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Abstract

Women's entities utilize TikTok, a platform with over 1.5 billion users, as a strategic communication tool to engage
individuals primarily within the 16-34 age demographic. UN Women established an official account on TikTok on
March 4, 2020. A thorough analysis of the literature reveals a notable absence of academic inquiry into the
communication strategies employed by UN Women on TikTok and other social media platforms. This study sought
to analyse the themes, linguistic constructs, typologies, objectives, emotional undercurrents, formats, engagement
metrics, and spokespersons of the posts on the TikTok account of UN Women, thereby elucidating the manner in
which the entity engaged with the platform. Thus, the study aimed to contribute to the literature on the digital
communication strategies of UN Women and the role of TikTok in the communication strategies of international
entities operating within the field of women's rights. In the study, a content analysis was conducted on 164 posts
disseminated through the UN Women TikTok account from March 4, 2020, to November 26, 2024. Upon analysis
of the findings, it was determined that UN Women has employed elements such as music, subtitles, captions, and
hashtags in its TikTok posts, thereby constructing an effective digital communication strategy. Moreover, the
analysis revealed that the entity utilized various video formats to convey targeted messages to its audience. The
findings indicated that the entity employed a strategy consistent with the platform's dynamic nature by
incorporating a higher representation of youth in its videos. However, the analysis identified that the entity did not
adequately address the needs of marginalized individuals and failed to fully implement the principle of
multilingualism. Finally, the entity was found to have disseminated various content on TikTok addressing the issues
faced by women. Nevertheless, it was determined that insufficient emphasis was placed on issues such as child
marriage, the challenges encountered by migrant women, inequalities experienced by women with disabilities, and
abortion rights.
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Kadin Orgiitlerinin Sosyal Medya Kullanimi: BM Kadin Biriminin TikTok'taki
iletisim Stratejileri Uzerine Bir Calisma

Oz

Kadin orgiitleri, 1,5 milyardan fazla kullanicisi bulunan TikTok'u, Ozellikle 16-34 yas araligindaki bireylere
ulasmak amaciyla stratejik bir iletisim araci olarak kullanmaktadir. Birlesmis Milletler Kadin Birimi de 4 Mart
2020'de TikTok'ta resmi bir hesap a¢mustir. Literatiir incelendiginde, kurulusun TikTok ve diger sosyal medya
platformlarindaki iletisim stratejilerine yonelik herhangi bir akademik arastirmanin bulunmadig: tespit edilmistir.
Bu ¢alisma, BM Kadin Birimi'nin TikTok hesabindaki paylasimlarinin temalarim, dilini, tiirlerini, amaglarin,
duygularinmi, formatlarimi, etkilesim diizeylerini ve sozciilerini inceleyerek, TikTok'u nasil kullandigim ortaya
koymayr amaglamistir. Boylece, BM Kadin Birimi'nin dijital iletisim stratejilerine ve TikTok'un, kadin haklar:
alaninda faaliyet gosteren uluslararas: kuruluslarin iletisim stratejilerindeki roliine dair literatiire katk: saglanmas:
hedeflenmistir. Calisma kapsaminda, kurulusun TikTok hesabinda 4 Mart 2020 ile 26 Kasim 2024 tarihleri
arasinda yayimlanan 164 paylasim, icerik analizi ile incelenmistir. Arastirma sonucunda, kurulusun TikTok
paylasimlarinda miizik, altyazi, agiklama ve hashtag gibi unsurlar: kullanarak etkili bir dijital iletisim stratejisi
olusturdugu tespit edilmistir. Ayrica, kurulusun farkli video tiirleri kullanarak takipgilerine etkili mesajlar iletmeye
calistigr saptanmugtir. Kurulusun, genglere videolarda daha fazla yer vererek platformun dinamik yapisina uygun
bir strateji izledigi goriilmiistiir. Fakat, kurulusun TikTok’ta dezavantajli bireylerin ihtiyaglarini yeterince dikkate
almadigi ve cok dillilik ilkesini yeterince uygulamadigi tespit edilmistir. Son olarak, kurulusun TikTok’ta kadinlarin
karsilastigi sorunlara dair cesitli icerikler paylastigi goriilmiistiir. Ancak, cocuk evlilikleri, go¢gmen kadinlarin
karsilastigr zorluklar, engelli kadinlarin esitsizlikleri ve kiirtaj hakk: gibi ¢esitli sorunlara yeterince odaklamilmadig
saptanmastur.

Anahtar Kelimeler: Dijital iletisim, sosyal medya, TikTok, BM kadin birimi, toplumsal cinsiyet esitligi
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Introduction

Feminist movements have undergone an evolution with the advancement of digital platforms (Nurmayani, 2025,
pp- 1-2). The transference of traditional feminist movements to online spaces has enabled the global proliferation
of feminist discourse, establishing social media as a significant instrument within women's rights activism (Han
& Liu, 2024, pp. 1-2; Fagundes-Ausani, 2025, pp. 33-35). With this transformation, digital activism has gained
significant momentum, and social awareness regarding women's rights has been fostered through campaigns
such as #MeToo, #TimesUp, and #NiUnaMenos across various social media platforms (Belotti et al., 2023; Alam,
2024; Kogiou, 2025). Numerous women’s entities, such as UN Women, Global Fund for Women, Equality Now,
Malala Fund, and Feminist Majority Foundation, have employed social media platforms from a digital feminism
perspective. These platforms are utilized to advance gender equality, advocate for women’s rights, eradicate
violence against women, and promote women’s economic independence. A review of the literature indicates that
there is a paucity of studies addressing the use of social media by women's entities (Rodriguez, 2016; Kumar et
al., 2019; Dieb & Benneghrouzi, 2022), and no research has been identified regarding the utilization of TikTok.
UN Women, a subsidiary of the United Nations established in 2011, is one of the most prominent entities
advocating for women's rights and contributing to gender equality policies globally (Charlesworth & Chinkin,
2013, pp. 2-16; Menon, 2015, p. 1; Miele et al.,, 2023, pp. 10-12). The entity, which maintains active accounts on
platforms such as Facebook, LinkedIn, X, Flickr, Snapchat, YouTube, and Instagram, initiated its presence on
TikTok in 2020. However, a review of the literature reveals the absence of any academic research focused on the
UN Women's communication strategies across TikTok and other social media platforms. This study aims to
investigate the themes, language, types, objectives, emotions, formats, engagement levels, and spokespersons of
the posts on the UN Women's TikTok account, thereby elucidating how the entity utilizes the platform. In doing
so, the study seeks to contribute to the literature on the digital communication strategies of the UN Women and
the role of TikTok in the communication strategies of international entities operating in the field of women’s
rights.

