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TikTok is a video platform
for everyone

amovie’s
6T length of
time

lobal monthly users Video views in a single month . .

Global monthly active users! Among Ti.kTok's global Globally users’ spend a movie's
community there were length of time on TikTok every
approximately 6.4 trillion day?

video views on the platform
in a single month*3

1) Source: TikTok Internal Data, Global, September 2021 / 2) source: TikTok Internal Data, Global, October 2022 / 3) Source: TikTok Internal Data, US, February 2023 3)Reflects total global VV's in Jan 2023
Source: TikTok Internal Data, Global, January 2023



... and spend the most time on our
platform
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On TikTok video
can do more




+

Discovering

Commenting

Shopping

Liking
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Watching

Creating

Referring




Delivering Across Marketing
Objectives

of TikTok users globally
‘ We're he'P'“Q brands discover new brands and

get discovered products on the platform.

We're boosting say TikTok 77%
consideration of their or try new products

products

‘ We are driving say they've purjchased a produ.ct or
’ tangible actions a service because of TikTok

1): TikTok Marketing Science Global Retail Path-to-Purchase Study 2021, conducted by Material #2: Adweek-Morning Consult survey, May 2021. 2) Source: TikTok Marketing Science US
TikTok Made Me "Blank” It Research 2022, conducted by MarketCast. Base: TikTok users who took an action off-platform as a result of TikTok 3)Source: Marketing Science Global Retail

Path-torPurchase 2021 conducted by Material



TikTok is redefining how products &
services are being discovered & purchased

TikTok audiences purchase
products in the moment they
seeit.

TikTok audiences say that Brand PURCHASE Comm.lfl.nlty
they regularly discovered Accelerates Amplifies
new products and brands
on the platform.

The path to purchase on TikTok is not linear.

Source: TikTok Marketing Science Global Retail Path-to-Purchase Study (Us Results) 2021, conducted by Material



User
Privacy
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TikTok Creative

. Best Practices
. Creator Partnerships
. TTCX



A new era of .............
storytelling - 79%

. . of users say TikToks are
TikTok has become a . more unique than
transformative destination for . contenton any other -

, : g platform
today’s entertainment

. . *
.
---------
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Mobile First

The definition of
Video is fluid &
ever-evolving




This evolution has shaped the way brands can
share their messages on the platform




The Basics




6 tips for
making
effective

DR-creative

it direct

it fast
it off

it lofi

d

TikTok

speak to camera and break the fourth-wall

let viewers see the product upfront

show the product and how it works

don’t make creative that feels overly polished

use captions to feel more native

have a CTA for viewers to follow



TiKTOK For Business

speechify hello fresh

Read faster




Creator-led content provides authentic connections into
valuable TikTok communities

Experts
Capitalize on trends, conversations, and
happenings on the platform

Eager collaborators
TikTok creators are storytellers that can
bring messaging to the masses.

Realness to message
Drive resonance and consideration with
credible partnership

Gateway to new audiences
Reach new audiences beyond typical
branded content.




Creator-led content can supercharge
your paid performance.

Objective Result

Brand Awareness

_

v

Data scope: Global data, in partnership with Marketing Science; MS
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TikTok Creator
Marketplace

The official all-in-one platform for brand
and creator collaborations on TikTok.
Through the TikTok Creator Marketplace,
brands can get connected with our
community of 500 000+ TikTok creators
who are expert storytellers to promote
their products and services on TikTok.

First-party Insights
Tap into TikTok’s exclusive first-party
insights on audience, trends, best-

performing videos and much more to
discover and recruit the right creators.

Manage and execute
your campaign on one single platform.

Performance analytics
Leverage our detailed analytics reports to analyze and
optimize your performance of your branded content.

Sync your TikTok Creator Marketplace account with your
TikTok Ads Manager account and easily boost your best-
performing creatives for the targeted audiences on TikTok.



