make it an attractive platform for marketers. Studies have shown that TikTok’s algorithm encourages consumer engagement through personalization, which can make sexualized content more targeted and effective.
Liu et al. (2021) examined TikTok as a platform for influencer marketing and found that authenticity, entertainment, and relatability are critical factors driving consumer engagement. Sexualized advertisements that are perceived as inauthentic or overly commercial may damage engagement rates and brand trust. Moreover, Chen et al. (2022) emphasized that TikTok's user base, predominantly young people, is highly sensitive to the tone and context of the content. If sexualized ads are deemed inappropriate or alienating, they can lead to backlash, significantly decreasing user interaction and engagement.
Empirical studies have demonstrated that sexualized advertisements can have mixed effects on consumer engagement. Stankevich (2017) suggests that sexualized ads increase engagement by making ads more memorable and provoking strong emotional responses. On TikTok, where the format relies on quick interaction, sexualized content may encourage likes, comments, and shares due to its attention-grabbing nature.
However, negative reactions can occur. Fleming et al. (2020) noted that consumer engagement often fluctuates depending on the context in which sexualized content is presented. For instance, ads that objectify individuals or use sexual imagery in a way that feels manipulative can foster negative attitudes toward the brand, reducing overall engagement and trust.
Research on gender representation in sexualized advertising often highlights the impact of gender stereotypes on consumer engagement. Thompson & Haytko (2021) found that overly sexualized ads may alienate certain audience segments, especially women, who may feel objectified. TikTok's diverse demographic means that such advertisements can have a particularly strong impact on the platform, especially if they perpetuate harmful stereotypes.
In contrast, ads that challenge traditional gender roles and present a more inclusive, balanced view of sexuality tend to receive higher engagement levels. Ward (2017) explored how representations of women in sexualized advertisements often lead to lower consumer trust, particularly among Gen Z users, who are more attuned to issues related to authenticity, diversity, and gender equality.
Metrics for assessing consumer engagement on TikTok typically include likes, comments, shares, watch time, and video completions. Studies on digital marketing effectiveness indicate that sexualized advertisements tend to boost initial engagement (through likes, shares, and comments) but may lower long-term brand loyalty and repeat engagement if perceived negatively.
Kaufman et al. (2019) found that content that elicits a high level of engagement through shares and likes can amplify the reach of an ad but can also lead to a "fad" effect, where engagement decreases after the novelty or shock value wears off. Additionally, Huang et al. (2023) highlighted that TikTok’s algorithm rewards videos with high engagement, which may benefit sexualized ads in the short term but warns against over-reliance on attention-grabbing techniques that lack deeper consumer connection.
One of the major concerns surrounding sexualized advertising is the ethical issue of objectification. Zhao & Lee (2018) argue that sexualized ads can contribute to harmful societal norms, such as the objectification of women or unrealistic beauty standards. This not only raises moral questions but also affects long-term consumer engagement by eroding trust in brands that use such tactics.
On TikTok, which is a space frequented by younger audiences, the ethical implications are even more pronounced. Advertisements that are seen as inappropriate or that fail to respect community standards may be flagged or removed, impacting a brand’s reputation. Lee et al. (2020) found that platforms with stricter content guidelines, such as TikTok, can lead to swift consequences for brands that fail to align with community expectations, resulting in boycotts or negative viral campaigns.
Sexualized advertising on TikTok has a multifaceted impact on consumer engagement. While it can enhance immediate attention and engagement, especially through viral, emotionally charged content, the long-term effects on brand loyalty and consumer behavior are less clear. Ethical concerns surrounding objectification and the reinforcement of harmful stereotypes highlight the need for responsible advertising practices. Future research should focus on understanding the long-term psychological effects of sexualized content, as well as developing guidelines for ethical advertising on social media platforms like TikTok.
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This section covers the methods used to address the objectives of the study. The section discusses the research design, research population, sample size and sampling technique, the instrument for data collection, the method of data analysis and the analytical software used for the study.
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3.2	RESEARCH DESIGN
This study adopted a survey research design, this was chosen based on the objectives of the study. Survey method is one of the oldest research methods as averred by Kerlinger& Lee [2000]. It is the process of collecting data from a population or a sample drawn from a population or with the purpose of investing relative incidence, occurrence or inter relationship among the variables of natural phenomenal.
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3.3	POPULATION OF THE STUDY
Wimmer& Dominick (2006) defined population of a research study as a list of collection of subjects, objects, Variables or concept in a defined environment. This could be a group or class of variables, concept or phenomenal in a given study. The population of this study covered the inhabitants of Ilorin-west local government in Kwara State. According to the statistical update from the Nigeria Population Commission (NPC, 2015) in respect to 2006 population census in Nigeria, the population of Ilorin-west local government is approximated to 515,674 with 64.2% youths within the age 18-45 years.
Hence the target population of this study is limited to 321,781 youths in Ilorin-west local government of Kwara state representing 64.2% of the total population.
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3.4 	SAMPLE SIZE
It can be reemphasized that, to study the entire population of a study may be cumbersome, time consuming and of course very costly, hence a sample takes a fair portion as representative of the entire population. Hence, the sample size of this study is limited to one hundred (100) respondents proportionally selected from two communities (Baboko and Ajewole) in Ilorin-west local government.


