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Tune into the biggest show 
on the internet.
TikTok has become a central force in 
modern video.

Center of Attention
An audience gathering daily for the world's 
most dynamic show.

Incremental Audiences
TikTok reaches audiences you won't find 
on other video platforms.

When the Moment Moves to 
TikTok
The Big Game's other arena, TikTok 
Clubhouse, and the FIFA World Cup 2026™.

Where Marketers Are 
Investing Next
Logo Takeover
Prime Time
Pulse Suite
TopReach

Now Showing: [Your Brand]
The stage has been set for you.
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internet.
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TikTok has become a

central force in modern video.
Audiences are engaging on the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, mini dramas, major cultural 
moments, live experiences, and high-
profile partnerships are increasingly 
defining the viewing experience on 
TikTok. TikTok is a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!
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Attention
Center of

In the first two months of 2026

+29
views YoY
(compared to the same period in 2025)

%

+76
(compared to the same period in 2025)

videos posted YoY

In the first two months of 2026

%
An audience gathering daily for 
the world’s most dynamic show.

200
More than

million
Americans

0605

Source: TikTok Internal Data, US, January 2025 to February 2026
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TikTok reaches

won't find on other
audiences you

video platforms.
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TikTok adds double-digit exclusive reach 
to both linear and CTV platforms for 
18-44 year olds

TikTok Exclusive Reach (A18 - 44)

TikTok Standalone

100%

12.70%
75%

50%
30.30%

25%

74.70%

Linear

42.52%

CTV

0%

Source: Nielsen Media Impact, Total Universe, Digital, CTV & Linear (Broadcast & Cable 
based on ad supported content), 6/1/24-6/30/24, P18-14 Total Reach

08

09

When the

Moves to
Moment 

TikTok
Moments used to belong to the broadcast: a championship game, a holiday, a 
product launch. Brands showed up around them, often through a television spot, 
and the moment passed as the program ended.
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Today the center of gravity has shifted

The energy surrounding moments now lives on TikTok, where 
audiences gather to experience the action from a seemingly infinite 
number of angles at once. Instead of a single broadcast, people move 
through highlights, commentary, reactions, and different perspectives 
that appear almost instantly in the feed. The experience feels more 
engaging and closer to the cultural conversation unfolding around the 
moment.

For advertisers, this changes the role they 
can play. Instead of appearing alongside 
a moment after it has already been 
defined, brands have the opportunity to 
show up inside the flow of attention as it 
forms. On TikTok, joining the moment 
often means becoming part of how the

moment is experienced.
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The Big Game's 
Other Arena
During the most recent Big Game, viewer behavior reflected clear second-screen 
usage: engagement surged immediately following the halftime show and 
repeatedly spiked during televised commercial breaks, closely aligning with 
pauses in live gameplay.



In other words, when the action on the main screen paused, attention shifted

to TikTok. Instead of waiting for play to resume, audiences turned to the 
platform to catch reactions, highlights, and commentary surrounding the game, 
creating a second stream of engagement alongside the broadcast itself.
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TikTok activity during The Big Game
Our viewers clearly treated TikTok as their go-to second screen. Engagement surged 
right after the halftime show finished, and consistently spiked in perfect sync when the 
action stopped and the TV commercial breaks came on.
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Inside TikTok
Clubhouse

TikTok’s presence extends beyond the broadcast. Leading up to the 2026 Big 
Game, TikTok hosted TikTok Clubhouse, a physical hub where athletes, 
creators, and brands came together to capture and share unique content tied 

to the moment.



For sponsoring brands, this meant moving beyond traditional placements or 
post-game amplification. They became part of the conversation audiences 

were already engaged in, as momentum around the game continued to build 
across TikTok.

Spotlight:
As the lead sponsor, DORITOS® leaned on TikTok as a main part of its 
Big Game strategy, creating a multi-sensory experience centered on its 
core flavors.

Ulta Beauty joined TikTok Clubhouse with a game-day prep and self-
expression activation, inviting creators and athletes to get ready for the 
moment while discovering curated Ulta Beauty products.
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Game
Post
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FIFA World Cup 2026™
TikTok and FIFA reach 
first-of-its-kind Preferred 
Platform agreement to 
enhance coverage of FIFA

World Cup 2026TM

The most inclusive event in soccer 
history has today become even more 
accessible, with an innovative 
partnership between TikTok and FIFA set 
to bring millions of fans even closer to 
the action and excitement at the FIFA 
World Cup 2026TM.

TikTok will become FIFA’s first-ever 
Preferred Platform, which will lead to an 
enhanced level of collaboration and 
integration, allowing TikTok to offer more 
comprehensive FIFA World Cup 2026 
coverage, including increased original 
content, while becoming the go-to place 
for fans and creators throughout the 
tournament.

The Preferred Platform partnership will 
be anchored by TikTok’s immersive FIFA 
World Cup 2026 hub, a bustling nexus 
powered by TikTok GamePlan that will 
enable fans to discover engaging 
content that brings the 48-team 
tournament to life alongside match ticket 
and viewing information, as well as 
participation incentives like custom 
stickers, filters and gamification

features.

For the first time, TikTok and FIFA will 
build a robust creator program that will 
provide a select group of global TikTok 
creators with game-changing access to 
incredible behind-the-scenes moments   
– such as press conferences and training 
sessions – and in the process, give fans

unique, relatable perspectives on the 
FIFA World Cup experience on TikTok. 
Additionally, a wide group of creators will 
receive the opportunity to use and co-
create FIFA archival footage.

“FIFA’s goal is to share the exhilaration of the FIFA World 
Cup 2026 with as many fans as possible, and we can’t think 
of a better way to further that mission during the biggest 
event in sports history than to have TikTok as the 
tournament’s Preferred Platform.”

— FIFA Secretary General Mattias Grafström
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Where 
Marketers Are

Investing Next
The Kantar Media Reactions 2025 
study named TikTok as the platform 
marketers are most likely to increase 
investment in for 2026, capturing a 
broader reassessment already 
underway in media planning. TikTok’s 
position in those discussions reflects 
how central the platform has 
become to modern attention and 
brand presence.

With that in mind, the real question 
becomes how brands are actually 
showing up. On TikTok, investment is 
increasingly taking shape through 
formats designed to capture attention 
quickly, hold it, and leave a clear 
impression. Our new innovations show 
how advertisers are securing visibility 
across some of the platform’s most 
valuable moments.

TikTok is the #1 platform where 
marketers plan to increase their 
ad spend in 2026.

Source: Kantar Media Reactions 2025

Logo Takeover
When users open TikTok, your brand takes center stage. Logo 

Takeover transforms the TikTok logo with custom animation 
and branded creative, turning the first moment in the app into 

a bold signal of partnership and cultural presence.
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Introduce your brand as

a central part of a cultural 
moment by co-branding 
with TikTok Home
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Guide users to your 
TopView ad to deepen 
engagement and amplify 
your presence

Make an immediate 
impact by becoming the 
first thing people see 
when opening TikTok

Top View
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Prime Time
Prime Time is a new sequential ad format that allows brands to deliver up to three 
ads to the same user on the For You Feed within a 15-minute time window.

01 Tell a story across three sequential 
ads, with each video building on 

the last as viewers keep
scrolling.

TikTok Content

Prime Time Ad 1

TikTok Content02 Each ad appears between user 
videos within the same viewing 
session.
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TikTok Content

Prime Time Ad 2

03 Choose when the sequence runs, 
from tentpole events to peak 
usage moments like the Big
Game.

TikTok Content

Prime Time Ad 3

TikTok Content
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Show up alongside the best of TikTok with the 
TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Pulse Tastemakers
places your brand right alongside them. The result is a 
natural alignment with creators that
audiences already trust and the content 
they are actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Pulse Mentions 
places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.
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TopReach
Maximize your reach across our highest visibility placements — TopView and 
TopFeed — in a single day with TopReach. That's enhanced ad delivery across 
TikTok's two most premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
audiences, giving you the 
most cost-efficient path to 
audience ownership.

02 Deliver your message with 
controlled frequency and 
stronger cost per reach.

TopView

First video seen

Organic Content

Organic Content

Organic Content

One Day Max 
Reach

Show your message in 
either placements, to 

100% of the day’s 
available audience with a 
controlled frequency of 1.

or

TopFeed

First in-feed ad

A leading TMT (Technology, Media, and Telecommunications) 
advertiser used TopReach to drive nationwide awareness for a 
holiday
campaign, maximizing the impact of their TV creative 
within a single day. The
campaign delivered highly efficient reach 
alongside strong brand lift and significant
incremental audience 
gains beyond linear TV.

66million
unique reach

incremental reach

(+27 million users vs. linear TV)

+30% -57
decrease in average 
cost per reach

%

+6.5
ad recall lift

%+6.1
brand association lift

%

Source: TikTok Brand Lift Study, US 2026 
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 Now Showing:
[Your Brand]

The stage for modern entertainment and video is happening on TikTok.

Every creator, every tentpole moment, every piece of entertainment is the 
show. This is where audiences gather and where culture plays out in real time.

For brands, that means showing up in the moments people are already 
watching, with formats that are measurable and built for how video is actually 
experienced today.

The stage has 
been set for you.

Now it’s time to 
show up where 
the show is.
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modern video.

02

Co
nt

en
ts 04

06

03

05

Center of Attention
An audience gathering daily for the world's 
most dynamic show.

Incremental Audiences
TikTok reaches audiences you won't find 
on other video platforms.

When the Moment Moves to 
TikTok
The Big Game's other arena, TikTok 
Clubhouse, and the FIFA World Cup 2026™.
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Now Showing: [Your Brand]
The stage has been set for you.
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Center of Attention
An audience gathering daily for the world's 
most dynamic show.

Incremental Audiences
TikTok reaches audiences you won't find 
on other video platforms.

When the Moment Moves to 
TikTok
The Big Game's Other Arena, TikTok 
Clubhouse, and the FIFA World Cup 2026™
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Now Showing: [Your Brand]
The stage has been set for you.
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TikTok has become a

central force in modern video.
Audiences are engaging inside the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok.



Premium publisher videos, mini 
dramas, major cultural moments
live experiences, and high-profile 
partnerships are increasingly defining 
the viewing experience on TikTok. 
What began as 

Simple short-form environment is 
evolving into a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!
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TikTok has become a

central force in modern video.
Audiences are engaging inside the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, mini dramas, major cultural 
moments, live experiences, and high-
profile partnerships are increasingly 
defining the viewing experience on 
TikTok. TikTok is a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!
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Source: TikTok Internal Data, US, January 2025 to February 2026

Attention
Center of

An audience gathering daily for 
the world’s most dynamic show.