As part of this study, a review of the existing literature was conducted to identify research gaps and explicitly
articulate the study's scholarly contribution. This section first analyzes the communication strategies of political
and commercial entities on social media in general and on the TikTok platform in particular. Subsequently, the
communication strategies of women's entities worldwide on social media and specifically on TikTok are
examined. Based on these analyses, the research questions were refined, and the most methodologically
appropriate research design and techniques were selected to address them. Additionally, the population and
sample frameworks were established to delineate the scope of the study. Throughout this process, potential
limitations that could affect the validity and reliability of the research were also considered. On March 4, 2020,
UN Women established an official and verified TikTok account under the username @unwomen and
commenced content dissemination on the same date. Within the framework of this study, all content
disseminated by UN Women from its initial TikTok post on March 4, 2020, to the initiation of the research on
November 26, 2024, was examined through a content analysis. In the course of this content analysis, the themes,
language, types, objectives, content, emotional tones, formats, engagement levels, and spokespersons of the
disseminated videos were coded with precision. Furthermore, the demographic characteristics of the individuals
depicted in the videos, such as gender, age, and ethnic background, were coded and recorded. The obtained data
were visualized using visualization techniques and tools, followed by an analysis process. In the results section,
the research findings were summarized, and these findings were compared with the existing literature to discuss
their theoretical and practical contributions to the field. Additionally, considering the limitations of the study,
suggestions for future research were provided, with an explanation of how these recommendations could address
the existing gaps in knowledge.
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The Utilization of TikTok by UN Women: A Literature Review

In the present age, 5.24 billion individuals, representing a significant proportion of the global population of 8.2
billion, engage in the active utilization of social media platforms that have emerged as a direct consequence of the
transition from Web 1.0 to Web 2.0 (Kemp, 2025, pp. 351-558). Social media platforms are utilized not only by
individuals but also by a diverse array of institutional entities, including universities, research institutions,
healthcare providers, media and publishing organizations, technology firms, financial service providers, local
government authorities, political parties, and international organizations. These institutional structures have
been found to employ social media platforms for a broad spectrum of purposes, such as fortifying brand image,
securing competitive advantage in the global marketplace, augmenting sales, gathering product feedback,
cultivating awareness of societal issues, publicizing events, enabling rapid intervention in crisis situations,
influencing public opinion, endorsing corporate social responsibility initiatives, and facilitating direct
communication with constituents during electoral processes (Gong & Ye, 2021; Ozmutlu & Kandemir, 2021;
Yagin et al., 2022; Dhanesh et al., 2022; Egbulefu et al., 2023; Ozdemir, 2023; Aytuna et al., 2024; Fiammenghi et
al., 2024). Among the social media platforms that have been extensively adopted by both individuals and
institutional entities, and which have achieved considerable visibility, is TikTok. TikTok represents a social media
platform that enriches the user experience by offering a wide array of activities, including the execution of duet
performances, participation in challenges, exploration of trending content, application of effects and filters,
interaction with audiences, product promotion, engagement in competitions, and monetization of content
creation (Faltesek et al., 2023, p. 2; Rejeb, 2024, pp. 1-2). TikTok is derived from the application ‘Musically,' which
was founded in 2014 in Shanghai, China. Following its acquisition by ByteDance, the platform was introduced in
China in 2016 under the name Douyin," and subsequently launched in international markets as "TikTok' in 2018
(Cheng & Li, 2024, p. 1). Currently, the user base of TikTok is experiencing an unprecedented rate of growth. As
of 2025, TikTok has ascended to become the fourth most utilized social media platform globally, following
YouTube, Facebook, and Instagram. The platform is operational in over 160 countries and has accumulated more
than 1.5 billion active users. TikTok exhibits a particularly pronounced popularity among individuals aged 16 to
34, while the number of users aged 55 and above remains relatively low. Additionally, the gender distribution of
users on the platform demonstrates a near-equitable balance. Furthermore, in excess of one billion videos are
viewed on the platform daily (Kemp, 2025, pp. 413-558).

The extant literature reveals that individuals employ TikTok as a multifaceted platform to address both personal
and societal needs. In this regard, it has been ascertained that individuals actively engage with TikTok for a diverse
range of objectives, including the construction of professional networks, the exhibition of creative endeavors, the
acquisition of educational content, the expression of cultural identities, the cultivation of social awareness, the
alignment with prevailing trends, the production of entertainment-oriented content, the acquisition of novel
competencies, the generation of income, the dissemination of political messages, the participation in
sociopolitical movements, and the promotion of goods and services (Li et al., 2022; Jimenez & Clark, 2022; Fitria,
2023; Liu et al., 2023; Mariyati & Wilmar, 2024; Jiang & Ma, 2024). Similarly, it has been empirically established
that TikTok is utilized extensively, not only by individual users but also by a broad spectrum of institutional
entities, including but not limited to academic institutions, research organizations, healthcare providers, media
and publishing conglomerates, technology corporations, financial service providers, local governance structures,
political parties, and international organizations. These institutional actors have been found to deploy TikTok
for a variety of strategic purposes, such as augmenting brand image, securing a competitive advantage within the
global market, increasing sales revenue, collecting consumer feedback, fostering social awareness, publicizing
events, facilitating rapid intervention during crisis situations, influencing public opinion, establishing direct
communication with constituents during electoral campaigns, promoting innovative products and services,
enhancing media relations, fostering international collaborations, and engaging in interactive discourse with local
communities (Khairani et al., 2022; Gesmundo et al., 2022; Hati & Yuniati, 2023; Gonzalez-Aguilar et al., 2023;
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Sudiantini et al., 2024; Castillo-Abdul et al., 2024; Cakici, 2025; Cakict & Aslibay, 2025). Globally, a multitude of
women's entities are engaged in advancing objectives such as the promotion of gender equality, the defense of
women's rights, the eradication of gender-based violence, the prevention of child marriage, the enhancement of
educational opportunities, and the facilitation of economic independence. Among these organizations are entities
such as UN Women, the Global Fund for Women, Equality Now, the Malala Fund, Women for Women
International, and the Feminist Majority Foundation. These entities employ diverse strategic frameworks to
advocate for women's rights and to foster gender parity. In recent years, the concept of digital feminism has
emerged as a pivotal paradigm, signifying the utilization of digital platforms as a medium for the advocacy of
women's rights and gender equality. Digital media, by affording feminist movements the capacity to formulate
novel strategies and disseminate their initiatives to broader audiences, has become a potent instrument for the
generation of social awareness. A review of the extant literature reveals a paucity of studies examining the social
media usage of women's entities (Rodriguez, 2016; Fotopoulou, 2016; Seibicke, 2017; Kumar et al., 2019; Partain,
2020; Dieb & Benneghrouzi, 2022), with no scholarly inquiry identified regarding the specific utilization of
TikTok for these purposes.