[bookmark: _Toc167099639]3.5 	Sampling Technique
Creswell (2012) stated that sampling technique is a method of selecting individual members or a subset of the population to make statistical inferences from them and estimate the characteristics of the whole population. 
This study adopt purposive sampling technique to select the required respondents for this study. Purposive sampling technique a non-probability sampling method where samples are selected based on the subjective judgment of the researcher rather than random selection. In sequel, fifty (50) respondents were selected in each of the communities (Baboko and Ajewole) respectively.
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3.6	INSTRUMENTATION
Questionnaire will be used as the research instrument and primary source of data in this study. Saul Mcleod [2015] defined questionnaire as a research instrument consisting of a series of questions for the purpose of gathering information from respondents. The questionnaire will be divided into three (3) parts. Part A conceptualized on introduction and familiarity of respondents to the topic understudy, part B sought the demographic profile of the respondentswhile partCcontains items designed to obtain data on the research topic. 

[bookmark: _Toc167099641]3.7	RELIABILITY AND VALIDITY OF THE INSTRUMENT
In order to ensure that relevant items will included in the questionnaires, extensive and relevant literature were consulted before instrument for data collection was constructed; this is done in other to ensure content validity of questionnaires.  A constructed questionnaire was given to the project supervisor for scrutiny. This is imperative in order to make sure that the data collection instrument had face validity.
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3.8	METHOD OF ADMINISTRATION OF THE INSTRUMENT
The data for this research work is collected through the administration of questionnaires to respondents in the study areas. This instrument was used to elicit demographic data for specific questions for the study. To ensure accurate data collection, questionnaires were administered by researcher to respondents in their various locations. The above instrument used has helped in collecting an aggregate amount of data used for the study.


[bookmark: _Toc167099643]3.9	METHOD OF DATA ANALYSIS
Issa (2004) gives explanation on data analysis that the last segment of chapter three is developed to explain how the research intends, analyzed and interpret the data that will accrue for the administration of the respondents, that is, when data has been collected, how he intends to set out and analyzed the collected data. 
The data obtained from the distributed questionnaires were retrieved and analyzed using a Scientific Package for Social Science (IBM SPSS 16th edition) and were shown using simple percentage and cross tabulation table method of data presentation (chi-square -χ2). Furthermore, statistics analysis was adopted for the simplification of data gathering during field work to ease better understanding of the study and the statistical relationship between the observed variables.




CHAPTER FOUR:
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1 Introduction
This chapter presents, analyzes, and interprets data obtained through the administered questionnaires. The analysis is categorized into two sections: demographic data and substantive responses on TikTok usage, exposure to sexualized advertisements, and engagement behavior.

Table 4.1
4.2 Demographic Information of Respondents
Table 4.1
	Age
	Frequency
	Percentage (%)

	Under 18
	10
	10%

	18 – 24
	45
	45%

	25 – 34
	30
	30%

	35 – 44
	15
	15%

	Total
	100
	100%


Sources:- Researcher’s Survey 2025 
Interpretation: Majority (45%) of respondents fall within the 18–24 age group, showing that TikTok users are predominantly young adults.

Table 4.2 Gender 
	Gender
	Frequency
	Percentage (%)

	Male
	48
	48%

	Female
	52
	52%

	Total
	100
	100%


Sources:- Researcher’s Survey 2025 
Interpretation: The gender distribution is almost equal with a slight majority of female respondents (52%).


Table 4.3 Academic Qualifications
	Academic Level
	Frequency
	Percentage (%)

	ND/NCE
	20
	20%

	HND
	25
	25%

	BSc.
	55
	55%

	Others
	-
	-

	Total
	100
	100%


Sources:- Researcher’s Survey 2025 
Interpretation: Most respondents are BSc. holders, indicating that the sample is well-educated and capable of interpreting media content critically.

 Table 4.4 TikTok Usage and Engagement Behavior
	TikTok Usage Frequency
	Frequency
	Percentage (%)

	Very often
	55
	55%

	Often
	30
	30%

	Rarely
	10
	10%

	Not at all
	5
	5%


Sources:- Researcher’s Survey 2025 
Interpretation: A majority (55%) use TikTok very often, indicating high exposure to the platform.