In the first two months of 2026

+29
views YoY
(compared to the same period in 2025)

%

+76
(compared to the same period in 2025)

videos posted YoY

In the first two months of 2026

%
Attention
Center ofAttention

An audience gathering daily for 
the world’s most dynamic show.

Center of In the first two months of 2026

+29
views YoY
(compared to the same period in 2025)

%

+76
(compared to the same period in 2025)

videos posted YoY

In the first two months of 2026

%

200
More than

An audience gathering daily for 
the world’s most dynamic show.

Source: TikTok Internal Data, US, January 2025 to February 2026
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Americans
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Source: TikTok Internal Data, US, January 2025 to February 2026

TikTok reaches

won't find on other
audiences you

video platforms. 100%

TikTok adds double-digit exclusive reach 
to both linear and CTV platforms for 
18-44 year olds

TikTok Exclusive Reach (A18 - 44)

TikTok Standalone
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based on ad supported content), 6/1/24-6/30/24, P18-14 Total Reach
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video platforms.
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TikTok adds double-digit exclusive reach 
to both linear and CTV platforms for 
18-44 year olds

TikTok Exclusive Reach (A18 - 44)

TikTok Standalone

100%

12.70%
75%

50%
30.30%

25%

74.70%

Linear
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Source: Nielsen Media Impact, Total Universe, Digital, CTV & Linear (Broadcast & Cable 
based on ad supported content), 6/1/24-6/30/24, P18-14 Total Reach
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Moves to
Moment 

TikTok
Moments used to belong to the broadcast: a championship game, a holiday, a 
product launch. Brands showed up around them, often through a television spot, 
and the moment passed as the program ended.

Today the center of gravity has shifted

The energy surrounding moments now lives on TikTok, where 
audiences gather to experience the action from a seemingly infinite 
number of angles at once. Instead of a single broadcast, people move 
through highlights, commentary, reactions, and different perspectives 
that appear almost instantly in the feed. The experience feels more 
engaging and closer to the cultural conversation unfolding around the 
moment.

For advertisers, this changes the role they 
can play. Instead of appearing alongside 
a moment after it has already been 
defined, brands have the opportunity to 
show up inside the flow of attention as it 
forms. On TikTok, joining the moment 
often means becoming part of how the

moment is experienced.
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When the

Moves to
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TikTok
Moments used to belong to the broadcast: a championship game, a holiday, a 
product launch. Brands showed up around them, often through a television spot, 
and the moment passed as the program ended.
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Today the center of gravity has shifted

The energy surrounding moments now lives on TikTok, where 
audiences gather to experience the action from a seemingly infinite 
number of angles at once. Instead of a single broadcast, people move 
through highlights, commentary, reactions, and different perspectives 
that appear almost instantly in the feed. The experience feels more 
engaging and closer to the cultural conversation unfolding around the 
moment.

For advertisers, this changes the role they 
can play. Instead of appearing alongside 
a moment after it has already been 
defined, brands have the opportunity to 
show up inside the flow of attention as it 
forms. On TikTok, joining the moment 
often means becoming part of how the

moment is experienced.
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Game
Post

The Big Game's 
Other Arena
During the most recent Big Game, viewer behavior reflected clear second-screen 
usage: engagement surged immediately following the halftime show and 
repeatedly spiked during televised commercial breaks, closely aligning with 
pauses in live gameplay.



In other words, when the action on the main screen paused, attention shifted

to TikTok. Instead of waiting for play to resume, audiences turned to the 
platform to catch reactions, highlights, and commentary surrounding the game, 
creating a second stream of engagement alongside the broadcast itself.
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TikTok activity during The Big Game
Our viewers clearly treated TikTok as their go-to second screen. Engagement 
peaked right after the halftime show finished, and consistently spiked in perfect sync 
when the action stopped and the TV commercial breaks came on.
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The Big Game's 
Other Arena
During the most recent Big Game, TikTok user activity and engagement rose well 
above typical Sunday levels, with active user growth nearly doubling compared 
to the same time window the prior week. Viewer behavior reflected clear 
second-screen usage: engagement peaked immediately following the halftime 
show and repeatedly spiked during televised

commercial breaks, closely aligning with pauses in live gameplay.



In other words, when the action on the main screen paused, attention shifted

to TikTok. Instead of waiting for play to resume, audiences turned to the 
platform to catch reactions, highlights, and commentary surrounding the game, 
creating a second stream of engagement alongside the broadcast itself.
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TikTok activity during The Big Game
Our viewers clearly treated TikTok as their go-to second screen. Engagement surged 
right after the halftime show finished, and consistently spiked in perfect sync when the 
action stopped and the TV commercial breaks came on.
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Inside TikTok
Clubhouse

TikTok’s presence extends beyond the broadcast. Leading up to the 2026 Big 
Game, TikTok hosted TikTok Clubhouse, a physical hub where athletes, 
creators, and brands came together to capture and share unique content tied 

to the moment.



For sponsoring brands, this meant moving beyond traditional placements or 
post-game amplification. They became part of the conversation audiences 

were already engaged in, as momentum around the game continued to build 
across TikTok.

Spotlight:
As the lead sponsor, DORITOS® leaned on TikTok as a main part of its 
Big Game strategy, creating a multi-sensory experience centered on its 
core flavors.

Ulta Beauty joined TikTok Clubhouse with a game-day prep and self-
expression activation, inviting creators and athletes to get ready for the 
moment while discovering curated Ulta Beauty products.

Game
Post
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Inside TikTok
Clubhouse

TikTok’s presence extends beyond the broadcast. Leading up to the 2026 Big 
Game, TikTok hosted TikTok Clubhouse, a physical hub where athletes, 
creators, and brands came together to capture and share unique content tied 

to the moment.



For sponsoring brands, this meant moving beyond traditional placements or 
post-game amplification. They became part of the conversation audiences 

were already engaged in, as momentum around the game continued to build 
across TikTok.
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FIFA World Cup 2026™
TikTok and FIFA reach 
first-of-its-kind Preferred 
Platform agreement to 
enhance coverage of FIFA

World Cup 2026TM

The most inclusive event in soccer 
history has today become even more 
accessible, with an innovative 
partnership between TikTok and FIFA set 
to bring millions of fans even closer to 
the action and excitement at the FIFA 
World Cup 2026TM.

TikTok will become FIFA’s first-ever 
Preferred Platform, which will lead to an 
enhanced level of collaboration and 
integration, allowing TikTok to offer more 
comprehensive FIFA World Cup 2026 
coverage, including increased original 
content, while becoming the go-to place 
for fans and creators throughout the 
tournament.

The Preferred Platform partnership will 
be anchored by TikTok’s immersive FIFA 
World Cup 2026 hub, a bustling nexus 
powered by TikTok GamePlan that will 
enable fans to discover engaging 
content that brings the 48-team 
tournament to life alongside match ticket 
and viewing information, as well as 
participation incentives like custom 
stickers, filters and gamification

features.

For the first time, TikTok and FIFA will 
build a robust creator program that will 
provide a select group of global TikTok 
creators with game-changing access to 
incredible behind-the-scenes moments   
– such as press conferences and training 
sessions – and in the process, give fans

unique, relatable perspectives on the 
FIFA World Cup experience on TikTok. 
Additionally, a wide group of creators will 
receive the opportunity to use and co-
create FIFA archival footage.

“FIFA’s goal is to share the exhilaration of the FIFA World 
Cup 2026 with as many fans as possible, and we can’t think 
of a better way to further that mission during the biggest 
event in sports history than to have TikTok as the 
tournament’s Preferred Platform.”

— FIFA Secretary General Mattias Grafström
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Where 
Marketers Are

Investing Next

Logo Takeover
When users open TikTok, your brand takes center stage. Logo 

Takeover transforms the TikTok logo with custom animation 
and branded creative, turning the first moment in the app into 

a bold signal of partnership and cultural presence.

The Kantar Media Reactions 2025 
study named TikTok as the platform 
marketers are most likely to increase 
investment in for 2026, capturing a 
broader reassessment already 
underway in media planning. TikTok’s 
position in those discussions reflects 
how central the platform has 
become to modern attention and 
brand presence.

With that in mind, the real question 
becomes how brands are actually 
showing up. On TikTok, investment is 
increasingly taking shape through 
formats designed to capture attention 
quickly, hold it, and leave a clear 
impression. Our new innovations show 
how advertisers are securing visibility 
across some of the platform’s most 
valuable moments.

TikTok is the #1 platform where 
marketers plan to increase their 
ad spend in 2026.

Source: Kantar Media Reactions 2025

Make an immediate 

impact by becoming the 

first thing people see 

when opening TikTok
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Logo Takeover
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Prime Time
Prime Time is a new sequential ad format that allows brands to deliver up to three 
ads to the same user on the For You Feed within a 15-minute time window.

01 Tell a story across three sequential 
ads, with each video building on 

the last as viewers keep
scrolling.

TikTok Content

Prime Time Ad 1

TikTok Content02 Each ad appears between user 
videos within the same viewing 
session.
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TikTok Content

Prime Time Ad 2

03 Choose when the sequence runs, 
from tentpole events to peak 
usage moments like the Big
Game.
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Prime Time Ad 3
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Show up alongside the best of TikTok with the 
TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Creator Pulse
places your brand right alongside them. The result is a natural 
alignment with creators
audiences already trust and the content they are 
actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Brand Mention 
Pulse places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. 6-second view-through rate 
optimization focuses
delivery on 
viewers more likely to watch longer. 

The result is stronger attention while

maintaining the reach Pulse is built to 
deliver.
 Currently available for Pulse 
Max and Pulse Category.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Pulse Tastemakers places your brand right alongside them. The result is a 
natural alignment with creators
that audiences already trust and the content 
they are actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Pulse Mentions 
places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.
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TopReach
Maximize your reach across our highest visibility placements — TopView and 
TopFeed — in a single day with TopReach. That's enhanced ad delivery across 
TikTok's two most premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
audiences, giving you the 
most cost-efficient path to 
audience ownership.

02 Deliver your message with 
controlled frequency and 
stronger cost per reach.

A leading TMT (Technology, Media, and Telecommunications) 
advertiser used TopReach to drive nationwide awareness for a 
holiday
campaign, maximizing the impact of their TV creative 
within a single day. The
campaign delivered highly efficient reach 
alongside strong brand lift and significant
incremental audience 
gains beyond linear TV.