The United Nations (UN), established on October 24, 1945, was founded with the principal objectives of fostering
global peace, ensuring security, and safeguarding human rights (Thorvaldsdottir et al., 2021, p. 695; Cakici, 2025,
p. 140). The structural foundation of the UN is derived from the post-World War I establishment of the League
of Nations and the Treaty of Versailles (Kornprobst & Redo, 2024, p. 1). Presently, comprising 193 member states,
the UN is extensively engaged in a myriad of critical domains, including human rights advocacy, sustainable
development, climate change mitigation, and the enhancement of global healthcare systems (Aydemir, 2018, p.
584; Kutlu, 2018, pp. 179-183). Within the domain of women's rights, the UN took its inaugural significant step
in 1976 through the creation of the United Nations Development Fund for Women (UNIFEM). Nevertheless, it
was not until the 1995 Beijing Women's Conference that the UN began to systematically and effectively address
women's rights. In response to these earlier shortcomings, in 2010, UN Secretary-General Ban Ki-moon proposed
the establishment of a more comprehensive and robust framework for advancing women's rights. As a result, UN
Women was instituted in 2011 (Menon, 2015, p. 1). As a specialized agency within the United Nations system,
UN Women is primarily focused on enhancing women's economic participation, expanding leadership
opportunities for women, combating gender-based violence, facilitating women's involvement in peace-building
processes, empowering women in humanitarian contexts, and promoting the equitable representation of women
within global policymaking (Charlesworth & Chinkin, 2013, pp. 2-16; Miele et al., 2023, pp. 10-12). To
accomplish these objectives, the organization has strategically integrated both traditional and digital media
platforms into its communication framework. In contemporary contexts, UN Women maintains a highly active
presence across a variety of social media platforms, including Facebook, LinkedIn, X, Flickr, Snapchat, YouTube,
and Instagram. Moreover, in 2020, UN Women initiated its engagement with TikTok, a platform predominantly
frequented by younger demographics. A thorough examination of the literature reveals a conspicuous absence of
empirical research pertaining to the communication strategies employed by UN Women across its social media
platforms, specifically regarding TikTok. This study aims to address this gap by analyzing the content
disseminated via UN Women's TikTok account, thereby elucidating the strategic use of the platform by the entity.
This investigation aspires to contribute to the extant literature on digital communication strategies employed by
UN Women and to further illuminate the role of TikTok in the communication strategies of international
organizations dedicated to the advocacy of women's rights.
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Method

This study aims to investigate the themes, language, types, objectives, emotions, formats, engagement levels, and
spokespersons of the posts on the UN Women's TikTok account, thereby elucidating how the entity utilizes the
platform. In doing so, the study seeks to contribute to the literature on the digital communication strategies of
the UN Women and the role of TikTok in the communication strategies of international entities operating in the
field of women’s rights. The primary research question and its corresponding sub-questions that form the
foundation of this study are formulated as follows:

1. What strategic purposes underpin the use of the TikTok platform by UN Women?
1.1. What themes are predominantly highlighted in the TikTok videos shared by UN Women?

1.2. What forms of video content are featured on the UN Women's TikTok account, and what
emotional tones do they convey?

1.3. Which characters are prominently represented in the TikTok videos of UN Women?
1.4. How do engagement metrics reflect the performance of UN Women's TikTok videos?

To address the research questions, a content analysis was conducted on all material shared on the UN Women
TikTok account from its inception on March 4, 2020, through the commencement of the research on November
26, 2024. This analysis employed a method that integrates both qualitative and quantitative approaches. Content
analysis is a systematic and objective research technique for collecting, categorizing, and interpreting data related
to a specific subject or phenomenon (Demirel et al., 2024, pp. 225-229). Content analysis follows a structured
process consisting of multiple stages (Nicmanis, 2024, pp. 1-10). The initial stage requires a precise definition of
the research subject. During this phase, the scope of the topic is delineated, and relevant content is identified for
analysis. This content may include texts, videos, or other media forms, depending on the research objectives
(Lindgren etal., 2020, p. 6). In the concluding stage, the results of coding and categorization are interpreted within
a scientific framework (Metin & Unal, 2022, pp. 280-283; Cakici, 2024, pp. 180-190). At this point, data is
presented, analyzed, and described with clarity and precision (White & Marsh, 2006, p. 34). The researcher
maintains objectivity by excluding personal biases and solely presenting processed data in an unbiased and
systematic manner (Yildirim & Simgsek, 2008, pp. 233-238).

In this study, 164 posts were identified on the official UN Women TikTok account between March 4, 2020, and
November 26, 2024. Each video link was compiled into an Excel file during data collection. All content was coded
according to literature-derived categories. In the first category, "engagement," interaction metrics, views, likes,
saves, forwards, comments, were coded (Li & Xie, 2020; Cakic1 & Merig, 2024). In the second category, "video
format," technical and content features, including video length, language, subtitle presence, caption integration,
musical elements, and hashtag use, were coded (McDonnell et al., 2024). In the third category, "video type," video
types were coded into oral speech, acting, documentary, TikTok dance, pictorial slideshow, news, and animated
infographic (Li et al., 2021). In the fourth category, "emotional tone," emotional attributes were coded as
alarm/concern, hope/encouragement, humor, and 0 emotion (Wang & Ji, 2015; Meri¢ & Cakici, 2024). In the
fifth category, "video message function,” video purposes were coded as information, action, and community
(Lovejoy & Saxton, 2012). In the sixth category, "video theme," dominant themes were coded (Cakici, 2024;
Gakici, 2025). In the seventh category, "character usage,” character types were coded as UN Women employees
and representatives, activists, public figures, general public, healthcare professionals, or scientists (Li et al., 2021).
In the eighth category, "demographic characteristics of characters," demographic information was coded (Cakici
& Merig, 2024). In this study, all UN Women TikTok posts were thoroughly coded according to literature-based
categories. Comments on these posts were methodologically excluded from the analysis.
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To ensure research validity, the research categories and coding table, developed based on existing literature, were
examined by two Assistant Professors from the Faculty of Communication. These scholars provided feedback on
the research categories and the coding table, resulting in necessary refinements. To enhance inter-coder
reliability, the primary researcher independently coded 10% of the content, randomly selected from the total
dataset of 164 videos. Subsequently, a written coding manual was provided to a doctoral student specializing in
communication studies, accompanied by a verbal briefing on the guide’s contents. The coding manual
encompassed precise definitions for each category and the corresponding subcategories. The second coder then
independently coded 10% of the material initially coded by the researcher. A comparative analysis of the coding
revealed an inter-coder agreement of approximately 89%, signifying a high degree of consistency in the coding
process. Discrepancies in the coding were analyzed, and the reasons for these differences were thoroughly
discussed. Final coding decisions were determined based on the outcomes of these discussions. According to the
literature, inter-coder agreement in content analysis should exceed 80% (Patton, 2002; Gheyle & Jacobs, 2017).
In this study, an agreement rate of approximately 89% was attained, thereby meeting the established reliability
criteria and confirming the robustness and consistency of the coding process.