Table 4.5 Content Engagement on TikTok (Multiple responses allowed)
	Type of Content
	Frequency

	Entertainment (comedy, memes)
	85

	Dance and music
	78

	Beauty and fashion
	60

	Fitness and health
	40

	Food and lifestyle
	35

	Others
	10


Sources:- Researcher’s Survey 2025 
Interpretation: Entertainment and dance/music are the most popular categories, followed by beauty and fashion, which often contain sexualized content.

Table 4.6 Exposure to Sexualized Advertisements
	Frequency of Encounter
	Frequency
	Percentage (%)

	Very often
	45
	45%

	Occasionally
	35
	35%

	Rarely
	15
	15%

	Never
	5
	5%


Sources:- Researcher’s Survey 2025 
Interpretation: 80% of respondents encounter sexualized ads either very often or occasionally.

Table 4.7 What makes an ad sexualized? (Multiple responses allowed)
	Indicators
	Frequency

	Suggestive/revealing clothing
	90

	Flirtatious body language
	75

	Suggestive language
	70

	Attractive models
	65


Sources:- Researcher’s Survey 2025 
Interpretation: Clothing and body language are the top indicators, showing that visuals heavily influence perception.

Table 4.8 Noticing Sexualized Ads
	Noticing Sexualized Ads
	
	Frequency
	Percentage (%)

	Yes, immediately
	
	50
	50%

	Sometimes
	
	30
	30%

	Rarely
	
	15
	15%

	Never
	
	5
	5%


Sources:- Researcher’s Survey 2025 
Interpretation: Half of the respondents (50%) notice sexualized advertisements immediately, suggesting that such content is visually prominent or provocative. An additional 30% notice them sometimes, which reinforces the pervasive presence of these ads in users’ feeds. Only a small portion (5%) claims never to notice them, indicating broad user awareness of sexualized content on TikTok.

Table 4.9 More Common on TikTok?
	More Common on TikTok?
	Frequency
	Percentage (%)

	Yes
	60
	60%

	No
	25
	25%

	Not sure
	15
	15%


Sources:- Researcher’s Survey 2025 
Interpretation: A majority (60%) of respondents believe sexualized advertisements are more common on TikTok than on other platforms. This perception could be tied to TikTok’s algorithm-driven content delivery, which personalizes feeds based on user interactions. The belief positions TikTok as a unique environment for this kind of advertising compared to platforms like Instagram or Facebook.

Table 4.10 Perception and Engagement
	Emotional Response
	Frequency
	Percentage (%)

	Positive
	25
	25%

	Neutral
	40
	40%

	Negative
	30
	30%

	No response
	5
	5%


Sources:- Researcher’s Survey 2025 
Interpretation: The dominant emotional response is neutrality (40%), suggesting that many users have become desensitized or indifferent to sexualized ads. However, 30% report negative emotions, indicating a sizable group that may feel discomfort or disapproval. Only 25% reacted positively, showing that while some viewers are receptive to such ads, the impact is not overwhelmingly favorable.

Table 4.11
	Yes, promote unrealistic standards
	65
	65%

	No
	20
	20%

	Not sure
	15
	15%



Table 4.12  Objectification of Individuals
	Objectification of Individuals?
	Frequency
	Percentage (%)

	Yes
	68
	68%

	No
	22
	22%

	Not sure
	10
	10%


Sources:- Researcher’s Survey 2025 
Interpretation: An overwhelming 68% of respondents agree that sexualized ads objectify individuals, implying a widespread recognition of ethical concerns. This perception may influence how users engage with such content and shape their opinions about the brands behind these ads

Table 4.13 Consumer Behavior and Influence
	Engaged with Sexualized Ad?
	Frequency
	Percentage (%)

	Yes
	45
	45%

	No
	40
	40%

	Not sure
	15
	15%


Sources:- Researcher’s Survey 2025 
Interpretation: Nearly half of the respondents (45%) have actively engaged with sexualized advertisements on TikTok by liking, commenting, or sharing. This indicates a significant level of interaction with such content. However, 40% stated they have never engaged, suggesting that user engagement is influenced by individual perception, preference, or possibly awareness. The 15% who are unsure may engage with content without consciously recognizing its sexualized nature.

Table 4.14	Motivation to Engage (Multiple responses allowed)
	Reason
	Frequency

	Attractiveness of model
	50

	Product/service being advertised
	30

	Humor or creativity
	40

	Social validation (likes/comments)
	25


Sources:- Researcher’s Survey 2025 
Interpretation: The most cited motivation for engaging with sexualized ads is the attractiveness of the model or influencer (50 responses), highlighting the visual and aesthetic appeal as a key driver. Humor and creativity also significantly motivate engagement (40 responses), suggesting that sexualized content that is entertaining has higher engagement potential. The actual product or service ranks lower, indicating that the ad’s design may matter more than its content. Social validation (25 responses) shows some users engage for peer recognition or visibility, typical of younger audiences.