66million
unique reach

One Day Max 
Reach

Show your message in 
either placements, to 

100% of the day’s 
available audience with a 
controlled frequency of 1.

or

TopFeed

First in-feed ad

TopView

First video seen

Organic Content

Organic Content

Organic Content

incremental reach

(+27 million users vs. linear TV)

30

6.1
brand association lift

%

% 57
decrease in average 
cost per reach

6.5
ad recall lift

%

%
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TopReach
Maximize your reach across our highest-visibility placements in a single day 
with TopReach. That's enhanced ad delivery across TikTok's two most 
premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
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most cost efficient path to 
audience ownership

02 Deliver your message with 
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One Day Max 
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Show your message in 
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controlled frequency of 1.
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A leading Technology, Media, and Telecommunications advertiser 
used TopReach to drive nationwide awareness for a holiday

campaign, maximizing the impact of their TV creative within a 
single day. The
campaign delivered highly efficient reach alongside 
strong brand lift and significant
incremental audience gains beyond 
linear TV.

66million
unique reach

incremental reach

(+27 million users vs. linear TV)

+30% -57
decrease in average 
cost per reach

%

+6.5
ad recall lift

%+6.1
brand association lift

%

Source: TikTok Brand Lift Study, US 2026 
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 Now Showing:
[Your Brand]

The stage for modern entertainment and video is happening on TikTok.

Every creator, every tentpole moment, every piece of entertainment is the 
show. This is where audiences gather and where culture plays out in real time.

For brands, that means showing up in the moments people are already 
watching, with formats that are measurable and built for how video is actually 
experienced today.

The stage has 
been set for you.

Now it’s time to 
show up where 
the show is.
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Show Up

Show Is
Where the

The platform at the 
center of modern video
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Tune into the biggest show 
on the internet.
TikTok has become a central force in 
modern video.

Center of Attention
An audience gathering daily for the world's 
most dynamic show.

Incremental Audiences
TikTok reaches audiences you won't find 
on other video platforms.

When the Moment Moves to 
TikTok
The Big Game's other arena, TikTok 
Clubhouse, and the FIFA World Cup 2026™.

Where Marketers Are 
Investing Next
Logo Takeover
Prime Time
Pulse Suite
TopReach

Now Showing: [Your Brand]
The stage has been set for you.

03

Tune into the
hottest show

on the
internet.
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TikTok has become a

central force in modern video.
Audiences are engaging on the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, mini dramas, major cultural 
moments, live experiences, and high-
profile partnerships are increasingly 
defining the viewing experience on 
TikTok. TikTok is a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!
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Attention
Center of

In the first two months of 2026

+29
views YoY
(compared to the same period in 2025)

%

+76
(compared to the same period in 2025)

videos posted YoY

In the first two months of 2026

%
An audience gathering daily for 
the world’s most dynamic show.

200
More than

million
Americans

0605

Source: TikTok Internal Data, US, January 2025 to February 2026
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TikTok reaches

won't find on other
audiences you

video platforms.
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TikTok adds double-digit exclusive reach 
to both linear and CTV platforms for 
18-44 year olds

TikTok Exclusive Reach (A18 - 44)

TikTok Standalone

100%

12.70%
75%

50%
30.30%

25%

74.70%

Linear

42.52%

CTV

0%

Source: Nielsen Media Impact, Total Universe, Digital, CTV & Linear (Broadcast & Cable 
based on ad supported content), 6/1/24-6/30/24, P18-14 Total Reach
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When the

Moves to
Moment 

TikTok
Moments used to belong to the broadcast: a championship game, a holiday, a 
product launch. Brands showed up around them, often through a television spot, 
and the moment passed as the program ended.
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Today the center of gravity has shifted

The energy surrounding moments now lives on TikTok, where 
audiences gather to experience the action from a seemingly infinite 
number of angles at once. Instead of a single broadcast, people move 
through highlights, commentary, reactions, and different perspectives 
that appear almost instantly in the feed. The experience feels more 
engaging and closer to the cultural conversation unfolding around the 
moment.

For advertisers, this changes the role they 
can play. Instead of appearing alongside 
a moment after it has already been 
defined, brands have the opportunity to 
show up inside the flow of attention as it 
forms. On TikTok, joining the moment 
often means becoming part of how the

moment is experienced.
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Game
Post
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The Big Game's 
Other Arena
During the most recent Big Game, viewer behavior reflected clear second-screen 
usage: engagement surged immediately following the halftime show and 
repeatedly spiked during televised commercial breaks, closely aligning with 
pauses in live gameplay.



In other words, when the action on the main screen paused, attention shifted

to TikTok. Instead of waiting for play to resume, audiences turned to the 
platform to catch reactions, highlights, and commentary surrounding the game, 
creating a second stream of engagement alongside the broadcast itself.
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TikTok activity during The Big Game
Our viewers clearly treated TikTok as their go-to second screen. Engagement surged 
right after the halftime show finished, and consistently spiked in perfect sync when the 
action stopped and the TV commercial breaks came on.
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Pre Game 1st Quarter 2nd Quarter Halftime Show 3rd Quarter

Source: TikTok Internal Data (US), February 8th 2026  6:40 p.m. to 10:28 p.m
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Inside TikTok
Clubhouse

TikTok’s presence extends beyond the broadcast. Leading up to the 2026 Big 
Game, TikTok hosted TikTok Clubhouse, a physical hub where athletes, 
creators, and brands came together to capture and share unique content tied 

to the moment.



For sponsoring brands, this meant moving beyond traditional placements or 
post-game amplification. They became part of the conversation audiences 

were already engaged in, as momentum around the game continued to build 
across TikTok.

Spotlight:
As the lead sponsor, DORITOS® leaned on TikTok as a main part of its 
Big Game strategy, creating a multi-sensory experience centered on its 
core flavors.

Ulta Beauty joined TikTok Clubhouse with a game-day prep and self-
expression activation, inviting creators and athletes to get ready for the 
moment while discovering curated Ulta Beauty products.
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FIFA World Cup 2026™
TikTok and FIFA reach 
first-of-its-kind Preferred 
Platform agreement to 
enhance coverage of FIFA

World Cup 2026TM

The most inclusive event in soccer 
history has today become even more 
accessible, with an innovative 
partnership between TikTok and FIFA set 
to bring millions of fans even closer to 
the action and excitement at the FIFA 
World Cup 2026TM.

TikTok will become FIFA’s first-ever 
Preferred Platform, which will lead to an 
enhanced level of collaboration and 
integration, allowing TikTok to offer more 
comprehensive FIFA World Cup 2026 
coverage, including increased original 
content, while becoming the go-to place 
for fans and creators throughout the 
tournament.

The Preferred Platform partnership will 
be anchored by TikTok’s immersive FIFA 
World Cup 2026 hub, a bustling nexus 
powered by TT   that will 
enable fans to discover engaging 
content that brings the 48-team 
tournament to life alongside match ticket 
and viewing information, as well as 
participation incentives like custom 
stickers, filters and gamification

features.

For the first time, TikTok and FIFA will 
build a robust creator program that will 
provide a select group of global TikTok 
creators with game-changing access to 
incredible behind-the-scenes moments   
– such as press conferences and training 
sessions – and in the process, give fans

unique, relatable perspectives on the 
FIFA World Cup experience on TikTok. 
Additionally, a wide group of creators will 
receive the opportunity to use and co-
create FIFA archival footage.

“FIFA’s goal is to share the exhilaration of the FIFA World 
Cup 2026 with as many fans as possible, and we can’t think 
of a better way to further that mission during the biggest 
event in sports history than to have TikTok as the 
tournament’s Preferred Platform.”

— FIFA Secretary General Mattias Grafström
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Where 
Marketers Are

Investing Next
The Kantar Media Reactions 2025 
study named TikTok as the platform 
marketers are most likely to increase 
investment in for 2026, capturing a 
broader reassessment already 
underway in media planning. TikTok’s 
position in those discussions reflects 
how central the platform has 
become to modern attention and 
brand presence.

With that in mind, the real question 
becomes how brands are actually 
showing up. On TikTok, investment is 
increasingly taking shape through 
formats designed to capture attention 
quickly, hold it, and leave a clear 
impression. Our new innovations show 
how advertisers are securing visibility 
across some of the platform’s most 
valuable moments.

TikTok is the #1 platform where 
marketers plan to increase their 
ad spend in 2026.

Source: Kantar Media Reactions 2025
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Prime Time
Prime Time is a new sequential ad format that allows brands to deliver up to three 
ads to the same user on the For You Feed within a 15-minute time window.
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ads, with each video building on 

the last as viewers keep
scrolling.
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Show up alongside the best of TikTok with the 
TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Pulse Tastemakers
places your brand right alongside them. The result is a 
natural alignment with creators that
audiences already trust and the content 
they are actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Pulse Mentions 
places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.
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TopReach
Maximize your reach across our highest visibility placements — TopView and 
TopFeed — in a single day with TopReach. That's enhanced ad delivery across 
TikTok's two most premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
audiences, giving you the 
most cost-efficient path to 
audience ownership.

02 Deliver your message with 
controlled frequency and 
stronger cost per reach.

TopView

First video seen

Organic Content

Organic Content

Organic Content

One Day Max 
Reach

Show your message in 
either placements, to 

100% of the day’s 
available audience with a 
controlled frequency of 1.

or

TopFeed

First in-feed ad

A leading Technology, Media, and Telecommunications advertiser 
used TopReach to drive nationwide awareness for a holiday

campaign, maximizing the impact of their TV creative within a 
single day. The
campaign delivered highly efficient reach alongside 
strong brand lift and significant
incremental audience gains beyond 
linear TV.

66million
unique reach

incremental reach

(+27 million users vs. linear TV)

+30% -57
decrease in average 
cost per reach

%

+6.5
ad recall lift

%+6.1
brand association lift

%

Source: TikTok Brand Lift Study, US 2026 
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 Now Showing:
[Your Brand]

The stage for modern entertainment and video is happening on TikTok.

Every creator, every tentpole moment, every piece of entertainment is the 
show. This is where audiences gather and where culture plays out in real time.

For brands, that means showing up in the moments people are already 
watching, with formats that are measurable and built for how video is actually 
experienced today.

The stage has 
been set for you.

Now it’s time to 
show up where 
the show is.
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Tune into the biggest show 
on the internet.
TikTok has become a central force in 
modern video.

Center of Attention
An audience gathering daily for the world's 
most dynamic show.