Findings

Table 1

Video Content Format and Engagement Metrics

Video Length 4st0137s

Video Format Number Percentage (%)
Subtitle 164 100%

Caption 164 100%

Hashtag 161 98,2%

Music 128 78%

Language Number Percentage (%)
English 161 98,2%

Spanish 4 2,4%

Hindi 1 0,6%

French 1 0,6%
Portuguese 1 0,6%

Persian 1 0,6%
Engagement Number

Views 4125211

Likes 237.303

Save 11.981

Forwards 9.230

Comments 4.627
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UN Women has disseminated a total of 164 videos on the TikTok platform between March 4, 2020, and
November 26, 2024. This empirical observation underscores the organization’s strategic employment of TikTok
as a communication conduit. As evidenced in Table 1, the durations of the TikTok videos exhibit considerable
variability, ranging from 4 to 137 seconds. The shorter videos are designed to match viewers' limited attention
spans, ensuring rapid message delivery, while the longer videos aim to provide comprehensive content and an in-
depth examination of specific subjects. An analysis of UN Women’s TikTok content revealed consistent subtitle
integration, strategically enhancing accessibility, inclusivity, and audience engagement, while addressing the
needs of hearing-impaired and linguistically diverse viewers. In addition, it was ascertained that all TikTok
content maintained the use of captions. This strategic choice reflects an intention to contextualize the shared
material more explicitly, thus facilitating a deeper and more accurate understanding of the conveyed messages
among viewers. A significant portion of UN Women’s TikTok videos incorporated the use of hashtags. This
strategic choice highlights a deliberate approach to leveraging TikTok’s discovery algorithms, aiming to maximize
content visibility and secure a wider dissemination among diverse demographic groups. Furthermore, the
analysis identified a substantial presence of music in a large segment of the TikTok videos. This reflects a strategy
aimed at amplifying the emotional engagement of the content, thereby enhancing the viewer experience and
ensuring a more profound communication of intended messages. Aligned with UN Women’s strategic objective
to engage a global target demographic, the analysis revealed that the majority of TikTok content was disseminated
in English. However, content in other major global languages, such as Spanish, Hindi, French, Portuguese, and
Persian, was notably infrequent. This observation suggests an incomplete adherence to the multilingual
communication principle. Moreover, this multilingual deficiency indicates a constrained strategy in reaching a
more expansive global audience. The absence of sign language within the TikTok videos represents a critical
accessibility barrier for disabled individuals, thereby exposing the insufficiency of a fully inclusive
communication strategy.

The 164 videos on the UN Women TikTok account have collectively amassed 4,125,211 views, a metric that
signifies the content's successful engagement with a distinct audience segment. These videos received a total of
237,303 likes, indicating that the content resonated with a relatively extensive viewership and garnered positive
feedback. An analysis of viewer interactions revealed that 4,627 comments were made across these videos,
reflecting the viewers' active engagement in sharing their perspectives and suggesting the development of a partial
discourse environment on the UN Women TikTok platform. The videos were shared 9,230 times and saved
11,981 times, a phenomenon that highlights viewers” engagement beyond passive consumption. It demonstrates
their propensity to disseminate content within their social networks and their inclination to revisit the material
for further contemplation. Collectively, these observations indicate that UN Women’s TikTok content
successfully reached a specific demographic and fostered meaningful interaction. Nevertheless, subjects
concerning women’s rights and gender equality necessitate a higher degree of engagement. To effectively
disseminate these issues and stimulate social change, it is imperative to extend outreach to a more expansive and
diverse audience base. The interaction metrics observed on UN Women’s TikTok account were deemed
insufficient to meet these strategic objectives, underscoring the necessity for a more robust and comprehensive
engagement approach to achieve these goals.
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Table 2

Functional and Thematic Taxonomy of TikTok Videos

Video Message Function Number Percentage (%)
Information 92 56,1%

Action 70 42,7%
Community 2 1,2%

Total 164 100%

Theme Number Percentage (%)
Gender Equality Paradigms 56 34,1%
Strategies for Gender-Based Violence Mitigation 30 18,3%
Fundamental Human Rights and Freedoms 22 13,4%

Stories of Women’s Success 18 11%

Economic Disparities and Solutions for Women 11 6,7%
Commemoration of Significant Days, Weeks, and Months 9 5,5%

Climate Crisis and Solutions 4 2,4%

Global Goals and Sustainability Paradigms 4 2,4%

Strategies for Mitigating Sexist Discourse 4 2,4%

Feminist Ideology and Features 3 1,8%
Operational Roles and Activities of the UN Women 3 1,8%

Total 164 100%

As presented in Table 2, an analysis of UN Women’s TikTok content reveals that 92 videos were primarily aimed
at disseminating informational content to followers, 70 videos sought to mobilize followers into active
engagement, and 2 videos were dedicated to expressing gratitude or fostering direct interactions with followers.
These findings indicate that the strategic orientation of UN Women’s TikTok content is predominantly focused
on an informative and mobilizational function, while simultaneously adopting a constrained approach to
gratitude expression and direct audience engagement.

As delineated in Table 2, among the 164 analyzed videos, 11 primary thematic categories emerged with significant
prominence. The dominant theme across these videos was gender equality. In content addressing this theme, the
conceptualization of gender equality, its core attributes, and tangible examples across various aspects of life were
examined. Videos dedicated to preventing violence against women were also notably present. These videos
scrutinized the multifaceted nature of violence experienced by women, encompassing physical, social, cultural,
and psychological dimensions. Additionally, they underscored solution-oriented strategies for violence
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prevention, including awareness campaigns, educational initiatives, legislative frameworks, and support services.
Content focused on fundamental human rights and freedoms examined the struggles for rights faced by women
worldwide, as well as by LGBTQ+ individuals, minority groups, and journalists. These videos emphasized issues
of discrimination encountered by diverse groups, the legal structures that safeguard their rights, and the social
solidarity mechanisms that underpin their collective resilience. Fourthly, videos celebrating women’s success
stories were identified. These videos highlighted the contributions of accomplished women, both deceased and
living, across various fields, emphasizing their influence and contributions to society. The societal impact of these
women’s achievements was elaborated, showcasing their role in shaping community dynamics and social
progress. Lastly, videos addressing women'’s economic challenges examined economic inequalities and proposed
viable solutions. Referencing the UN Women coding project, these videos highlighted the potential for women
to enhance their economic independence through acquiring coding skills, thereby fostering financial
empowerment and self-sufficiency.

