














Creators

People trust other people

Content creators are a great way for brands associated with a bandwagon of

to tell their story authentically, opening the collaborations, and driven by the need to
door for meaningful engagement with influence decisions, content creators on
audiences. Content created by real, TikTok are considered more creative,
like-minded individuals is increasingly passionate and, most importantly,

driving what consumers consider and buy authentic. According to Ipsos' research on
today. Unlike influencers on other the Power of TikTok Content Creators
platforms, who are typically famous, 2021[2],

their content and they are viewed
makes people happy as authentic

65% 82%

Consequently, the unique content created by this new breed of content creators triggers
more passionate engagement from the larger community and fosters a higher likelihood of
driving impulse purchases. TikTok's differentiated approach to content creators has cracked
the code of long-term engagement for both creators and brands. TikTok creator-led
campaigns were 2.7x more memorable than traditional advertising, and TikTok content
creators persuaded two of every three individuals to make a purchase [2].



Welcome to the New Age of Impulse
Driven Always-On Commerce

It's time for marketers to re-evaluate [ts immersive experience allows communities
their marketing strategies to tap into this  to come together to share and create, as well
game-changing trend and stay top of as inspire others to co-create content

mind, and digital channels like TikTok themselves. This allows brands to engage with
hold the key to this world of new these audiences, delivering deeper
opportunities. connections not only during key shopping

occasions but throughout the year.

TikTok Works beyond mental availability.

The platform doesn’t only drive higher mind-share

2.4x higher impact it also delivers across the purchase

on brand awareness than other funnel with 3.2X Return On Ad
digital channels Spend vs total media [3].

It's the brands' opportunity to unlock the full potential of impulse purchases and ultimately
lead to higher spending.
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