Incremental Audiences
TikTok reaches audiences you won't find 
on other video platforms.

When the Moment Moves 
to TikTok
The Big Game's Other Arena, TikTok 
Clubhouse, and the FIFA World Cup 
2026™

Where Marketers Are 
Investing Next
Logo Takeover
Prime Time
Pulse Suite
TopReach
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internet.
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FriendsHome

TikTok has become a

central force in modern video.
Audiences are engaging inside the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, mini dramas, major cultural 
moments, live experiences, and high-
profile partnerships are increasingly 
defining the viewing experience on 
TikTok. What began as a simple short-
form environment is evolving into a 
fully realized video platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!
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internet.
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central force in modern video.
Audiences are engaging on the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, mini dramas, major cultural 
moments, live experiences, and high-
profile partnerships are increasingly 
defining the viewing experience on 
TikTok. TikTok is a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.
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your seats... the show 
is about to start!

username
Caption to be provided
#insert #hashtags #here

Home Friends

25

Inbox

12,930

875

493

126

Profile

04

Attention
Center of +29

views YoY

%

+76
videos posted YoY

%
An audience gathering daily for 
the world’s most dynamic show.

Source: TikTok Internal Data, US, January 2025 to February 2026

monthly active users in the US
200

05

million
06

Attention
Center of

In the first two months of 2026

+29
views YoY
(compared to the same period in 2025)

%

+76
(compared to the same period in 2025)

videos posted YoY

In the first two months of 2026

%
An audience gathering daily for 
the world’s most dynamic show.

200
More than

million
Americans

05

Source: TikTok Internal Data, US, January 2025 to February 2026
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TikTok reaches

won't find on other
audiences you

video platforms.
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TikTok adds double-digit exclusive reach 
to both linear and CTV platforms for 
18-44 year olds

TikTok Exclusive Reach (A18 - 44)

TikTok Standalone

100%

12.70%
75%

50%
30.30%

25%

74.70%

Linear

42.52%

CTV

0%

Source: Nielsen Media Impact, Total Universe, Digital, CTV & Linear (Broadcast & Cable 
based on ad supported content), 6/1/24-6/30/24, P18-14 Total Reach
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When the

Moves to
Moment 

TikTok
Moments used to belong to the broadcast: a championship game, a holiday, a 
product launch. Brands showed up around them, often through a television spot, 
and the moment passed as the program ended.
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Today the center of gravity has shifted

The energy surrounding moments now lives on TikTok, where 
audiences gather to experience the action from a seemingly infinite 
number of angles at once. Instead of a single broadcast, people move 
through highlights, commentary, reactions, and different perspectives 
that appear almost instantly in the feed. The experience feels more 
engaging and closer to the cultural conversation unfolding around the 
moment.

For advertisers, this changes the role they 
can play. Instead of appearing alongside 
a moment after it has already been 
defined, brands have the opportunity to 
show up inside the flow of attention as it 
forms. On TikTok, joining the moment 
often means becoming part of how the

moment is experienced.

username
Caption to be provided
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Home Friends
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Inbox
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Profile
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The Big Game's 
Other Arena
During the most recent Big Game, TikTok user activity and engagement rose well 
above typical Sunday levels, with active user growth nearly doubling compared 
to the same time window the prior week. Viewer behavior reflected clear 
second-screen usage: engagement peaked immediately following the halftime 
show and repeatedly spiked during televised commercial breaks, closely aligning 
with pauses in live gameplay.



In other words, when the action on the main screen paused, attention shifted

to TikTok. Instead of waiting for play to resume, audiences turned to the 
platform to catch reactions, highlights, and commentary surrounding the game, 
creating a second stream of engagement alongside the broadcast itself.
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TikTok activity during The Big Game
Our viewers clearly treated TikTok as their go-to second screen. Engagement 
peaked right after the halftime show finished, and consistently spiked in perfect sync 
when the action stopped and the TV commercial breaks came on.
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13

Inside TikTok
Clubhouse

TikTok’s presence extends beyond the broadcast. Leading up to the 2026 Big 
Game, TikTok hosted TikTok Clubhouse, a physical hub where athletes, 
creators, and brands came together to capture and share unique content tied 

to the moment.



For sponsoring brands, this meant moving beyond traditional placements or 
post-game amplification. They became part of the conversation audiences 

were already engaged in, as momentum around the game continued to build 
across TikTok.

Spotlight:
As the lead sponsor, DORITOS® leaned on TikTok as a main part of its 
Big Game strategy, creating a multi-sensory experience centered on its 
core flavors.

Ulta Beauty joined TikTok Clubhouse with a game-day prep and self-
expression activation, inviting creators and athletes to get ready for the 
moment while discovering curated Ulta Beauty products.
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FIFA World Cup 2026™
TikTok and FIFA reach 
first-of-its-kind Preferred 
Platform agreement to 
enhance coverage of FIFA

World Cup 2026TM

The most inclusive event in soccer 
history has today become even more 
accessible, with an innovative 
partnership between TikTok and FIFA set 
to bring millions of fans even closer to 
the action and excitement at the FIFA 
World Cup 2026TM.

TikTok will become FIFA’s first-ever 
Preferred Platform, which will lead to an 
enhanced level of collaboration and 
integration, allowing TikTok to offer more 
comprehensive FIFA World Cup 2026 
coverage, including increased original 
content, while becoming the go-to place 
for fans and creators throughout the 
tournament.

The Preferred Platform partnership will 
be anchored by TikTok’s immersive FIFA 
World Cup 2026 hub, a bustling nexus 
powered by TikTok GamePlan that will 
enable fans to discover engaging 
content that brings the 48-team 
tournament to life alongside match ticket 
and viewing information, as well as 
participation incentives like custom 
stickers, filters and gamification

features.

For the first time, TikTok and FIFA will 
build a robust creator program that will 
provide a select group of global TikTok 
creators with game-changing access to 
incredible behind-the-scenes moments   
– such as press conferences and training 
sessions – and in the process, give fans

unique, relatable perspectives on the 
FIFA World Cup experience on TikTok. 
Additionally, a wide group of creators will 
receive the opportunity to use and co-
create FIFA archival footage.

“FIFA’s goal is to share the exhilaration of the FIFA World 
Cup 2026 with as many fans as possible, and we can’t think 
of a better way to further that mission during the biggest 
event in sports history than to have TikTok as the 
tournament’s Preferred Platform.”

— FIFA Secretary General Mattias Grafström
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Where 
Marketers Are

Investing Next
The Kantar Media Reactions 2025 
study named TikTok as the platform 
marketers are most likely to increase 
investment in for 2026, capturing a 
broader reassessment already 
underway in media planning. TikTok’s 
position in those discussions reflects 
how central the platform has 
become to modern attention and 
brand presence.

With that in mind, the real question 
becomes how brands are actually 
showing up. On TikTok, investment is 
increasingly taking shape through 
formats designed to capture attention 
quickly, hold it, and leave a clear 
impression. Our new innovations show 
how advertisers are securing visibility 
across some of the platform’s most 
valuable moments.

TikTok is the #1 platform where 
marketers plan to increase their 
ad spend in 2026.

Source: Kantar Media Reactions 2025

Logo Takeover
When users open TikTok, your brand takes center stage. Logo 

Takeover transforms the TikTok logo with custom animation 
and branded creative, turning the first moment in the app into 

a bold signal of partnership and cultural presence.

Make an immediate 

impact by becoming the 

first thing people see 

when opening TikTok

Your

Logo
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Introduce your brand as

a central part of a cultural 
moment by co-branding 
with TikTok
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Guide users to your 

TopView ad to deepen 

engagement and amplify 

your presence
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Logo Takeover
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Prime Time
Prime Time is a new sequential ad format that allows brands to deliver up to three 
ads to the same user on the For You Feed within a 15-minute time window.

01 Tell a story across three sequential 
ads, with each video building on 

the last as viewers keep
scrolling.

TikTok Content

Prime Time Ad 1

TikTok Content02 Each ad appears between user 
videos within the same viewing 
session.
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TikTok Content

Prime Time Ad 2

03 Choose when the sequence runs, 
from tentpole events to peak 
usage moments like the Big
Game.
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Show up alongside the best of TikTok with the 
TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Pulse Tastemakers
places your brand right alongside them. The result is a 
natural alignment with creators
that audiences already trust and the content 
they are actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Pulse Mentions 
places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.
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Show up alongside the best of TikTok with the 
TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Pulse Tastemakers
places your brand right alongside them. The result is a 
natural alignment with creators
that audiences already trust and the content 
they are actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Pulse Mentions 
places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.
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TopReach
Maximize your reach across our highest visibility placements — TopView and 
TopFeed — in a single day with TopReach. That's enhanced ad delivery across 
TikTok's two most premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
audiences, giving you the 
most cost-efficient path to 
audience ownership.

02 Deliver your message with 
controlled frequency and 
stronger cost per reach.

TopView

First video seen

Organic Content

Organic Content

Organic Content

One Day Max 
Reach

Show your message in 
either placements, to 

100% of the day’s 
available audience with a 
controlled frequency of 1.

or

TopFeed


A leading Technology, Media, and Telecommunications advertiser 
used TopReach to drive nationwide awareness for a holiday

campaign, maximizing the impact of their TV creative within a 
single day. The
campaign delivered highly efficient reach alongside 
strong brand lift and significant
incremental audience gains beyond 
linear TV.

66million
unique reach

incremental reach

(+27 million users vs. linear TV)

+30% -57
decrease in average 
cost per reach

%

+6.5
ad recall lift

%+6.1
brand association lift

%
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 Now Showing:
[Your Brand]

The stage for modern entertainment and video is happening on TikTok.

Every creator, every tentpole moment, every piece of entertainment is the 
show. This is where audiences gather and where culture plays out in real time.

For brands, that means showing up in the moments people are already 
watching, with formats that are measurable and built for how video is actually 
experienced today.

The stage has 
been set for you.

Now it’s time to 
show up where 
the show is.
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The platform at the 
center of modern video

01 Tune into the biggest show 
on the internet.
TikTok has become a central force in 
modern video.

02
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03

05

Centre of Attention
An audience gathering daily for the world's 
most dynamic show.

Incremental Audiences
TikTok reaches audiences you won't find 
on other video platforms.

When the Moment Moves 
to TikTok
The Big Game's other arena, TikTok 
Clubhouse, and the FIFA World Cup 
2026™.