It was identified that a subset of videos incorporated references to significant calendar dates. Within these
thematic categories, various noteworthy occasions were celebrated, including International Women’s Day,
International Day of the Girl Child, International Day of United Nations Peacekeepers, Human Rights Day, and
Pride Month. These videos were designed to cultivate social awareness and communicate messages of solidarity
among diverse audiences. Furthermore, content focusing on the climate crisis and proposed solutions was
observed, along with videos addressing the United Nations' global goals and sustainability principles. In videos
discussing the climate crisis, a comprehensive analysis of the crisis’s underlying causes, its far-reaching impacts,
and proposed mitigation strategies was presented. Content centered on the United Nations' global objectives
provided insights into sustainability principles and fundamental targets, thereby aligning with the core agendas
of the United Nations. By integrating these priorities into its TikTok account, UN Women aimed to generate
social awareness and foster a sense of global solidarity. A small segment of the videos addressed gendered
discourse and the development of strategies to combat such narratives. These videos critically examined the ways
in which gendered discourse is produced in everyday interactions and shared various approaches and
recommendations for addressing and dismantling these harmful narratives. Lastly, a minimal number of videos
focused on promoting UN Women, articulating its vision, mission, and core values.

An analysis of UN Women’s TikTok content reveals a substantial focus on social gender equality, women’s
economic empowerment, human rights, and social solidarity. Nevertheless, numerous challenges encountered by
women on a global scale remain insufficiently addressed in the content presented by UN Women. Primarily,
issues such as early-age marriage are exceedingly rare in the content. The accessibility challenges faced by disabled
women in educational and employment spheres are only marginally examined. Furthermore, the linguistic, legal,
and economic obstacles encountered by migrant women are scarcely addressed. The difficulties experienced by
women residing in rural regions in accessing healthcare services are similarly neglected. Moreover, the social
discrimination faced by LGBTQ+ individuals is not sufficiently highlighted. The security concerns of women
living in conflict zones remain only superficially addressed. The educational deficiencies for women in Africa and
the Middle East also represent a significant shortcoming. These various inadequacies underscore the critical areas
that UN Women must address to evolve into a more inclusive, representative, and impactful platform, capable of
fostering meaningful engagement and systemic change across diverse social contexts.
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Figure 1. Frequency-Weighted hashtag taxonomy for UN women TikTok engagement

An analysis of the 164 videos published on the UN Women TikTok account reveals a deliberate and strategic
deployment of hashtags across 161 pieces of content, culminating in a total of 391 unique hashtags. This
observation underscores the organization’s adherence to a hashtag strategy designed to align with platform
algorithms, thereby fostering an expanded engagement network, while simultaneously maximizing the visibility
of its content. The Generation Equality initiative, a global endeavor spearheaded by UN Women, concentrates
on achieving equal opportunities and advancing women's rights. This initiative aims to expedite the realization
of the Sustainable Development Goals (SDGs) and bolster efforts toward gender equality. As depicted in Figure
1, a substantial portion of UN Women’s TikTok content prominently features the hashtag #generationequality,
a strategic choice to foreground this global initiative and raise awareness regarding gender equality. Moreover,
UN Women frequently utilizes a diverse array of hashtags aimed at addressing issues of violence against women
and fostering social, cultural, and political equality. These hashtags include #womensrights, #actforequal,
#genderequality, #endviolenceagainstwomen, #whenwomenwin, #orangetheworld, #thankstoher, #shecandoit,
#investinwomen, and #womenempowerment. Nevertheless, the organization’s engagement with LGBTQ+ rights
remains markedly underrepresented, as evidenced by the minimal presence of hashtags such as #Pride.

Additionally, UN Women incorporates hashtags that address social, cultural, and political challenges. These
include #covid, #climateaction, #blacklivesmatter, #pressfreedom, #globalgoals, #gaza, and #keepeyesonsudan,
reflecting a commitment to addressing a wide spectrum of social issues. Commemorative hashtags also play a
significant role in the content strategy. Hashtags such as #internationalwomensday, #humanrightsday,
#worldpressfreedomday, and #womenshistorymonth are employed to highlight important global observances.
Furthermore, educational engagement is encouraged through hashtags like #learnontiktok, #didyouknow, and
#tiktoktaughtme, which aim to foster user interaction and knowledge dissemination. Finally, the strategic
inclusion of #Fyp (For You Page) demonstrates a concerted effort to maximize content reach and visibility on the
platform. While the overall hashtag strategy of UN Women on TikTok is well-structured, significant deficiencies
remain in addressing critical issues such as early-age marriage, the challenges encountered by migrant women,
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the socioeconomic inequalities faced by disabled women, abortion rights, workplace harassment, and transgender
violence. These gaps weaken the potential to build meaningful social awareness and hinder the capacity for
substantial social change in these essential areas of gender equality discourse.

Table 3

Video Genre Types and Their Associated Emotional Themes

Video Type Number Percentage (%)
Oral Speech 94 57,3%

Acting 22 13,4%
Documentary 22 13,4%

TikTok Dance 10 6,1%

Pictorial Slideshow 7 4,3%

News 7 4,3%

Animated Infographic 2 1,2%

Total 164 100%

Emotion of the Videos Number Percentage (%)
Hope/Encouragement 101 61,6%
Alarm/Concern 49 29,9%

Humor 11 6,7%

0 Emotion 3 1,8%

Total 164 100%

A diverse array of video types has been observed on the UN Women TikTok account. As illustrated in Table 3,
the predominant video format is the oral speech, comprising a total of 94 videos. In these videos, individuals
convey messages through direct verbal communication, primarily focusing on informative content aimed at
educating and raising awareness among viewers. The second category, acting, along with documentary, ranks in
terms of frequency, each containing 22 videos. In the acting category, the videos employ theatrical narratives to
establish an emotional connection with the audience. In the documentary category, events and situations are
presented through a documentary style, emphasizing factual storytelling and visual detail. The TikTok dance
format includes 10 videos, which aim to engage younger demographics by delivering messages in an entertaining
and kinetic manner. Additionally, 7 videos fall under the pictorial slideshow format, where events are visually
represented through sequential photographs, creating a pictorial narrative. Furthermore, 7 videos belong to the
news category, which reports events and situations using a journalistic approach. Finally, 2 videos are categorized
as animated infographics, where complex information is rendered visually through animated graphics to facilitate
comprehension and retention. Collectively, these findings indicate that UN Women employs a multi-faceted
content strategy on TikTok, utilizing various video formats to capture audience interest, convey critical messages,
and foster engagement, while maximizing the platform’s interactive potential.

An analysis of the emotional tones in UN Women's TikTok content reveals a strategic approach to affective
communication. As shown in Table 3, the dominant tone is "hope/encouragement”. These videos aim to instill
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optimism, resilience, and collective determination, fostering individual empowerment, communal solidarity, and
a shared commitment to gender equality. The second most prominent emotional tone is "alarm/concern”. These
videos highlight the severity of social issues affecting women, including gender-based discrimination, economic
inequality, and social injustices. By adopting a concerned tone, the content aims to raise awareness, foster social
responsibility, and encourage active engagement in addressing systemic inequalities. The third emotional tone is
"humor”. This category utilizes comedic elements as a persuasive communication strategy, aiming to engage
audiences through entertainment while simultaneously delivering meaningful messages about social and political
realities. The fourth emotional tone is "0 emotion”. These videos prioritize a fact-based, objective approach,
delivering information in a straightforward, unbiased manner, relying on rational discourse and empirical
narratives to communicate messages effectively without emotional influence. Collectively, these findings
highlight UN Women's strategic use of diverse emotional tones on TikTok. This approach reflects the
organization’s commitment to using affective communication to engage, educate, and influence social attitudes
and behaviors.