Table 4.15 Objectification of Individuals
	Purchase Decision Influence
	Frequency
	Percentage (%)

	Yes, frequently
	20
	20%

	Occasionally
	35
	35%

	Rarely
	25
	25%

	Never
	20
	20%


Sources:- Researcher’s Survey 2025 
Interpretation: A total of 60% (Yes + Sometimes) feel inclined to purchase from influencers in sexualized ads, underscoring the commercial effectiveness of influencer marketing. This suggests that the persona of the influencer plays a significant role in shaping consumer choices, especially when the content is visually persuasive.




Table 4.16 More Likely to Buy from Influencer
	More Likely to Buy from Influencer?
	Frequency
	Percentage (%)

	Yes
	40
	40%

	No
	30
	30%

	Sometimes
	20
	20%

	Not sure
	10
	10%


Sources:- Researcher’s Survey 2025 
Interpretation: A total of 60% (Yes + Sometimes) feel inclined to purchase from influencers in sexualized ads, underscoring the commercial effectiveness of influencer marketing. This suggests that the persona of the influencer plays a significant role in shaping consumer choices, especially when the content is visually persuasive.

Table 4.17 Algorithm Promotes Based on Engagement
	Algorithm Promotes Based on Engagement?
	Frequency
	Percentage (%)

	Yes
	65
	65%

	No
	20
	20%

	Not sure
	15
	15%


Sources:- Researcher’s Survey 2025 
Interpretation: 65% believe TikTok’s algorithm promotes sexualized content based on prior engagement, indicating algorithmic reinforcement or content looping. This feedback loop may amplify the visibility of such content and increase its influence on user behavior over time.

4.3 ANALYSIS OF RESEARCH QUESTIONS
Research question 1: What types of sexualized ads are most common on TikTok, and how do they differ from traditional advertisements in other media?
In table 4.7, The data presented indicates that sexualized advertisements on TikTok primarily feature suggestive or revealing clothing (90%), flirtatious body language (75%), and suggestive language (70%), often utilizing attractive models (65%). These elements align with TikTok’s visual and dynamic nature, where short, catchy videos gain traction. Unlike traditional advertisements, which may use subtlety or contextual placement (like TV or print), TikTok ads are more direct and visually stimulating. The interactive nature of TikTok also means that users frequently engage with content that is visually appealing or provocative, unlike more passive media consumption on TV or print.

Research question 2: How do sexualized ads affect consumer engagement on TikTok, in terms of likes, comments, shares, and views?
In table 4.13, the data reveals that 45% of respondents have engaged with sexualized ads through likes, comments, or shares. In table 4.14 the data reveals that the key motivations for engagement include the attractiveness of the model (50 responses), humor or creativity (40), and social validation (25). This indicates that ads featuring visually appealing models or incorporating entertainment elements are more likely to receive positive engagement. Additionally, table 4.9 shows that 60% of respondents believe that sexualized content is more prevalent on TikTok than on other platforms, which may be attributed to the platform's algorithm favoring content with high engagement. The algorithm's tendency to amplify such content creates a feedback loop, increasing visibility and encouraging further interaction.

Research question 3: How do sexualized ads impact brand perception and consumer behavior, especially in terms of trust, loyalty, and emotional connection to the brand?
In table 4.10, the emotional response data shows that 40% of users remain neutral toward sexualized ads, suggesting desensitization. However, 30% of users report negative emotions, indicating discomfort or disapproval, while 25% view the ads positively. This split reaction implies that while some users are indifferent or accepting of such content, a significant portion may develop a negative perception of brands employing sexualized marketing tactics. Furthermore, the data on purchase influence shows that 60% of respondents (Yes + Sometimes) may consider purchasing products endorsed by influencers in sexualized ads, suggesting that while brand loyalty might not necessarily increase, the immediate appeal can prompt impulse buying.

Research question 4: What ethical implications arise from the use of sexualized ads on TikTok, and how should marketers balance engagement with ethical marketing practices?
In table 4.12, the data shows that the ethical dilemma becomes apparent as 68% of respondents agree that sexualized ads objectify individuals. This finding highlights a potential backlash, where brands perceived as exploitative may damage their reputation among more socially conscious users. Additionally, the perception that these ads promote unrealistic standards (65%) underlines the risk of contributing to negative self-image among younger users, who form the majority of the TikTok audience. Marketers must balance the pursuit of high engagement with responsible content creation, ensuring that ads do not perpetuate harmful stereotypes or objectification. Adopting a more nuanced approach that blends appeal with authenticity may mitigate ethical concerns while still attracting engagement



4.4 	DISCUSSION OF FINDINGS
This study set out to assess the impact of sexualized advertisements on TikTok and how such content influences consumer engagement and behavior. With a sample size of 100 TikTok users, the analysis of questionnaire responses revealed several critical insights into user perception, emotional reactions, and behavioral tendencies.