Where Marketers Are 
Investing Next
Logo Takeover
Prime Time
Pulse Suite
TopReach
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Now Showing: [Your Brand]
The stage has been set for you.
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Tune into the
hottest show

on the
internet.
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TikTok has become a

central force in modern video.
Audiences are engaging on the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, mini dramas, major cultural 
moments, live experiences, and high-
profile partnerships are increasingly 
defining the viewing experience on 
TikTok. TikTok is a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!
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TikTok has become a

central force in modern video.
Audiences are engaging on the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, major cultural moments, live 
experiences, and high-profile 
partnerships are increasingly defining 
the viewing experience on TikTok. 
TikTok is a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.
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An audience gathering daily for 
the world’s most dynamic show.

Source: TikTok Internal Data, CA, January 2025 to February 2026
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Attention
Centre of In the first two months of 2026

+18
views YoY
(compared to the same period in 2025)

%

+66
(compared to the same period in 2025)

videos posted YoY

In the first two months of 2026

%
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An audience gathering daily for 
the world’s most dynamic show.

Source: TikTok Internal Data, CA, January 2025 to February 2026
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TikTok reaches

won't find on other
audiences you

video platforms. 100%

TikTok adds double-digit exclusive reach 
to both linear and CTV platforms for 
18-44 year olds

TikTok Exclusive Reach (A18 - 44)
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Source: Nielsen Media Impact, Total Universe, Digital, CTV & Linear (Broadcast & Cable 
based on ad supported content), 6/1/24-6/30/24, P18-14 Total Reach
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When the

Moves to
Moment 

TikTok
Moments used to belong to the broadcast: a championship game, a holiday, a 
product launch. Brands showed up around them, often through a television spot, 
and the moment passed as the program ended.

Today the center of gravity has shifted

The energy surrounding moments now lives on TikTok, where 
audiences gather to experience the action from a seemingly infinite 
number of angles at once. Instead of a single broadcast, people move 
through highlights, commentary, reactions, and different perspectives 
that appear almost instantly in the feed. The experience feels more 
engaging and closer to the cultural conversation unfolding around the 
moment.

For advertisers, this changes the role they 
can play. Instead of appearing alongside 
a moment after it has already been 
defined, brands have the opportunity to 
show up inside the flow of attention as it 
forms. On TikTok, joining the moment 
often means becoming part of how the

moment is experienced.
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Game
Post

The Big Game's 
Other Arena
During the most recent Big Game, viewer behavior reflected clear second-screen 
usage: engagement surged immediately following the halftime show and 
repeatedly spiked during televised commercial breaks, closely aligning with 
pauses in live gameplay.



In other words, when the action on the main screen paused, attention shifted

to TikTok. Instead of waiting for play to resume, audiences turned to the 
platform to catch reactions, highlights, and commentary surrounding the game, 
creating a second stream of engagement alongside the broadcast itself.
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TikTok activity during The Big Game
Our viewers clearly treated TikTok as their go-to second screen. Engagement 
peaked right after the halftime show finished, and consistently spiked in perfect sync 
when the action stopped and the TV commercial breaks came on.
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The Big Game's 
Other Arena
During the most recent Big Game, TikTok user activity and engagement rose well 
above typical Sunday levels, with active user growth nearly doubling compared 
to the same time window the prior week. Viewer behavior reflected clear 
second-screen usage: engagement peaked immediately following the halftime 
show and repeatedly spiked during televised commercial breaks, closely aligning 
with pauses in live gameplay.
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Inside TikTok
Clubhouse

TikTok’s presence extends beyond the broadcast. Leading up to the 2026 Big 
Game, TikTok hosted TikTok Clubhouse, a physical hub where athletes, 
creators, and brands came together to capture and share unique content tied 

to the moment.



For sponsoring brands, this meant moving beyond traditional placements or 
post-game amplification. They became part of the conversation audiences 

were already engaged in, as momentum around the game continued to build 
across TikTok.

Spotlight:
In the US, the lead sponsor, DORITOS® leaned on TikTok as a main 
part of its Big Game strategy, creating a multi-sensory experience 
centered on its core flavours.

Ulta Beauty joined TikTok Clubhouse with a game-day prep and self-
expression activation, inviting creators and athletes to get ready for the 
moment while discovering curated Ulta Beauty products

Canadian brands can now own such opportunities by way of TikTok's 
extensive partnerships roster across entertainment, music, sports, 
lifestyle and more. Reach out to your TikTok Account Expert to learn 
more.

Game
Post
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FIFA World Cup 2026™
TikTok and FIFA reach 
first-of-its-kind Preferred 
Platform agreement to 
enhance coverage of FIFA

World Cup 2026TM

The most inclusive event in soccer 
history has today become even more 
accessible, with an innovative 
partnership between TikTok and FIFA set 
to bring millions of fans even closer to 
the action and excitement at the FIFA 
World Cup 2026TM.

TikTok will become FIFA’s first-ever 
Preferred Platform, which will lead to an 
enhanced level of collaboration and 
integration, allowing TikTok to offer more 
comprehensive FIFA World Cup 2026 
coverage, including increased original 
content, while becoming the go-to place 
for fans and creators throughout the 
tournament.

The Preferred Platform partnership will 
be anchored by TikTok’s immersive FIFA 
World Cup 2026 hub, a bustling nexus 
powered by TikTok GamePlan that will 
enable fans to discover engaging 
content that brings the 48-team 
tournament to life alongside match ticket 
and viewing information, as well as 
participation incentives like custom 
stickers, filters and gamification

features.

For the first time, TikTok and FIFA will 
build a robust creator program that will 
provide a select group of global TikTok 
creators with game-changing access to 
incredible behind-the-scenes moments   
– such as press conferences and training 
sessions – and in the process, give fans

unique, relatable perspectives on the 
FIFA World Cup experience on TikTok. 
Additionally, a wide group of creators will 
receive the opportunity to use and co-
create FIFA archival footage.

“FIFA’s goal is to share the exhilaration of the FIFA World 
Cup 2026 with as many fans as possible, and we can’t think 
of a better way to further that mission during the biggest 
event in sports history than to have TikTok as the 
tournament’s Preferred Platform.”

— FIFA Secretary General Mattias Grafström
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Where 
Marketers Are

Investing Next

Logo Takeover
When users open TikTok, your brand takes center stage. Logo 

Takeover transforms the TikTok logo with custom animation 
and branded creative, turning the first moment in the app into 

a bold signal of partnership and cultural presence.

The Kantar Media Reactions 2025 
study named TikTok as the platform 
marketers are most likely to increase 
investment in for 2026, capturing a 
broader reassessment already 
underway in media planning. TikTok’s 
position in those discussions reflects 
how central the platform has 
become to modern attention and 
brand presence.

With that in mind, the real question 
becomes how brands are actually 
showing up. On TikTok, investment is 
increasingly taking shape through 
formats designed to capture attention 
quickly, hold it, and leave a clear 
impression. Our new innovations show 
how advertisers are securing visibility 
across some of the platform’s most 
valuable moments.

TikTok is the #1 platform where 
marketers plan to increase their 
ad spend in 2026.

Source: Kantar Media Reactions 2025

Make an immediate 
impact by becoming the 
first thing people see 
when opening TikTok
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Guide users to your 
TopView ad to deepen 
engagement and amplify 
your presence
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Prime Time
Prime Time is a new sequential ad format that allows brands to deliver up to three 
ads to the same user on the For You Feed within a 15-minute time window.

01 Tell a story across three sequential 
ads, with each video building on 

the last as viewers keep
scrolling.

TikTok Content

Prime Time Ad 1

TikTok Content02 Each ad appears between user 
videos within the same viewing 
session.
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TikTok Content

Prime Time Ad 2

03 Choose when the sequence runs, 
from tentpole events to peak 
usage moments like the Big
Game.

TikTok Content

Prime Time Ad 3
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Show up alongside the best of TikTok with the 
TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Pulse Tastemakers
places your brand right alongside them. The result is a 
natural alignment with creators
that audiences already trust and the content 
they are actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Pulse Mentions 
places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.

Now testing in the U.S. onl y. Coming soon to Canada.
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Prime Time
Prime Time is a new sequential ad format that allows brands to deliver up to three 
ads to the same user on the For You Feed within a 15-minute time window.

01 Tell a story across three sequential 
ads, with each video building on 

the last as viewers keep
scrolling.

TikTok Content

Prime Time Ad 1

TikTok Content02 Each ad appears between user 
videos within the same viewing 
session.
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TikTok Content

Prime Time Ad 2

03 Choose when the sequence runs, 
from tentpole events to peak 
usage moments like the Big
Game.

TikTok Content

Prime Time Ad 3

TikTok Content
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TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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result is a chance to
show up at the 
exact moment people are already 
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Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.

Now testing in the U.S. onl y. Coming soon to Canada.
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TopReach
Maximize your reach across our highest visibility placements — TopView and 
TopFeed — in a single day with TopReach. That's enhanced ad delivery across 
TikTok's two most premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
audiences, giving you the 
most cost-efficient path to 
audience ownership.

02 Deliver your message with 
controlled frequency and 
stronger cost per reach.

A leading Technology, Media, and Telecommunications advertiser 
used TopReach to drive nationwide awareness for a holiday

campaign, maximizing the impact of their TV creative within a 
single day. The
campaign delivered highly efficient reach alongside 
strong brand lift and significant
incremental audience gains beyond 
linear TV.

66million
unique reach

One Day Max 
Reach

Show your message in 
either placements, to 

100% of the day’s 
available audience with a 
controlled frequency of 1.

or

TopFeed

First in-feed ad

TopView

First video seen

Organic Content

Organic Content

Organic Content

incremental reach

(+27 million users vs. linear TV)

+30%

+6.1
brand association lift

%

-57
decrease in average 
cost per reach

+6.5
ad recall lift

%

%
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TopReach
Maximize your reach across our highest visibility placements — TopView and 
TopFeed — in a single day with TopReach. That's enhanced ad delivery across 
TikTok's two most premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
audiences, giving you the 
most cost-efficient path to 
audience ownership.

02 Deliver your message with 
controlled frequency and 
stronger cost per reach.

TopView

First video seen

Organic Content

Organic Content

Organic Content

One Day Max 
Reach

Show your message in 
either placements, to 

100% of the day’s 
available audience with a 
controlled frequency of 1.

or

TopFeed

First in-feed ad

A leading Technology, Media, and Telecommunications advertiser in 
the US, used TopReach to drive nationwide awareness for a 
holiday
campaign, maximizing the impact of their TV creative 
within a single day. The
campaign delivered highly efficient reach 
alongside strong brand lift and significant
incremental audience 
gains beyond linear TV.