Table 4

Quantitative Assessment of Characters in Video Content

Character in Video Number Percentage (%)
UN Women Employees and Representatives 63 38,4%

Activists 54 32,9%

Public Figures 22 13,4%

General Public 19 11,6%
Healthcare Professionals 2 1,2%

Scientists 2 1,2%

None 2 1,2%

Total 164 100%

The study reveals the strategic inclusion of various characters in UN Women's TikTok videos. According to the
data in Table 4, 63 videos featured "UN Women employees and representatives," 54 videos included "activists,"
22 videos showcased "public figures,” 19 videos highlighted "general public," 2 videos presented "healthcare
professionals” and "scientists." Additionally, 2 videos contained no characters at all. These findings indicate that
UN Women primarily uses its employees and representatives to establish an official organizational stance.
Furthermore, the frequent presence of activists underscores a commitment to empowering voices in women's
rights and gender equality, positioning them as key agents of social change. UN Women's inclusion of public
figures, such as artists, journalists, athletes, and politicians, demonstrates a strategic effort to leverage their
widespread influence to communicate messages of gender equality and women's rights to broader audiences.
However, the representation of healthcare professionals and scientists remains limited. In these videos, the focus
is on showcasing the success stories of women in healthcare and scientific fields, often highlighting research
achievements and patient care. This strategy aims to challenge gender norms by demonstrating women's
capabilities in disciplines where their representation is traditionally scarce, thereby promoting the message that
women can excel in science and healthcare.
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Table 5
Ethnicity, Gender, and Age Distribution in Videos

Ethnicity Number Percentage (%)
Unspecified 144 87,8%

Indian 3 1,8%

Sudanese 2 1,2%

None 2 1,2%
Colombian 1 0,6%

South African 1 0,6%

American 1 0,6%

Antiguan 1 0,6%

British 1 0,6%

Nigerian 1 0,6%

Dutch 1 0,6%

Thai 1 0,6%

Pakistani 1 0,6%

Mexican 1 0,6%

Iranian 1 0,6%

French 1 0,6%

Lebanese 1 0,6%

Brazilian 1 0,6%

Afghan 1 0,6%

Sierra Leonean 1 0,6%

Gender Number Percentage (%)
Female 161 98,2%

Male 18 11%

None 2 1,2%

Age Number Percentage (%)
Youth 106 64,6%

Adult 95 57,9%

Child 26 15,9%

None 2 1,2%
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As shown in Table 5, 144 videos lack information about the characters' ethnic backgrounds. A small subset of
videos includes ethnic details for individuals from countries such as India, Sudan, Colombia, South Africa, the
United States, Antigua, the United Kingdom, Nigeria, the Netherlands, Thailand, Pakistan, Mexico, Iran, France,
Lebanon, Brazil, Afghanistan, and Sierra Leone. These findings indicate that ethnic backgrounds are often
omitted, with only a limited number of ethnic groups represented. This suggests that UN Women’s content does
not fully capture global diversity. However, it is possible that this omission is a deliberate strategy to promote a
universal narrative of equality. By avoiding explicit ethnic distinctions, the organization may aim to foster
solidarity and inclusiveness, prioritizing a global perspective on women's rights and equality over ethnic-specific
representations.

As presented in Table 5, the majority of individuals featured in UN Women’s TikTok videos are women,
indicating a deliberate prioritization of female representation within the content. This increased representation
challenges the conventional dominance of men as spokespersons in discourse concerning women’s rights,
thereby facilitating women’s recognition as direct agents in their own matters. Nevertheless, it was observed that
trans women appear in only three videos, signifying the limited representation of LGBTQ+ individuals. Men’s
presence in these videos remains relatively constrained compared to women. However, when men are featured,
they are predominantly positioned within a context that supports women's rights.

Table 5 further illustrates that young individuals constitute the majority of those appearing in the videos, with
adults also represented to a notable extent. In contrast, the presence of children is notably minimal. In the scarce
instances where children appear, the content generally focuses on conveying the message that children should be
raised as respectful advocates of women’s rights. This suggests that children are strategically positioned to
reinforce the thematic support of this narrative. The demographic data collectively indicate that UN Women’s
TikTok strategy is attuned to the platform’s user base characteristics. The prominent presence of young
individuals reflects a strategic alignment with TikTok’s dynamic and youthful demographic landscape, ensuring
effective engagement with the platform’s primary audience.

Conclusion

This study examined the communication strategies employed by UN Women on TikTok, aiming to provide both
theoretical and empirical contributions to the understanding of the entity’s digital communication frameworks.
The analysis specifically sought to enhance the existing body of literature concerning TikTok’s role in the global
communication apparatus of international entities dedicated to advocating women’s rights. A thorough content
analysis of all posts published on the UN Women TikTok account was conducted to derive substantive insights.
The findings revealed that the entity had executed a highly advanced digital communication strategy,
characterized by the strategic integration of multimedia elements, including music, captions, subtitles, and
hashtags. Moreover, the analysis demonstrated that UN Women had utilized various video formats and
emotional tones to convey persuasive messages. It was observed that the entity prioritized the representation of
youth within its content, aligning this representation with the demographic profile of TikTok’s user base.
However, the study also uncovered several substantial limitations in the entity’s approach. Primarily, there was a
marked inadequacy in addressing the needs of marginalized communities on TikTok, coupled with a failure to
fully integrate multilingual communication practices, which could have bolstered the platform's inclusivity and
accessibility. Consequently, it became evident that the digital communication strategy of UN Women failed to
adequately engage all potential segments of its audience. From a digital feminist perspective, while the entity
addressed a wide array of women’s issues, notable omissions in content coverage were identified, including
insufficient engagement with topics such as child marriage, challenges faced by migrant women, inequalities
experienced by disabled women, and abortion rights. Additionally, the lack of intersectional feminist discourses
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within the content further constrained the entity’s ability to address the multifaceted needs of diverse women
across global contexts.

In response to these findings, the study argued that UN Women must adopt a more inclusive, intersectional, and
accessible digital communication strategy on TikTok. It was recommended that the entity enhance the diversity
of its content to better represent the needs of marginalized communities, ensuring that these groups are
represented in ways that align with broader social justice imperatives. Furthermore, the study emphasized the
need for UN Women to embrace multilingual communication strategies that account for the linguistic and
cultural diversity of global audiences. The inclusion of sign language was specifically highlighted as an essential
measure to improve accessibility for hearing-impaired individuals, thus fostering a more inclusive digital space.
The study also advocated for the development of issue-specific awareness campaigns targeting critical topics such
as child marriage, the inequalities faced by disabled women, abortion rights, and the challenges encountered by
migrant women. These campaigns should not only inform but also engage users in meaningful discourse, thereby
maximizing social impact and encouraging active participation on the platform. Additionally, the research
stressed that, in order to optimize its social impact, UN Women must refine its communication strategies to foster
greater engagement and facilitate social change on TikTok. In doing so, the entity would be better positioned to
represent diverse voices and reinforce its commitment to social justice and inclusivity in the digital realm.