TikTok Usage and Content Engagement
Findings show that TikTok is primarily used for entertainment, with comedy, music, dance, and beauty/fashion content leading in user engagement. These categories often feature elements of sexualized content, explaining their relevance to this study. This highlights how the app’s core content aligns closely with themes used in sexualized advertising.

Exposure to Sexualized Advertisements
A majority of respondents reported frequently noticing sexualized advertisements, with 50% recognizing them immediately and 30% noticing them occasionally. Furthermore, 60% of respondents believe sexualized ads are more prevalent on TikTok than other platforms. These results suggest that sexualized advertising is not only present but highly visible and noticeable to users, making it a dominant feature of the platform’s marketing landscape.

Perception and Emotional Reactions
When assessing emotional responses, 40% of users felt neutral, while 30% felt negative emotions such as discomfort or irritation. Only 25% responded positively, indicating that while the content may capture attention, it does not universally generate positive feelings. Additionally, 65% of respondents believe such ads promote unrealistic beauty standards, and 68% feel they objectify individuals. These responses demonstrate a significant awareness and concern among users regarding the ethical and psychological implications of sexualized content.

Consumer Behavior and Influences
Importantly, 45% of respondents acknowledged engaging with sexualized ads, showing a moderate level of interactivity. The primary motivations for such engagement included the attractiveness of the influencer or model (50 responses), humor/creativity (40), and, to a lesser extent, the product itself. This suggests that emotional and visual appeal often overrides rational product interest in determining user engagement.
In terms of influence on purchasing behavior, 55% of respondents admitted to being influenced at least occasionally by sexualized advertisements. Furthermore, 60% were inclined to purchase from influencers or celebrities featured in such ads. Finally, 65% believed TikTok’s algorithm promotes more of this content based on their engagement patterns, pointing to a feedback loop in content visibility.

Types of Sexualized Ads on TikTok Compared to Traditional Media
The findings revealed that sexualized advertisements on TikTok commonly feature suggestive or revealing clothing (90%), flirtatious body language (75%), and attractive models (65%). This aligns with TikTok’s highly visual and dynamic content style. Compared to traditional media like television or print, where sexualized elements might be more nuanced or embedded within narratives, TikTok ads are direct and visually captivating. This reflects the platform’s focus on quick, impactful visual stimuli to capture user attention within seconds.
Additionally, the interactive nature of TikTok allows users to immediately like, share, or comment on provocative content, contrasting with the passive consumption characteristic of traditional media. Thus, the data suggests that TikTok’s algorithm-driven content delivery accentuates the presence of sexualized ads, which may not be as pronounced on platforms like TV or print.

 Impact of Sexualized Ads on Consumer Engagement
Sexualized ads significantly influence consumer engagement on TikTok, as evidenced by the data showing that 45% of respondents interact with such content by liking, commenting, or sharing. The attractiveness of the model (50 responses) and the inclusion of humor or creativity (40 responses) are key motivators for engagement. Furthermore, social validation (25 responses) highlights the desire for peer recognition, which is prominent among younger users who dominate TikTok's demographic.
This high level of engagement suggests that sexualized ads that incorporate relatable or entertaining elements are more effective. However, it also raises concerns regarding the depth of brand connection, as visual appeal may overshadow product relevance. Consequently, brands might achieve short-term visibility but may struggle to foster long-term loyalty.

Impact on Brand Perception and Consumer Behavior
The emotional response to sexualized ads is predominantly neutral (40%), indicating that many users may have become desensitized to such content. However, 30% of respondents expressed negative feelings, suggesting discomfort or ethical concerns, while 25% had positive reactions, indicating some level of acceptance or enjoyment.
The data also shows that 60% of respondents (Yes + Sometimes) are more likely to purchase products advertised by influencers associated with sexualized content. This indicates that while the ads can drive consumer interest, they may also risk alienating audiences sensitive to the portrayal of sexuality. Therefore, brands must carefully consider the balance between visual appeal and maintaining a positive brand image.