Introducing TTCM Starter Packs

To help marketers take up these
challenges, we're introducing

£ £ TikTok Creator
Marketplace
Starter Packs. yy

dr

Starter Packs

are a TikTok Creator
Marketplace ‘one-stop-shop’
solution for brands who want to
get working with our
community of TikTok creators
to promote their products and
services on the app.
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TikTok
Creative

Exchange
(TTCX)
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is a one-stop shop
that enables fast, scalable video production and delivers

large volumes of high-performing ad creatives specifically
designed for TikTok.

The platform gives advertisers instant access to a selection
of the industry’s best creative partners that understand how
to succeed on TikTok, provide end-to-end support from
concept creation to video production and facilitate efficient
collaboration at scale



Introducing our 2023 TTCX Packages

/ Basic Standard \

Package Type . .
offerings Net New, Remix Net New, Remix
Minimum $20k USD minimum campaign spend on in- $35k USD minimum campaign spend on in-
Campaign Spend feed formats in the auction platform, in 30 feed formats in the auction platform, in 30
Requirement calendar days upon receipt of creatives calendar days upon receipt of creatives
Creatives 4 Total (1 concept, 4 unique videos) 8 Total (2 concepts, 4 unique videos)
Turnaround ~20 Business days for Net New ~20 Business days for Net New
Time ~10 Business days for Remix ~10 Business days for Remix

** Advertisers who do not meet the minimum campaign spend requirement will be charged the 'TTCX Affiliated Media Services’ fee via invoice.



Talent Guidelines

For net new projects, you will receive up to 2 actors based on
the creative concept. If you have any actor preferences,
please make sure to include this detail in the project brief.
Partners will provide a shortlist of actors based on your
preferences.

Note: Partners will select talent within the set budget who
will produce video assets (not a part of TikTok Creator
Marketplace). Our program does not cover requests for
specific creators, creators with a certain follower count, or
organic posting from creator accounts.

Music Guidelines

Creative partners will use music from TikTok’s Commercial
Music Library for all projects. The Commercial Music Library,
or CML, is a collection of 150,000+songs and sound effects
from around the world, sourced from emerging artists and
top-tier music houses across a variety of styles and genres.
All songs in the CML are pre-cleared for commercial use, so
businesses don't have to go through the lengthy process of
obtaining licenses on their own.
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Measurement

Auction Best Practice
Success Measurement
Incrementality Solutions
Post Purchase Survey



Newly created ad groups will go
through “Learning phase”

@ Conversion

Target CPA

Learning Phase Post Leamning Phase

e Occurs at the Ad Group, not campaign level

e New CPA ad groups are considered to be in the learning phase’ during their first
50 conversions

e During this process, delivery can be slow and day-to-day CPA will fluctuate as
the system is learning how to optimize delivery within the broader market

@y



Bidding
Strategy

Fully utilize budget
spending & obtain most
conversions

Auction Best Practices

Targeting Budget

Broad Audience Clears Learning

Phase

Allow algorithm to learn & New ad groups are
explore considered to be in the

learning phase’ during
their first 50 conversions

Cheat Sheet:

suggest Daily Budget = (50 * goal CPA *1.5) [ 7

Objective

Start Mid Funnel

Select an event that
can drive at least 50
conversions per
week to ensure full
budget delivery.

(@



Success Measurement [ q

~

(

O

X

Understanding performance is hot a one-
size fits all solution. Every brand has
different objectives.

Our growing roster of measurement
solutions can help brands see the impact
TikTok has in its campaign, whatever these
objectives might be

'@ 4



Success Measurement

Even though TikTok is a newer platform, we've been
hard at work building out performance
measurement solutions for all advertisers.

Closed Beta

Beta




Incrementality Solutions

@)

Analyze impact

Legend: Available Today Alpha/Beta Testing

*Availability varies by market

Solutions built to

Brand Lift Study
(TikTok, Kantar, Nielsen)
Business question:

e  Are my TikTok ads effective in
increasing brand awareness?