This study has yielded insights into the communication strategies employed by UN Women on TikTok. However,
existing research remains insufficient. Future studies should adopt advanced digital methodologies aligned with
the rapid evolution of social media dynamics. Specifically, artificial intelligence and machine learning techniques
can offer powerful tools for performing in-depth content analysis and assessing user interaction in real-time.
Sentiment analysis methods could prove particularly useful in examining user responses to specific types of
content, thereby providing a more nuanced understanding of engagement patterns. Future research should
investigate the impact of platform-specific algorithms on the visibility and reach of gender equality messages,
particularly within specific geographic and demographic contexts. Additionally, examining the role of influencer
partnerships in amplifying UN Women’s digital campaigns on TikTok would provide valuable insights into how
social media advocacy can be scaled effectively. Given TikTok's reliance on user-generated content, studying the
interaction between content creators and organizational messages could reveal new strategies for enhancing
audience engagement and fostering collaborative digital activism. Furthermore, studies should explore the ethical
implications of algorithmic biases and content curation practices in determining which messages are amplified,
ensuring a more equitable distribution of content. Longitudinal research focusing on the sustained impact of
TikTok campaigns on user behavior could provide empirical evidence regarding the long-term effectiveness of
digital communication strategies in advancing social change. Such research would significantly contribute to the
refinement of digital strategies for international organizations, improving their ability to engage diverse audiences
and drive meaningful societal transformation.
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Genisletilmis Ozet

Amag

Kadin orgiitleri, 1,5 milyardan fazla kullanicisi bulunan TikTok'u, 6zellikle 16-34 yas araligindaki bireylere
ulasmak amaciyla stratejik bir iletisim araci olarak kullanmaktadir. Birlesmis Milletler Kadin Birimi de 4 Mart
2020'de TikTok'ta resmi bir hesap agmustir. Literatiir incelendiginde, kurulusun TikTok ve diger sosyal medya
platformlarindaki iletisim stratejilerine yonelik herhangi bir akademik aragtirmanin bulunmadig: tespit
edilmistir. Bu ¢aligma, Birlesmis Milletler Kadin Birimi'nin TikTok hesabindaki paylasimlarinin temalarin,
dilini, tiirlerini, amaglarini, duygularini, formatlariny, etkilesim diizeylerini ve sozciilerini inceleyerek, TikTok'u
nasil kullandigini ortaya koymay: amaclamistir. Boylece, Birlesmis Milletler Kadin Birimi'nin dijital iletisgim
stratejilerine ve TikTok'un, kadin haklar1 alaninda faaliyet gosteren uluslararasi kuruluslarin iletisim
stratejilerindeki roliine dair literatiire katki saglanmasi hedeflenmistir.

Tasarim ve yontem

Bu ¢aligmanin aragtirma sorular1 sunlardir: BM Kadin Birimi, TikTok platformunu hangi stratejik amaglar
dogrultusunda kullanmaktadir? BM Kadin Biriminin TikTok'taki videolar:, hangi konulara odaklanmaktadir?
BM Kadin Biriminin TikTok hesabinda hangi tiir videolar 6ne ¢ikmakta ve bu videolar hangi duygusal tonlar1
yansitmaktadir? BM Kadin Biriminin TikTok videolarinda hangi aktorler 6ne ¢ikmaktadir? BM Kadin Biriminin
TikTok hesabinin videolari, izlenme, begenme, kaydetme, paylasma ve yorum gibi etkilesimler agisindan nasil
performans sergilemektedir? Bu sorular1 yanitlamak amaciyla, BM Kadin Birimi'nin TikTok hesabindaki tim
paylasimlar icerik analizi teknigiyle incelenmistir. Analiz, 4 Mart 2020'de yapilan ilk paylagim ile 26 Kasim 2024
tarihleri arasindaki tiim videolar1 kapsamustir. Bu siiregte, BM Kadin Birimi'nin resmi TikTok hesabinda toplam
164 paylasim yaptig1 tespit edilmistir. Veri toplama asamasinda, BM Kadin Birimi'nin @unwomen hesabindaki
her bir video linki sistematik bir sekilde bir Excel dosyasina eklenmistir. Bu dosyada, videolar detayli bir sablon
tizerinden siniflandirilmistir. Kodlama siirecinde, veriler literatiirdeki kategoriler dogrultusunda manuel olarak
analiz edilmistir. BM Kadin Birimi'nin TikTok paylagimlari, etkilesim diizeyleri, teknik ve iceriksel 6zellikleri,
video tiirleri, duygusal tonlari, mesaj amaglari, temalari, sozcii tiirleri ve bu sozciilerin demografik bilgileri
acisindan kodlanmugtir.

Bulgular

Calisma sonucunda, BM Kadin Biriminin TikTok hesabinda paylasilan videolarin siirelerinin 4 ile 137 saniye
arasinda degistigi tespit edilmistir. Kisa siireli videolar, izleyicilerin sinirh dikkat siiresine uygun olarak
tasarlanmis ve mesajlarin hizli bir sekilde iletilmesine olanak tanimistir. Uzun siireli videolar ise izleyicilere
kapsamli bilgi sunmayi ve belirli konulara iligkin ayrintili bir anlatim saglamayr hedeflemistir. Bu durum, BM
Kadin Biriminin igerik stratejisinin, izleyici kitlesinin dikkat siiresine gore optimize edildigini ve mesajlarin etkili
bir sekilde iletilmeye ¢alisildigini ortaya koymustur. BM Kadin Biriminin TikTok paylagimlarinda altyazi,
agiklama, miizik ve hashtag gibi unsurlar1 kullanarak etkili bir dijital iletisim stratejisi gelistirdigi tespit edilmistir.
BM Kadin Biriminin TikTok paylagimlarinda, sozlii konusma, oyunculuk, belgesel, resimli slayt gosterisi, TikTok
dansi, haber ve animasyonlu infografik gibi farkli video tiirlerini kullandigy; ayrica, umut/tesvik, alarm/endise,
mizah ve duygu icermeyen (0 duygu) gibi ¢esitli duygusal tonlari, mesajlar1 daha etkili bir sekilde iletmek amacryla
tercih ettigi saptanmustir. Bulgular, BM Kadin Biriminin TikTok igerik stratejisinin bilgilendirme ve takipgileri
harekete gecirme islevlerine odaklandigini gostermistir. Ayrica, BM Kadin Birimi'nin TikTok igeriklerinde
toplumsal cinsiyet esitligi gibi meselelerin 6n planda oldugu tespit edilmistir. Birimin igeriklerinde cinsiyete
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dayali siddeti 6nleme stratejileri, temel insan haklar1 ve 6zgiirliikleri, kadinlarin basar1 hikayeleri, ekonomik
esitsizlikler ve ¢6ztiim onerileri gibi konulara yer verildigi saptanmistir. Bu durum, BM Kadin Birimi'nin TikTok
icerik stratejisinin, toplumsal farkindalik olusturma ve kadinlarin giiglendirilmesine odaklandigini ortaya
koymustur.