Ethical Implications of Sexualized Ads on TikTok
The data indicates that 68% of respondents believe that sexualized ads objectify individuals, while 65% feel they promote unrealistic standards. This highlights significant ethical challenges, as such content may contribute to distorted self-image and social perceptions, especially among younger audiences. Additionally, the algorithmic amplification of sexualized content could perpetuate harmful norms.
Marketers need to address these ethical implications by promoting inclusive and responsible content. Rather than solely focusing on provocative visuals, incorporating diverse representations and genuine messaging could foster a more positive brand association. Striking a balance between engagement and ethics is crucial to sustaining credibility and long-term consumer loyalty.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMEDATIONS
5.1 	SUMMARY OF FINDINGS
The study explored the extent to which sexualized advertisements on TikTok influence consumer engagement and behavioral responses. The analysis began with the demographic composition of the respondents, primarily made up of young adults between 18–34 years, which aligns with TikTok’s dominant user base. The majority of participants were either undergraduates or graduates, suggesting a relatively informed audience capable of interpreting the underlying themes in advertising content.
The results show that TikTok users are highly active and primarily engage with entertainment, dance, music, and fashion content—categories where sexualized visuals are commonly featured. Exposure to sexualized advertisements was notably high, with 50% of respondents immediately noticing such ads and 30% observing them occasionally. Furthermore, 60% of respondents perceived sexualized ads as more prevalent on TikTok than other platforms, highlighting the app’s strong association with this type of content.
When asked about their emotional responses, most users reported feeling neutral (40%), while a considerable percentage felt negative (30%) toward sexualized ads. Only 25% had a positive reaction, indicating that while the content might grab attention, it does not consistently create favorable impressions. Additionally, the majority of respondents (65%) believed that these ads promote unrealistic beauty standards, and 68% felt that they objectify individuals—suggesting a broad awareness of the potential ethical and psychological consequences associated with this form of advertising.
Engagement with sexualized advertisements was moderate, with 45% of respondents admitting to interacting with such content through likes, shares, or comments. Motivation for engagement was mostly driven by the attractiveness of influencers and the creativity or humor in the ads, rather than the products themselves. Moreover, 55% of respondents reported that sexualized ads influenced their purchasing decisions at least occasionally, while 60% were more inclined to purchase from influencers featured in such ads.
Finally, a significant majority (65%) of respondents observed that TikTok’s algorithm seems to promote more sexualized content based on their past interactions. This indicates the presence of a content reinforcement loop that may unintentionally magnify the visibility of provocative content. Overall, the study finds that while sexualized advertisements can be effective in attracting attention and influencing some purchasing behavior, they also generate discomfort and contribute to problematic societal standards, thereby raising questions about their ethical use on social media platforms.

5.2 	CONCLUSION
The study concludes that sexualized advertisements on TikTok have a measurable influence on user engagement and consumer behavior, although this influence is not universally positive. While a portion of users engages due to entertainment or visual appeal, there is a widespread concern over objectification and the promotion of unrealistic beauty standards.
The visibility and frequency of such ads are facilitated by TikTok’s algorithm, which reinforces exposure based on previous interactions. Though these ads may increase brand visibility or short-term engagement, they risk alienating or negatively impacting a substantial portion of the audience, particularly those sensitive to ethical or psychological implications.
This study has provided valuable insights into how sexualized advertisements on TikTok affect user engagement and consumer behavior. The findings reveal that sexualized ads are highly visible and frequently encountered by users, with many recognizing them immediately during their browsing sessions. Although such advertisements may achieve short-term engagement by attracting attention through provocative imagery or appealing influencers, their overall impact on users is nuanced. While a subset of users engages positively or out of curiosity, a significant portion reports feeling indifferent or negatively affected, suggesting that the persuasive power of these ads is not universal.
More critically, the research highlights growing user awareness about the potential harm of sexualized advertising, particularly its role in promoting unrealistic beauty standards and objectifying individuals. The majority of respondents believe such content reinforces superficial ideals that can negatively influence self-perception and societal expectations. This awareness signifies a shift in consumer consciousness, where engagement does not necessarily equate to approval. The perception that TikTok’s algorithm amplifies exposure based on previous interactions further complicates the issue, as users may find themselves passively engaging with content that does not align with their values or comfort levels.







5.3 	RECOMMENDATIONS
Based on the findings of the study titled "Assessing the Impact of Sexualized Advertisements on TikTok and Consumer Engagement," the following recommendations are made to social media platforms and future researchers.

Recommendations for Social Media Platforms (TikTok)
Implement Clear Advertising Policies: Platforms like TikTok should develop and enforce guidelines that clearly define what constitutes sexualized advertising. By regulating overly provocative content, platforms can protect younger audiences while maintaining a positive user experience. Furthermore, TikTok should integrate automated and manual review mechanisms to ensure compliance with advertising policies. Automated systems using AI can initially detect content that may violate guidelines by analyzing keywords, visuals, and user feedback. However, relying solely on algorithms can lead to false positives or missed violations. Therefore, a team of human moderators should periodically audit the flagged content to make nuanced judgments, considering cultural contexts and societal standards. Implementing a dual review process would not only enhance content quality but also demonstrate TikTok’s commitment to user safety and responsible advertising practices.

Enhance Content Moderation:- As 65% of users believe the algorithm promotes sexualized content based on prior engagement, TikTok should optimize its algorithm to reduce repetitive exposure to such content. Including user control features that allow customization of content preferences would promote a more balanced feed. To further enhance content moderation, TikTok should implement a multi-tiered monitoring system that combines AI-driven algorithms with community reporting and human oversight. While AI can swiftly detect patterns indicative of sexualized content, users should also have the ability to flag advertisements they find inappropriate or uncomfortable. This user-driven reporting mechanism will ensure that the platform addresses content that may slip through automated filters. Additionally, human moderators can review flagged content to contextualize reports, minimizing errors caused by algorithmic biases. Periodic training for moderators on evolving cultural norms and ethical advertising standards will ensure more consistent and fair evaluations. By integrating technology with human judgment and user input, TikTok can maintain a safer and more respectful advertising environment.

