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offline commerce growth' online commerce growth’

Consumers want better. Their trust in commerce ad solutions is
diminishing, and they perceive them as intrusive and boring.
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making up >40% global users?

What Shoppers Want

Consumers today enjoy being entertained. So to capture
consumers' hearts, brands must adapt and captivate in this
new era of commerce.

Shopping needs to be...
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consumers
want commerce

70% S to be more

of TikTok users entertaining*

visit TikTok when
they want to
feel joy?

The opportunity?

SHOPPERTAINMENT

TikTok brings entertainment info commerce and ’/§
provides consumers with immersive and
enjoyable shopping experiences.

And that drives sales for brands. /g o

Joyful discovery

88 % users

discover content on Leaned-in community agree TikTok sparked
TikTok that they interest in new brands
authentically enjoy* & products they never
) 453 M gave second thought

to before®

#TikTokMadeMeBuylt
Video Views
across SEA®

Shoppertainment redefines
the path to purchase

The traditional marketing funnel has been upended.
Shoppertainment offers the first fully self contained sales loop. Now,
brands and communities influence in tandem to drive not only
discovery, but also conversions on TikTok.

Discovery Qf Consideration

Brands can build Brands influence
awareness & engage users' intent &
with audiences willingness to buy

Conversion

Brand Community
Accelerate e Amplifies

@

(36 )
S >

Conversion Review Participation

Users are fully Users shop & tell by More users are inspired to join
convinced and creating organic the conversation, growing hype
finally convert. content that sparks joy about brands and products
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discovered something on TikTok and O
immediately went to buy if, and
than any other platforms' users’
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collaborated with popular TikTok creators to drive awareness
and sales of its hero makeup line, SuperStay.

MAYBELLINE | 40

Discovery
Maybelline ran Using
In-Feed Ads with #TikTokmakemebuyit,

creators unboxed &
reviewed SuperStay
to accelerate product
demand

premium placements
to maximize
awareness

Brand
Accelerate
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Maybelline retargeted
users with Spark Ads
to drive traffic to
ecommerce
marketplaces.

Maybelline’s Hashtag
Challenge engaged

, who
danced fo the brand’s
own track titled
‘MAY BE LI
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lift in Maybelline's online & video views
sales year-over-year.
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of Maybelline increase in brand
SuperStay products preference
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Succeed with Shoppertainment on TikTok today

Engage consumers with Accelerate shopping

enjoyable experiences journey Drive sales growth

TiKTOK:ForBusiness
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https://www.tiktok.com/tag/tiktokmademebuyit