66million
unique reach

incremental reach

(+27 million users vs. linear TV)

+30% -57
decrease in average 
cost per reach

%

+6.5
ad recall lift

%+6.1
brand association lift

%

Source: TikTok Brand Lift Study, US 2026 
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 Now Showing:
[Your Brand]

The stage for modern entertainment and video is happening on TikTok.

Every creator, every tentpole moment, every piece of entertainment is the 
show. This is where audiences gather and where culture plays out in real time.

For brands, that means showing up in the moments people are already 
watching, with formats that are measurable and built for how video is actually 
experienced today.

The stage has 
been set for you.

Now it’s time to 
show up where 
the show is.
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experienced today.
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show up where 
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Show Up

Show Is
Where the

The platform at the 
center of modern video
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Tune into the biggest show 
on the internet.
TikTok has become a central force in 
modern video.

Centre of Attention
An audience gathering daily for the world's 
most dynamic show.

Incremental Audiences
TikTok reaches audiences you won't find 
on other video platforms.

When the Moment Moves to 
TikTok
The Big Game's other arena, TikTok 
Clubhouse, and the FIFA World Cup 2026™.

Where Marketers Are 
Investing Next
Logo Takeover
Prime Time
Pulse Suite
TopReach

Now Showing: [Your Brand]
The stage has been set for you.

03

Tune into the
hottest show

on the
internet.
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TikTok has become a

central force in modern video.
Audiences are engaging on the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, major cultural moments, live 
experiences, and high-profile 
partnerships are increasingly defining 
the viewing experience on TikTok. 
TikTok is a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!
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Attention
Centre of In the first two months of 2026

+18
views YoY
(compared to the same period in 2025)

%

+66
(compared to the same period in 2025)

videos posted YoY

In the first two months of 2026

%An audience gathering daily for 
the world’s most dynamic show.

Source: TikTok Internal Data, CA, January 2025 to February 2026

+1 billion
global users
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TikTok adds double-digit exclusive reach 
to both linear and CTV platforms for 
18-44 year olds

TikTok Exclusive Reach (A18 - 44)

TikTok Standalone

100%

12.70%
75%

50%
30.30%

25%

74.70%

Linear

42.52%

CTV

0%

Source: Nielsen Media Impact, Total Universe, Digital, CTV & Linear (Broadcast & Cable 
based on ad supported content), 6/1/24-6/30/24, P18-14 Total Reach
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Moves to
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TikTok
Moments used to belong to the broadcast: a championship game, a holiday, a 
product launch. Brands showed up around them, often through a television spot, 
and the moment passed as the program ended.
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Toda  the centre of gravit h as shifted

The energy surrounding moments now lives on TikTok, where 
audiences gather to experience the action from a seemingly infinite 
number of angles at once. Instead of a single broadcast, people move 
through highlights, commentary, reactions, and different perspectives 
that appear almost instantly in the feed. The experience feels more 
engaging and closer to the cultural conversation unfolding around the 
moment.

For advertisers, this changes the role they 
can play. Instead of appearing alongside 
a moment after it has already been 
defined, brands have the opportunity to 
show up inside the flow of attention as it 
forms. On TikTok, joining the moment 
often means becoming part of how the

moment is experienced.
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25
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Game
Post

11

The Big Game's 
Other Arena
During the most recent Big Game, viewer behavior reflected clear second-screen 
usage: engagement surged immediately following the halftime show and 
repeatedly spiked during televised commercial breaks, closely aligning with 
pauses in live gameplay.



In other words, when the action on the main screen paused, attention shifted

to TikTok. Instead of waiting for play to resume, audiences turned to the 
platform to catch reactions, highlights, and commentary surrounding the game, 
creating a second stream of engagement alongside the broadcast itself.
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TikTok activity during The Big Game
Our viewers clearly treated TikTok as their go-to second screen. Engagement surged 
right after the halftime show finished, and consistently spiked in perfect sync when the 
action stopped and the TV commercial breaks came on.
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Break

TV Ad  
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TV Ad 
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Break
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Break
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Break

TV Ad 
Break
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Break

TV Ad 
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TV Ad 
Break

TV Ad 
Break

TV Ad 
Break

TV Ad 
Break

TV Ad 
BreakTV Ad 

Break

TV Ad 
Break

TV Ad 
Break

Pre Game 1st Quarter 2nd Quarter Halftime Show 3rd Quarter

Source: TikTok Internal Data (US), February 8th 2026  6:40 p.m. to 10:28 p.m
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Inside TikTok
Clubhouse

TikTok’s presence extends beyond the broadcast. Leading up to the 2026 Big 
Game, TikTok hosted TikTok Clubhouse, a physical hub where athletes, 
creators, and brands came together to capture and share unique content tied 

to the moment.



For sponsoring brands, this meant moving beyond traditional placements or 
post-game amplification. They became part of the conversation audiences 

were already engaged in, as momentum around the game continued to build 
across TikTok.

Spotlight:

In the US, the lead sponsor, DORITOS® leaned on TikTok as a main part of 
its Big Game strategy, creating a multi-sensory experience centred on its 
core flavours.

Ulta Beauty joined TikTok Clubhouse with a game-day prep and self-
expression activation, inviting creators and athletes to get ready for the 
moment while discovering curated Ulta Beauty products

Canadian brands can now own such opportunities by way of TikTok's 
extensive partnerships roster across entertainment, music, sports, lifestyle 
and more. Reach out to your TikTok Account Expert to learn more.

14

Game
Post
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FIFA World Cup 2026™
TikTok and FIFA reach 
first-of-its-kind Preferred 
Platform agreement to 
enhance coverage of FIFA

World Cup 2026TM

The most inclusive event in soccer 
history has today become even more 
accessible, with an innovative 
partnership between TikTok and FIFA set 
to bring millions of fans even closer to 
the action and excitement at the FIFA 
World Cup 2026TM.

TikTok will become FIFA’s first-ever 
Preferred Platform, which will lead to an 
enhanced level of collaboration and 
integration, allowing TikTok to offer more 
comprehensive FIFA World Cup 2026 
coverage, including increased original 
content, while becoming the go-to place 
for fans and creators throughout the 
tournament.

The Preferred Platform partnership will 
be anchored by TikTok’s immersive FIFA 
World Cup 2026 hub, a bustling nexus 
powered by TikTok GamePlan that will 
enable fans to discover engaging 
content that brings the 48-team 
tournament to life alongside match ticket 
and viewing information, as well as 
participation incentives like custom 
stickers, filters and gamification

features.

For the first time, TikTok and FIFA will 
build a robust creator program that will 
provide a select group of global TikTok 
creators with game-changing access to 
incredible behind-the-scenes moments   
– such as press conferences and training 
sessions – and in the process, give fans

unique, relatable perspectives on the 
FIFA World Cup experience on TikTok. 
Additionally, a wide group of creators will 
receive the opportunity to use and co-
create FIFA archival footage.

“FIFA’s goal is to share the exhilaration of the FIFA World 
Cup 2026 with as many fans as possible, and we can’t think 
of a better way to further that mission during the biggest 
event in sports history than to have TikTok as the 
tournament’s Preferred Platform.”

— FIFA Secretary General Mattias Grafström
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Where 
Marketers Are

Investing Next
The Kantar Media Reactions 2025 
study named TikTok as the platform 
marketers are most likely to increase 
investment in for 2026, capturing a 
broader reassessment already 
underway in media planning. TikTok’s 
position in those discussions reflects 
how central the platform has 
become to modern attention and 
brand presence.

With that in mind, the real question 
becomes how brands are actually 
showing up. On TikTok, investment is 
increasingly taking shape through 
formats designed to capture attention 
quickly, hold it, and leave a clear 
impression. Our new innovations show 
how advertisers are securing visibility 
across some of the platform’s most 
valuable moments.

TikTok is the #1 platform where 
marketers plan to increase their 
ad spend in 2026.

Source: Kantar Media Reactions 2025

Logo Takeover
When users open TikTok, your brand takes centre stage. Logo 

Takeover transforms the TikTok logo with custom animation 
and branded creative, turning the first moment in the app into 

a bold signal of partnership and cultural presence.
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Introduce your brand as

a central part of a cultural 
moment by co-branding 
with TikTok Home
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Guide users to your 
TopView ad to deepen 
engagement and amplify 
your presence

Make an immediate 
impact by becoming the 
first thing people see 
when opening TikTok
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Prime Time
Prime Time is a new sequential ad format that allows brands to deliver up to three 
ads to the same user on the For You Feed within a 15-minute time window.

01 Tell a story across three sequential 
ads, with each video building on 

the last as viewers keep
scrolling.

TikTok Content

Prime Time Ad 1

TikTok Content02 Each ad appears between user 
videos within the same viewing 
session.
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TikTok Content

Prime Time Ad 2

03 Choose when the sequence runs, 
from tentpole events to peak 
usage moments like the Big
Game.

TikTok Content

Prime Time Ad 3

TikTok Content
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Pulse Suite
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Show up alongside the best of TikTok with the 
TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Pulse Tastemakers
places your brand right alongside them. The result is a 
natural alignment with creators
that audiences already trust and the content 
they are actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Pulse Mentions 
places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.

Now testing in the U.S. onl y. Coming soon to Canada.
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TopReach
Maximize your reach across our highest visibility placements — TopView and 
TopFeed — in a single day with TopReach. That's enhanced ad delivery across 
TikTok's two most premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
audiences, giving you the 
most cost-efficient path to 
audience ownership.

02 Deliver your message with 
controlled frequency and 
stronger cost per reach.

TopView

First video seen

Organic Content

Organic Content

Organic Content

One Day Max 
Reach

Show your message in 
either placements, to 

100% of the day’s 
available audience with a 
controlled frequency of 1.

or

TopFeed

First in-feed ad

A leading Technology, Media, and Telecommunications advertiser in 
the US, used TopReach to drive nationwide awareness for a 
holiday
campaign, maximizing the impact of their TV creative 
within a single day. The
campaign delivered highly efficient reach 
alongside strong brand lift and significant
incremental audience 
gains beyond linear TV.

66million
unique reach

incremental reach

(+27 million users vs. linear TV)

+30% -57
decrease in average 
cost per reach

%

+6.5
ad recall lift

%+6.1
brand association lift

%

Source: TikTok Brand Lift Study, US 2026 
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 Now Showing:
[Your Brand]

The stage for modern entertainment and video is happening on TikTok.