Encourage Advertiser Accountability:-Platforms should hold advertisers accountable for content that may objectify or misrepresent individuals. Educating brands about responsible advertising practices can encourage more thoughtful and respectful content creation. To encourage advertiser accountability, TikTok should establish a transparent penalty system for brands that repeatedly violate advertising policies related to sexualized content. Consequences could include temporary suspension of ad privileges, demotion of ad visibility, or, in severe cases, permanent bans from the platform. Additionally, creating a public record of policy violations and resolutions will incentivize advertisers to adhere to community standards. TikTok should also offer training sessions and resource materials to educate brands on ethical advertising practices, helping them understand the long-term benefits of maintaining a positive and respectful brand image. By clearly outlining expectations and consequences, TikTok can motivate advertisers to create more responsible and socially conscious content.

RECOMMENDATIONS FOR FUTURE RESEARCHERS
Expand Demographic Scope: This study primarily focused on young adults within a specific age range. Future research should consider a more diverse age group to understand how perceptions of sexualized ads vary across different demographics. To gain a more comprehensive understanding of how sexualized advertisements impact consumer engagement on TikTok, future research should expand the demographic scope beyond young adults (18–24), who currently dominate the platform. Including a wider age range such as teenagers (under 18), middle-aged users (35–44), and older adults (45 and above) will help capture diverse perspectives on how sexualized content is perceived across generations. Additionally, considering variables like socioeconomic background, education level, and cultural context can shed light on how different groups interpret and respond to such ads. This broader demographic representation will enable researchers to identify variations in engagement patterns and attitudes that may be overlooked when focusing on a predominantly young audience.

Investigate Long-Term Effects: Since the current study highlighted short-term engagement impacts, future studies should examine the long-term effects of repeated exposure to sexualized content on consumer attitudes, mental health, and purchasing behaviors. Investigating the long-term effects of exposure to sexualized advertisements on TikTok is crucial for understanding their impact on consumer behavior, brand loyalty, and social perceptions. While this study primarily focused on short-term engagement, future research should examine whether repeated exposure to such content leads to desensitization, changes in purchase habits, or shifts in brand perception over time. Additionally, assessing the psychological effects such as self-esteem issues or altered body image perceptions could provide deeper insights into the societal implications of pervasive sexualized content. Longitudinal studies tracking users’ attitudes and behaviors over extended periods would offer valuable data on how continuous exposure influences consumer loyalty and emotional connections to brands, helping marketers design more sustainable and responsible advertising strategies.

Compare Across Social Media Platforms: To gain deeper insights, future studies should compare consumer engagement with sexualized ads on TikTok against other platforms like Instagram, Snapchat, and Facebook. This could reveal platform-specific trends and user preferences. To gain a holistic understanding of how sexualized advertisements affect consumer engagement, future research should compare TikTok with other popular social media platforms, such as Instagram, Facebook, and Snapchat. While TikTok’s algorithm favors short, visually engaging videos that often include sexualized content, platforms like Instagram may emphasize aesthetics through images, and Facebook might focus more on text and video combinations. Analyzing user reactions and engagement metrics across these platforms would reveal whether the format and content presentation significantly influence how audiences perceive and interact with sexualized ads. Additionally, understanding platform-specific cultural norms and user demographics can help marketers tailor their strategies to fit the unique advertising ecosystems of each social network, thereby optimizing campaign effectiveness and audience reach

Assess Psychological Implications: Research should explore the psychological impacts of sexualized advertising on self-esteem and social identity, especially among impressionable age groups. Understanding these effects could guide more responsible marketing practices. Assessing the psychological implications of sexualized advertisements on TikTok is essential to understanding their broader social impact, especially on younger audiences who make up a significant portion of the platform's users. Continuous exposure to idealized body images and provocative content may negatively influence self-esteem, body image, and social comparison tendencies, leading to issues like low self-worth or distorted self-perception. Future studies should explore how these ads affect mental health, particularly focusing on vulnerable groups, such as teenagers and young adults, who may be more impressionable. Employing qualitative methods, such as interviews and focus groups, alongside quantitative surveys, would provide a nuanced perspective on how repeated encounters with sexualized content shape users’ emotional well-being and attitudes toward themselves and others.


