Imagine a platform where any brand,
regardless of size, can go viral
overnight...
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Platform Growth

The Evolution of
TikTok




Musically was
founded in 2014

anicca



ByteDance, the company
who owns TikTok
acquired Musical.ly

in November 2017
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ByteDance merged
Musical.ly with
TikTok in 2018
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There’s been a lot of changes
since then to establish TikTok as
its own platform
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The Evolution of TikTok
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enhancements
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The Evolution of TikTok

You're so close to joining

Creator Rewards
Program

Collect rewards for

4, Creator Molletisation il

More rewards for

: quality content

Monetize with other
top creators

To join, you must:

v Be atleast 18 years old
Have at least 10,000 followers

+ Have at least 100,000 video views in the last
30 days
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TikTok vs social apps: users

Facebook
YouTube
WhatsApp
Instagram
TikTok
WeChat
LinkedIn
QQ
Pinterest
Reddit
Snapchat

Twitter

0 0.5 1.0 15 2.0 25 3.0
Users (bn)

anicca https: //www.businessofapps.com/data/tik-tok-statistics/



It's projected there
will be 15 Million UK
TikTok users in 2025

a niccq https://www.statista.com/statistics/1116512/uk-tiktok-users-forecast/ 9
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Audience Analysis

Why do people use
TikTok?




Tailored FYP

A feed entirely personalised on
your behaviors and
interactions
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In the UK, users spend around 49
hours on average per month using
TikTok

an iccq https: //www.statista.com/statistics/1294986/time-spent-tiktok-app-selected-countries/



Ease of content
creation

TikTok's suite of editing tools is
incomparable to other platforms.
They even have their own editing
tool, Capcut.
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70% of users see brands using
TikTok First creative on TikTok as
innovative.

aniccq Source: TikTok Marketing Science Global TikTok First creative Study (United Kingdom Results) conducted by Ipsos (November 2022) (n=789)



Variety of content
creators

Content shared is more genuine and
unfiltered. Also, from an array of
different users, backgrounds,
experiences etc.
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7 in 10 Gen Z users find TikTok
creator content to be believable.

qniccq TikTok Marketing Science Global Creators Like Me Study 2021 (UK Results) conducted by Hotspex (Gen Z, n=168)



A sense of
belonging

Due to the collaborative formats on
TikTok, users can join stories and tell
their own experiences. Comments are
hugely engaged with compared to
other platforms
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37% of SMB users have been able to
gather authentic reviews and
feedback from users in the comment
section on TikTok.

qniccq Source: TikTok Marketing Science SMB Advertiser Research (UK Results) conducted by Advertiser Perceptions 2022 (n=100)
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Case Studies

Best in Class
Content




in Class Content -
Reiss
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2 Million Views

As of June 20, the video has been
viewed over 661K times,
compared with the previous
week of posts that have ranged
from 1,000 to 3,000 views.

Very quick to jump on a trend




Best in Class Content -
UK Labour Party
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Utilises all best practices in videos —
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Community centered — works W@ B e
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Content Creation

How to go viral in

2024
*Hopefully!




Your content should be primarily
evergreen
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Entertaining
Creative
Authentic /

Community building /




Curiosity Peaked

People love going down rabbit holes and
discovering new information. Try to tap
into curiosity and provide a unique

experience.

d niccq ) 1| https://newsroom.tiktok.com/en-us/tiktok-whats-next-2024-trend-report




Unhinged
Storytelling

Ends of stories are starting first. It's the
most intriguing narrative structures that
guide viewers past the first few seconds

and deeper into the story.

a niccq https://newsroom.tiktok.com/en-us/tiktok-whats-next-2024-trend-report




Bridging the
Trust Gap

For brands, it's key to consider each piece
of content as an opportunity to share,
listen, and learn, building brand trust and
values together to generate deeper loyalty

on and off-platform.

(o | niccq https://newsroom.tiktok.com/en-us/tiktok-whats-next-2024-trend-report




Virality requires research

anicca



[ Anicca Digital x 00 Ads Manager x x RACHEL - TkTe. X " TikTok for Bus X ¢ NewSmaliBusi X d* Creative Ce

iktok.com/business/creativecenter/pc/en

English v

o
- Tl'endlng so“nds Let’s elevate your whole
- Search trends :
ing for examples of Wondering what's hot on Seeking creative
- Top prOd“cu top ads? TikTok? guidance?
- Top hashtags

anicca



Breathe Me

“ 8 Se

If you were to ask me

If you spot a video G a2 | s 5
which seems to be | '
gaining traction
with a new sound
you've not heard...
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This could be a
chance to go viral
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If you were to ask me
about Old Street
Roundabout

4

\

Kate Walker "+ MMown

Breathe Me
\ 8 S

o Add 0 music app

3 Add 10 Favorites




.
- - AN

211 wil Al PN
4 :
Expigle F¢ ‘!"n‘x. Fragoe * ‘ Explore  Following Frietws For You . Q)
. ’ plas
- = ~,

Try ‘on the go ' -
1 - fApple not created a beach

4 mode oniPhones. Like
"% & nothing is more annoying

[your phone at the beach,
Abowhydon__
automatically dim. And

e O K overheats so easily. Apple
authenticity —T

rissadominguet!

is w0 arnaying Gapple mphone Ftan
Leach B1anning FheacNday DR N

b >

anicca



If all else fails, try the below:

* Voiceovers vs speaking to camera

e Shortvideos vs 1 min+ videos

* Tagging products vs not

* Using hashtags vs not

* Using a big keyword filled caption vs not
* Posting good quality vs quantity

* Go live and see how that affects results
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Thank You

Any questions?
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