BM Kadin Biriminin TikTok iceriklerinde genellikle kendi ¢alisanlari ve temsilcilerinin yer aldig
gozlemlenmistir. Bu durum, BM Kadin Biriminin TikTok’ta resmi bir durus sergiledigini ortaya koymustur.
Videolarda kadinlarin daha fazla temsil edildigi, erkeklerin ise daha az siklikla yer aldig: tespit edilmistir.
Kadinlarin daha fazla temsil edilmesi, kadin haklariyla ilgili konularda siklikla erkeklerin sézcii olarak 6ne ¢ikma
durumunu donistiirmektedir. Bu degisim, kadinlarin kendi meselelerinde dogrudan séz sahibi olarak
taninmalarina katki saglamaktadir. Ayrica, igeriklerde ¢ogunlukla genglerin yer aldig: belirlenmistir. BM Kadin
Biriminin kiiresel bir kitleye ulagsma stratejisi dogrultusunda TikTok igeriklerinde agirlikli olarak Ingilizceye yer
verdigi tespit edilmistir. Igeriklerde, Ispanyolca, Hintce, Fransizca, Portekizce ve Farsca gibi dillere ise nadiren
yer verilmistir. Bu bulgu, BM Kadin Biriminin ¢ok dillilik ilkesini yeterince uygulamadigini ortaya koymustur.
BM Kadin Biriminin TikTok videolarinda isaret dili kullaniminin sinirli oldugu gozlemlenmistir. Bu eksiklik, BM
Kadin Biriminin igeriklerinin isitme engelli bireyler tarafindan anlasilmasini zorlastirmakta ve erisilebilirlik
standartlarini olumsuz etkilemektedir. Isaret dili desteginin yetersizligi, dijital esitlik ilkesine aykir1 bir durum
yaratmaktadir. Son olarak, kurulusun TikTok’ta kadinlarin karsilastig1 sorunlara dair cesitli icerikler paylastig
goriilmistiir. Ancak, ¢cocuk evlilikleri, go¢gmen kadinlarin karsilagtig1 zorluklar, engelli kadinlarin esitsizlikleri
veya kiirtaj hakki gibi cesitli sorunlara yeterince odaklanilmadig tespit edilmistir.

Sinirliliklar

Calismada literatiire dayali olarak olusturulan kategoriler cercevesinde paylasimlar ayrintili bir sekilde
kodlanmus, ancak paylasimlara yapilan kullanici yorumlar: analize dahil edilmemistir.

Oneriler

Bulgular dogrultusunda, BM Kadin Birimi’nin TikTok iizerinden yiirittiigii iletisim stratejilerini daha etkili hale
getirmek i¢in cesitli 6nerilerde bulunulmustur. BM Kadin Birimi'nin TikTok iletisim stratejilerini gelistirirken,
kapsayici ve erigilebilir adimlar atmasi gerekmektedir. Icerik cesitliligi, dezavantajli gruplarin ihtiyaglarini daha
fazla yansitmalidir. Bu, sosyal adalet ilkelerini destekleyerek giiglii bir temsil ve empati olusturabilir. Cok dillilik
ilkesinin yani sira, farkli topluluklarin dil ve kiiltiirel 6zelliklerini goz Oniinde bulunduran igerikler
olugturulmalidir. Isaret dili kullanimina da yer vererek, isitme engelli bireylerin platformdaki katilimi
desteklenmelidir. Izleyici geri bildirimlerini siirekli takip eden mekanizmalar olusturulmali ve bu veriler, igerik
stratejilerinin sistematik bir sekilde giincellenmesine katki saglamalidir. Bilinglendirme kampanyalarina daha
fazla 6nem verilmelidir. Bu kampanyalar, cocuk evlilikleri, engelli kadinlarin karsilastig1 esitsizlikler, kiirtaj hakk:
ve gogmen kadinlarin zorluklar1 gibi spesifik konulara odaklanmalidir. BM Kadin Birimi, etkilesimi artiran,
toplumsal etkisi giiglii icerikler olusturmali ve platformda aktif katilimi destekleyen mekanizmalar gelistirmelidir.
Bu adimlar, TikTok iizerinde etkili, kapsayici ve toplumsal duyarlilig: yiiksek bir iletisim stratejisini inga etmeyi
garanti altina almaktadur.

Bu ¢alismada, BM Kadin Birimi'nin TikTok’taki iletisim stratejilerine yonelik 6nemli bulgular elde edilmistir.
Ancak, mevcut aragtirmalar yetersiz kalmaktadir. Gelecek arastirmalarda, sosyal medya dinamiklerine uygun
dijital metodolojiler benimsenmelidir. Yapay zeka ve makine 6grenimi teknikleri, icerik analizi ve kullanici
etkilesimlerinin derinlemesine incelenmesinde etkili araglar olarak kullanilabilir. Kullanicilarin igeriklere
verdikleri tepkileri analiz eden duygu analizi yontemleri, etkilesim dinamiklerini daha kapsamli bir sekilde ortaya
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koyabilir. TikTok gibi platformlarda videolarin performansini degerlendiren A/B testleri yapilmali, farkli temalar
ve anlatim tarzlarinin etkilesim tizerindeki etkisi sistematik bir sekilde analiz edilmelidir. Ayrica, platform
tizerindeki demografik verilerin incelenmesine yonelik ¢alismalar gergeklestirilmelidir. Kullanicilarin yas,
cinsiyet ve etnik koken gibi faktorlere bagli olarak sosyal medya etkilesimleri ve igerik tercihleri tizerindeki etkili
dinamikler detayli bir sekilde ortaya konmalidir. Bu dijital yaklasimlar, BM Kadin Birimi gibi uluslararasi
kuruluglarin sosyal medya stratejilerinin daha derinlemesine analizine olanak taniyabilir.

Ozgiin deger

TikTok, dijital platformlar arasinda yeni bir mecra olarak 6ne ¢ikmaktadir. Kadin 6rgiitlerinin bu platformdaki
iletisim stratejilerine yonelik akademik ¢alismalar ise oldukea sinirli kalmigtir. Bu arastirma, BM Kadin Birimi'nin
TikTok iceriklerini analiz ederek hem birimin dijital iletisim stratejilerine hem de TikTok'un, kadin haklari
alaninda faaliyet gosteren uluslararasi kuruluslarin iletisim stratejilerindeki roliine dair literatiire katk:
saglamustir.
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