REFERENCES
Anderson, M., & Jiang, J. (2019). Teens, social media & technology 2018. Pew Research Center. https://www.pewresearch.org/internet/2018/05/31/teens-social-media-technology-2018/
Aşık, N. A., & Özdemir, B. (2022). The impact of sexual appeals in advertisements on social media engagement: A cross-cultural analysis. Journal of Marketing Communications, 28(5), 473–489. https://doi.org/10.1080/13527266.2020.1840621
Bhandari, P., & Wagner, C. (2022). How to analyze survey data: Tips and techniques. Scribbr. https://www.scribbr.com/methodology/analyze-survey-data/
Bhandari, P., & Wagner, C. (2022). How to analyze survey data: Tips and techniques. Scribbr. https://www.scribbr.com/methodology/analyze-survey-data/
Chae, Y. G. (2020). Advertising and sexual objectification: A content analysis of female portrayals in digital marketing. International Journal of Communication, 14, 4892–4910. https://ijoc.org/index.php/ijoc/article/view/13252
De Veirman, M., Hudders, L., & Nelson, M. R. (2022). Influencer marketing and advertising literacy in digital native youth: A systematic review. Journal of Advertising, 51(1), 84–102. https://doi.org/10.1080/00913367.2021.1989115
De Veirman, M., Hudders, L., & Nelson, M. R. (2022). Influencer marketing and advertising literacy in digital native youth: A systematic review. Journal of Advertising, 51(1), 84–102. https://doi.org/10.1080/00913367.2021.1989115
Djafarova, E., & Bowes, T. (2021). 'Instagram made me buy it': Generation Z impulse purchases in fashion industry. Journal of Retailing and Consumer Services, 59, 102345. https://doi.org/10.1016/j.jretconser.2020.102345
Fardouly, J., Willburger, B. K., & Vartanian, L. R. (2020). Instagram use and young women’s body image concerns and self-objectification: Testing mediational pathways. New Media & Society, 22(8), 1475–1493. https://doi.org/10.1177/1461444819888720
Ferchaud, A., Grzeslo, J., Orme, S., & LaGroue, J. (2021). Parasocial attributes and YouTube influencers: Exploring content trends across the most popular channels. New Media & Society, 23(3), 581–602. https://doi.org/10.1177/1461444820902105
Kim, J., & Kim, M. (2023). The power of visual persuasion: How sexualized imagery affects consumer memory and intention on TikTok. Journal of Consumer Behaviour, 22(1), 42–56. https://doi.org/10.1002/cb.2034
Klein, A. (2023). Sex sells? A meta-analysis of sexual content in advertising and its effect on brand recall, attitudes, and purchase intention. International Journal of Advertising, 42(1), 72–94. https://doi.org/10.1080/02650487.2022.2044242
Marques, M. D., Lima, M. L., & Diniz, A. (2020). Objectification and sexualization on social media: A content analysis of Instagram images. Psychology of Popular Media, 9(3), 354–364. https://doi.org/10.1037/ppm0000249
McRae, S. (2021). TikTok and the aesthetics of youth: Sexuality, agency, and visual culture. Social Media + Society, 7(2), 1–10. https://doi.org/10.1177/20563051211029779
Montgomery, K. C., Chester, J., Grier, S. A., & Dorfman, L. (2019). The role of digital marketing in shaping youth behavior: Implications for policy and practice. Pediatrics, 143(Supplement 2), S123–S128. https://doi.org/10.1542/peds.2018-2474F
Petrescu, M., & Korgaonkar, P. (2020). Digital advertising: Interactivity and persuasion on social platforms. Journal of Interactive Marketing, 51, 30–44. https://doi.org/10.1016/j.intmar.2020.03.003
Sun, Y., & Lim, J. (2023). Algorithmic amplification of sexualized content: User perception and behavior on TikTok. Social Media + Society, 9(1). https://doi.org/10.1177/2056305123115578
Teng, S., Khong, K. W., Goh, W. W., & Chong, A. Y. L. (2021). Examining the antecedents of persuasive eWOM messages in social media. Internet Research, 31(5), 1489–1512. https://doi.org/10.1108/INTR-10-2019-0428
Vandenbosch, L., & Eggermont, S. (2021). Sexualization on social media: Predictors and consequences for adolescents’ body image and sexual health. Media Psychology, 24(3), 310–334. https://doi.org/10.1080/15213269.2020.1732408
Wirtz, J. G., Sparks, J. V., & Zimbres, T. M. (2022). The effectiveness of sexual appeals in advertising: A meta-analytic review of decades of research. Journal of the Academy of Marketing Science, 50, 1214–1236. https://doi.org/10.1007/s11747-021-00820-y
Yamamiya, Y., & Shroff, H. (2020). Sexualized media and its effects on adolescents: A review and call for more nuanced research. Youth & Society, 52(6), 922–``
Zhou, Y., & Wong, M. (2019). Social media influencers and consumption: Exploring the relationship between credibility and purchase intention among Gen Z. Journal of Interactive Advertising, 19(1), 58–73. https://doi.org/10.1080/15252019.2019.1575105

21