Every creator, every tentpole moment, every piece of entertainment is the 
show. This is where audiences gather and where culture plays out in real time.

For brands, that means showing up in the moments people are already 
watching, with formats that are measurable and built for how video is actually 
experienced today.

The stage has 
been set for you.

Now it’s time to 
show up where 
the show is.
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modern video.
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An audience gathering daily for the world's 
most dynamic show.
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TikTok reaches audiences you won't find 
on other video platforms.
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The Big Game's other arena, TikTok 
Clubhouse, and the FIFA World Cup 
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TikTok has become a

central force in modern video.
Audiences are engaging on the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, major cultural moments, live 
experiences, and high-profile 
partnerships are increasingly defining 
the viewing experience on TikTok. 
TikTok is a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!
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Attention
Centre of In the first two months of 2026

+18
views YoY
(compared to the same period in 2025)

%

+66
(compared to the same period in 2025)

videos posted YoY

In the first two months of 2026

%An audience gathering daily for 
the world’s most dynamic show.

Source: TikTok Internal Data, CA, January 2025 to February 2026

+1 billion
global users
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video platforms.
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TikTok adds double-digit exclusive reach 
to both linear and CTV platforms for 
18-44 year olds

TikTok Exclusive Reach (A18 - 44)

TikTok Standalone
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Linear

42.52%
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Source: Nielsen Media Impact, Total Universe, Digital, CTV & Linear (Broadcast & Cable 
based on ad supported content), 6/1/24-6/30/24, P18-14 Total Reach
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Moments used to belong to the broadcast: a championship game, a holiday, a 
product launch. Brands showed up around them, often through a television spot, 
and the moment passed as the program ended.
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Toda  the centre of gravit h as shifted

The energy surrounding moments now lives on TikTok, where 
audiences gather to experience the action from a seemingly infinite 
number of angles at once. Instead of a single broadcast, people move 
through highlights, commentary, reactions, and different perspectives 
that appear almost instantly in the feed. The experience feels more 
engaging and closer to the cultural conversation unfolding around the 
moment.

For advertisers, this changes the role they 
can play. Instead of appearing alongside 
a moment after it has already been 
defined, brands have the opportunity to 
show up inside the flow of attention as it 
forms. On TikTok, joining the moment 
often means becoming part of how the

moment is experienced.
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The Big Game's 
Other Arena
During the most recent Big Game, viewer behavior reflected clear second-screen 
usage: engagement surged immediately following the halftime show and 
repeatedly spiked during televised commercial breaks, closely aligning with 
pauses in live gameplay.



In other words, when the action on the main screen paused, attention shifted

to TikTok. Instead of waiting for play to resume, audiences turned to the 
platform to catch reactions, highlights, and commentary surrounding the game, 
creating a second stream of engagement alongside the broadcast itself.
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TikTok activity during The Big Game
Our viewers clearly treated TikTok as their go-to second screen. Engagement surged 
right after the halftime show finished, and consistently spiked in perfect sync when the 
action stopped and the TV commercial breaks came on.
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4th Quarter
Post 

Game

12

13

Inside TikTok
Clubhouse

TikTok’s presence extends beyond the broadcast. Leading up to the 2026 Big 
Game, TikTok hosted TikTok Clubhouse, a physical hub where athletes, 
creators, and brands came together to capture and share unique content tied 

to the moment.



For sponsoring brands, this meant moving beyond traditional placements or 
post-game amplification. They became part of the conversation audiences 

were already engaged in, as momentum around the game continued to build 
across TikTok.

Spotlight:

In the US, the lead sponsor, DORITOS® leaned on TikTok as a main part of 
its Big Game strategy, creating a multi-sensory experience centred on its 
core flavours.

Ulta Beauty joined TikTok Clubhouse with a game-day prep and self-
expression activation, inviting creators and athletes to get ready for the 
moment while discovering curated Ulta Beauty products

Canadian brands can now own such opportunities by way of TikTok's 
extensive partnerships roster across entertainment, music, sports, lifestyle 
and more. Reach out to your TikTok Account Expert to learn more.
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FIFA World Cup 2026™
TikTok and FIFA reach 
first-of-its-kind Preferred 
Platform agreement to 
enhance coverage of FIFA

World Cup 2026TM

The most inclusive event in soccer 
history has today become even more 
accessible, with an innovative 
partnership between TikTok and FIFA set 
to bring millions of fans even closer to 
the action and excitement at the FIFA 
World Cup 2026TM.

TikTok will become FIFA’s first-ever 
Preferred Platform, which will lead to an 
enhanced level of collaboration and 
integration, allowing TikTok to offer more 
comprehensive FIFA World Cup 2026 
coverage, including increased original 
content, while becoming the go-to place 
for fans and creators throughout the 
tournament.

The Preferred Platform partnership will 
be anchored by TikTok’s immersive FIFA 
World Cup 2026 hub, a bustling nexus 
powered by TikTok GamePlan that will 
enable fans to discover engaging 
content that brings the 48-team 
tournament to life alongside match ticket 
and viewing information, as well as 
participation incentives like custom 
stickers, filters and gamification

features.

For the first time, TikTok and FIFA will 
build a robust creator program that will 
provide a select group of global TikTok 
creators with game-changing access to 
incredible behind-the-scenes moments   
– such as press conferences and training 
sessions – and in the process, give fans

unique, relatable perspectives on the 
FIFA World Cup experience on TikTok. 
Additionally, a wide group of creators will 
receive the opportunity to use and co-
create FIFA archival footage.

“FIFA’s goal is to share the exhilaration of the FIFA World 
Cup 2026 with as many fans as possible, and we can’t think 
of a better way to further that mission during the biggest 
event in sports history than to have TikTok as the 
tournament’s Preferred Platform.”

— FIFA Secretary General Mattias Grafström
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Where 
Marketers Are

Investing Next
The Kantar Media Reactions 2025 
study named TikTok as the platform 
marketers are most likely to increase 
investment in for 2026, capturing a 
broader reassessment already 
underway in media planning. TikTok’s 
position in those discussions reflects 
how central the platform has 
become to modern attention and 
brand presence.

With that in mind, the real question 
becomes how brands are actually 
showing up. On TikTok, investment is 
increasingly taking shape through 
formats designed to capture attention 
quickly, hold it, and leave a clear 
impression. Our new innovations show 
how advertisers are securing visibility 
across some of the platform’s most 
valuable moments.

TikTok is the #1 platform where 
marketers plan to increase their 
ad spend in 2026.

Source: Kantar Media Reactions 2025

Logo Takeover
When users open TikTok, your brand takes centre stage. Logo 

Takeover transforms the TikTok logo with custom animation 
and branded creative, turning the first moment in the app into 

a bold signal of partnership and cultural presence.
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Introduce your brand as

a central part of a cultural 
moment by co-branding 
with TikTok Home

Friends 25
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493
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12,930

Inbox
Profile

Guide users to your 
TopView ad to deepen 
engagement and amplify 
your presence

Make an immediate 
impact by becoming the 
first thing people see 
when opening TikTok

Top View

Your

Ad
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Prime Time
Prime Time is a new sequential ad format that allows brands to deliver up to three 
ads to the same user on the For You Feed within a 15-minute time window.

01 Tell a story across three sequential 
ads, with each video building on 

the last as viewers keep
scrolling.

TikTok Content

Prime Time Ad 1

TikTok Content02 Each ad appears between user 
videos within the same viewing 
session.
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TikTok Content

Prime Time Ad 2

03 Choose when the sequence runs, 
from tentpole events to peak 
usage moments like the Big
Game.

TikTok Content

Prime Time Ad 3

TikTok Content
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Your

Third

Ad

Pulse Suite
12,930

875

Show up alongside the best of TikTok with the 
TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Pulse Tastemakers
places your brand right alongside them. The result is a 
natural alignment with creators
that audiences already trust and the content 
they are actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Pulse Mentions 
places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.

Now testing in the U.S. onl y. Coming soon to Canada.
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TopReach
Maximize your reach across our highest visibility placements — TopView and 
TopFeed — in a single day with TopReach. That's enhanced ad delivery across 
TikTok's two most premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
audiences, giving you the 
most cost-efficient path to 
audience ownership.

02 Deliver your message with 
controlled frequency and 
stronger cost per reach.

TopView

First video seen

Organic Content

Organic Content

Organic Content

One Day Max 
Reach

Show your message in 
either placements, to 

100% of the day’s 
available audience with a 
controlled frequency of 1.

or

TopFeed

First in-feed ad

A leading Technology, Media, and Telecommunications advertiser in 
the US, used TopReach to drive nationwide awareness for a 
holiday
campaign, maximizing the impact of their TV creative 
within a single day. The
campaign delivered highly efficient reach 
alongside strong brand lift and significant
incremental audience 
gains beyond linear TV.

66million
unique reach

incremental reach

(+27 million users vs. linear TV)

+30% -57
decrease in average 
cost per reach

%

+6.5
ad recall lift

%+6.1
brand association lift

%

Source: TikTok Brand Lift Study, US 2026 
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 Now Showing:
[Your Brand]

The stage for modern entertainment and video is happening on TikTok.

Every creator, every tentpole moment, every piece of entertainment is the 
show. This is where audiences gather and where culture plays out in real time.

For brands, that means showing up in the moments people are already 
watching, with formats that are measurable and built for how video is actually 
experienced today.

The stage has 
been set for you.

Now it’s time to 
show up where 
the show is.
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Tune into the biggest show 
on the internet.
TikTok has become a central force in 
modern video.

Centre of Attention
An audience gathering daily for the world's 
most dynamic show.

Incremental Audiences
TikTok reaches audiences you won't find 
on other video platforms.

When the Moment Moves 
to TikTok
The Big Game's other arena, TikTok 
Clubhouse, and the FIFA World Cup 
2026™.

Where Marketers Are 
Investing Next
Logo Takeover
Prime Time
Pulse Suite
TopReach

Now Showing: [Your Brand]
The stage has been set for you.

03

Tune into the
biggest show

on the
internet.
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FriendsHome

TikTok has become a

central force in modern video.
Audiences are engaging inside the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, mini dramas, major cultural 
moments, live experiences, and high-
profile partnerships are increasingly 
defining the viewing experience on 
TikTok. What began as a simple short-
form environment is evolving into a 
fully realized video platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!

username
Caption to be provided
#insert #hashtags #here

Home Friends

25

Inbox

12,930

875

493

126

Profile

0403

Tune into the
hottest show

on the
internet.
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FriendsHome

TikTok has become a

central force in modern video.
Audiences are engaging on the 
platform with remarkable frequency, 
drawn by a viewing experience that 
feels dynamic, personalized, and 
culturally immediate. The platform’s 
influence is visible not only in sheer 
numbers, but in how broader culture 
has taken so much shape around it.