Ideal candidate:
° All brands

Store Visit Attribution
(Foursquare)
Business question:

e  AreTikTok ads effective in
improving traffic to the physical
store?

Ideal candidate:
e  QSR, Retdil, Tech/Telco

TikTok Ads

Sales Lift*
(NCS Sales Effect)
Business question:

e  Are my TikTok ads effective in
driving in-store sales?

Ideal candidate:
° CPG brands

Media Mix Modeling

(Nielsen, Neustar, IRi, EkKimetrics, Analytic
Partners)

Business question:
e  What's TikTok's impact as a
whole in my overall media mix?

Ideal candidate:
° Experienced brands



Click Source Getting Credit for TikTok

50%

45%

40%

35%

30%

25%

20%

15%

10% 12%
4%

-
I

TikTok Search Social Email/SMS Affiliate  Director/Other

5%

()

I{ Source: TikTok Marketing Science Post-Purchase Analysis conducted by KnoCommerce, 2022 38




Order S-4016
Thank you Wayne!

How did you first hear about us?

(Q/nstagram
(OFacebook

(OPress or other article
O TikTok

OFrom a friend, family member, or @

coworker
(OFrom an influencer
(O snapchat
(OGoogle or other search engine
(Podcast/Radio
Q! aretail store

This can help DTC advertisers:

Diversify sources
of insights &
attribution for
optimization

Side-by-side
analysis of last
click & zero-party
attribution

oLe

Focus on
connecting with
their customers

9
‘@ Wheat Ridge L

L Denver

Lakewood 0

@

mison Gy Englewood

! Littleton
Google

Your order is confirmed

~
nme Mapdata €2021  Terms of Use

According to KnoCommerce:

o,
79 /o of purchases driven by TikTok are not
captured through common attribution methods

Source: TikTok Marketing Science Post-Purchase Analysis conducted by KnoCommerce, 2022




How it works

Post-Purchase Survey

TikTok has partnered with two leading Post Purchase Survey providers:
I¢ KnoCommerce & Fairing 7

Advertiser Enrolls
using this link

TikTok & PPS Partners are
informed when advertisers
enroll or expresses interest

- TikTok will connect
advertisers with PPS
partners to help facilitate
PPS set up

- For Existing PPS users, we
will confirm your account
with partner

Add Survey to
your Checkout

page

Ask real purchasers where
they discovered your
brand & what drove them
to your site?

Begin to use PPS
as a source of

attribution

Get a more complete view
of attribution by integrating
PPS data with Google
Analytics or other third
party measurement
system

to help DTC advertisers implement surveys on their e-commerce sites. Advertisers can earn up to $5,000 in ad credits

Get Paid

TikTok will pay out
your ad credit
incentive of up to $5K
within two months of
your enrollment.






C o A
What’s Popular Right Now?

X

»
Staying on Top of Trends N
w/ TikTok Creative Center 2023 Platform Priorities
Trends Discovery Inspiration Automation O

e Smart Performance Campaigns

e Hashtags e Top Ads Dashboard Aut o T .
e Songs e Keyword Insights © Automatic Targeting
e Creators e Creative Insights e Automatic Generation & Refresh
e TikTok Videos e Creative Strategies c & Di
e Content Hub e Showcases ommer.ce iscovery
e TikTok Shop
Creative Tools e Video Shopping Ads
e Tools Overview e TikTok Search Ads

e Video Editor
e Video Templates

Y ® ¢ ¢


https://ads.tiktok.com/business/creativecenter/pc/en
https://ads.tiktok.com/business/creativecenter/pc/en

Why TikTok Works

Personalized Discovery Ads That Add Value Culture in Action

8 Billion People on Earth. It's not just an ad if it's The Everyday Person Can

8 Billion Different ForYouPages. a TikTok. Create Culture on TikTok -
It's That Good. And So Can Brandes.

43






COMING SOON!

BASIS SOCIAL MEDIA CONNECTORS

UNITING PLATFORMS + CAMPAIGN MANAGEMENT




Thank You.
Q&A

Technologies