That influence is being reinforced by 
the continued expansion of content 
across TikTok. Premium publisher 
videos, major cultural moments, live 
experiences, and high-profile 
partnerships are increasingly defining 
the viewing experience on TikTok. 
TikTok is a fully realized video 
platform.

For brands, TikTok now stands as the 
place capable of delivering the scale, 
attention, and presence that define 
modern brand-building.



Now it’s time to take 
your seats... the show 
is about to start!
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Attention
Centre of In the first two months of 2026

+18
views YoY
(compared to the same period in 2025)

%

+66
(compared to the same period in 2025)

videos posted YoY

In the first two months of 2026

%An audience gathering daily for 
the world’s most dynamic show.

Source: TikTok Internal Data, CA, January 2025 to February 2026

+1 billion
global users
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TikTok reaches

won't find on other
audiences you

video platforms.
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TikTok adds double-digit exclusive reach 
to both linear and CTV platforms for 
18-44 year olds

TikTok Exclusive Reach (A18 - 44)

TikTok Standalone

100%

12.70%
75%

50%
30.30%

25%

74.70%

Linear

42.52%

CTV

0%

Source: Nielsen Media Impact, Total Universe, Digital, CTV & Linear (Broadcast & Cable 
based on ad supported content), 6/1/24-6/30/24, P18-14 Total Reach
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When the

Moves to
Moment 

TikTok
Moments used to belong to the broadcast: a championship game, a holiday, a 
product launch. Brands showed up around them, often through a television spot, 
and the moment passed as the program ended.

username
Caption to be provided
#insert #hashtags #here

Home Friends

25

Inbox

12,930

875

493

126

Profile

12,930

875

493

126

Toda  the centre of gravit h as shifted

The energy surrounding moments now lives on TikTok, where 
audiences gather to experience the action from a seemingly infinite 
number of angles at once. Instead of a single broadcast, people move 
through highlights, commentary, reactions, and different perspectives 
that appear almost instantly in the feed. The experience feels more 
engaging and closer to the cultural conversation unfolding around the 
moment.

For advertisers, this changes the role they 
can play. Instead of appearing alongside 
a moment after it has already been 
defined, brands have the opportunity to 
show up inside the flow of attention as it 
forms. On TikTok, joining the moment 
often means becoming part of how the

moment is experienced.
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Game
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The Big Game's 
Other Arena
During the most recent Big Game, viewer behavior reflected clear second-screen 
usage: engagement surged immediately following the halftime show and 
repeatedly spiked during televised commercial breaks, closely aligning with 
pauses in live gameplay.



In other words, when the action on the main screen paused, attention shifted

to TikTok. Instead of waiting for play to resume, audiences turned to the 
platform to catch reactions, highlights, and commentary surrounding the game, 
creating a second stream of engagement alongside the broadcast itself.

U
.S

. U
se

r A
ct

iv
ity

TikTok activity during The Big Game
Our viewers clearly treated TikTok as their go-to second screen. Engagement surged 
right after the halftime show finished, and consistently spiked in perfect sync when the 
action stopped and the TV commercial breaks came on.
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Inside TikTok
Clubhouse

TikTok’s presence extends beyond the broadcast. Leading up to the 2026 Big 
Game, TikTok hosted TikTok Clubhouse, a physical hub where athletes, 
creators, and brands came together to capture and share unique content tied 

to the moment.



For sponsoring brands, this meant moving beyond traditional placements or 
post-game amplification. They became part of the conversation audiences 

were already engaged in, as momentum around the game continued to build 
across TikTok.

Spotlight:
In the US, the lead sponsor, DORITOS® leaned on TikTok as a main part 
of its Big Game strategy, creating a multi-sensory experience centred 
on its core flavours.

Ulta Beauty joined TikTok Clubhouse with a game-day prep and self-
expression activation, inviting creators and athletes to get ready for the 
moment while discovering curated Ulta Beauty products

Canadian brands can now own such opportunities by way of TikTok's 
extensive partnerships roster across entertainment, music, sports, lifestyle 
and more. Reach out to your TikTok Account Expert to learn more.
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FIFA World Cup 2026™
TikTok and FIFA reach 
first-of-its-kind Preferred 
Platform agreement to 
enhance coverage of FIFA

World Cup 2026TM

The most inclusive event in soccer 
history has today become even more 
accessible, with an innovative 
partnership between TikTok and FIFA set 
to bring millions of fans even closer to 
the action and excitement at the FIFA 
World Cup 2026TM.

TikTok will become FIFA’s first-ever 
Preferred Platform, which will lead to an 
enhanced level of collaboration and 
integration, allowing TikTok to offer more 
comprehensive FIFA World Cup 2026 
coverage, including increased original 
content, while becoming the go-to place 
for fans and creators throughout the 
tournament.

The Preferred Platform partnership will 
be anchored by TikTok’s immersive FIFA 
World Cup 2026 hub, a bustling nexus 
powered by TikTok GamePlan that will 
enable fans to discover engaging 
content that brings the 48-team 
tournament to life alongside match ticket 
and viewing information, as well as 
participation incentives like custom 
stickers, filters and gamification

features.

For the first time, TikTok and FIFA will 
build a robust creator program that will 
provide a select group of global TikTok 
creators with game-changing access to 
incredible behind-the-scenes moments   
– such as press conferences and training 
sessions – and in the process, give fans

unique, relatable perspectives on the 
FIFA World Cup experience on TikTok. 
Additionally, a wide group of creators will 
receive the opportunity to use and co-
create FIFA archival footage.

“FIFA’s goal is to share the exhilaration of the FIFA World 
Cup 2026 with as many fans as possible, and we can’t think 
of a better way to further that mission during the biggest 
event in sports history than to have TikTok as the 
tournament’s Preferred Platform.”

— FIFA Secretary General Mattias Grafström

16

17

Where 
Marketers Are

Investing Next
The Kantar Media Reactions 2025 
study named TikTok as the platform 
marketers are most likely to increase 
investment in for 2026, capturing a 
broader reassessment already 
underway in media planning. TikTok’s 
position in those discussions reflects 
how central the platform has 
become to modern attention and 
brand presence.

With that in mind, the real question 
becomes how brands are actually 
showing up. On TikTok, investment is 
increasingly taking shape through 
formats designed to capture attention 
quickly, hold it, and leave a clear 
impression. Our new innovations show 
how advertisers are securing visibility 
across some of the platform’s most 
valuable moments.

TikTok is the #1 platform where 
marketers plan to increase their 
ad spend in 2026.

Source: Kantar Media Reactions 2025

Logo Takeover
When users open TikTok, your brand takes centre stage. Logo 

Takeover transforms the TikTok logo with custom animation 
and branded creative, turning the first moment in the app into 

a bold signal of partnership and cultural presence.
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a central part of a cultural 
moment by co-branding 
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Guide users to your 
TopView ad to deepen 
engagement and amplify 
your presence

Make an immediate 
impact by becoming the 
first thing people see 
when opening TikTok
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Prime Time
Prime Time is a new sequential ad format that allows brands to deliver up to three 
ads to the same user on the For You Feed within a 15-minute time window.

01 Tell a story across three sequential 
ads, with each video building on 

the last as viewers keep
scrolling.

TikTok Content

Prime Time Ad 1

TikTok Content02 Each ad appears between user 
videos within the same viewing 
session.
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TikTok Content

Prime Time Ad 2

03 Choose when the sequence runs, 
from tentpole events to peak 
usage moments like the Big
Game.

TikTok Content

Prime Time Ad 3

TikTok Content
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Third
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Pulse Suite
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Show up alongside the best of TikTok with the 
TikTok Pulse Suite. Aligning with this content helps 
brands reach new audiences that other channels 
and campaigns risk missing.
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New Innovations to Pulse
Pulse Tastemakers

Some creators hold people’s attention the second they appear in the feed. 
Pulse Tastemakers
places your brand right alongside them. The result is a 
natural alignment with creators
that audiences already trust and the content 
they are actively watching.

Pulse Mentions Pulse Core View+
Sometimes the conversation is 
already about you. Pulse Mentions 
places your ads next to
videos 
where creators are talking about 
your brand or your category. The 
result is a chance to
show up at the 
exact moment people are already 
paying attention.

Not every view carries the same 
weight. Pulse Core View+ focuses

delivery on viewers more likely to 
watch for at least six seconds. The 
result is stronger attention while

maintaining the reach Pulse is built to 
deliver. Currently available for Pulse 
Max and Pulse Category.

Now testing in the U.S. onl y. Coming soon to Canada.
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TopReach
Maximize your reach across our highest visibility placements — TopView and 
TopFeed — in a single day with TopReach. That's enhanced ad delivery across 
TikTok's two most premium placements through a simple buying experience.

01 03Reach the day’s available 
audience across TikTok’s 
highest-visibility placements.

Optimize for unique 
audiences, giving you the 
most cost-efficient path to 
audience ownership.

02 Deliver your message with 
controlled frequency and 
stronger cost per reach.

TopView

First video seen

Organic Content

Organic Content

Organic Content

One Day Max 
Reach

Show your message in 
either placements, to 

100% of the day’s 
available audience with a 
controlled frequency of 1.

or

TopFeed

First in-feed ad

A leading Technology, Media, and Telecommunications advertiser in 
the US, used TopReach to drive nationwide awareness for a 
holiday
campaign, maximizing the impact of their TV creative 
within a single day. The
campaign delivered highly efficient reach 
alongside strong brand lift and significant
incremental audience 
gains beyond linear TV.

66million
unique reach

incremental reach

(+27 million users vs. linear TV)

+30% -57
decrease in average 
cost per reach

%

+6.5
ad recall lift

%+6.1
brand association lift

%

Source: TikTok Brand Lift Study, US 2026 
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 Now Showing:
[Your Brand]

The stage for modern entertainment and video is happening on TikTok.

Every creator, every tentpole moment, every piece of entertainment is the 
show. This is where audiences gather and where culture plays out in real time.

For brands, that means showing up in the moments people are already 
watching, with formats that are measurable and built for how video is actually 
experienced today.

The stage has 
been set for you.

Now it’s time to 
show up where 
the show is.
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