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TikTok global

monthly active users

TikTok users take action after 

watching a TikTok

more likely to be 

solely focused on TikTok

More likely to say ads on TikTok are 

memorable vs. ads on other video 

platforms

viewers say TikTok ads 

catch their attention  vs ads

that were not made for

TikTok specifically

more action driven by 

TikTok-First ads vs ads
on other platforms

Source: A: TikTok Internal Data, Global, September 2021

B: TikTok Marketing Science Global, Time Well Spent

Custom Research, conducted by Kantar, March 2021

Source: TikTok Marketing Science Global Entertaining Ads Study

(US Results) 2022 conducted by Marketcast

Source: A: TikTok Marketing Science Global Creative First Study 2022 conducted

by Ipsos. / B: TikTok Marketing Science Global Entertaining AdsStudy 2022

conducted by Marketcast





TikTok platform

High quality attention

High entertainment value that

sparks high emotions

Creative

Good Return

on Creative

Significantly higher than other platforms

1. Source:: Neuro Insight report "TikTok: Successfully Advertise on the World's Hottest Content Platform", US, June 2021.

2. Source: Marketing Science US Brand Building 2021 conducted by DIRT. 3. Source: TikTok Marketing Science,

Value of a View Internal Meta-Analysis, 2021 4. Source: Marketing Science UK Brand Building 2021 conducted by Neurons Inc

I like the brand

Significantly higher than other platforms
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TikTok platform

High quality attention

High entertainment value

 that sparks high emotions

Creative

Good Return

on Creative

14%
uplift in

brand opinion

15%
uplift in

likeability

25%
uplift in brand

uniqueness

Source: Behavioral insights TikTok creatives that work, Global Study, conducted by EyeSee in 2023
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Positive impact on

business outcomes:

Awareness and 

consideration

ROASBrand affect

Purchase intent

TikTok platform

High quality attention

High entertainment value that

sparks high emotions

Good Return

on Creative

Creative



We tested:

7280 respondents

56 ads 

20 cross-industry brands



Replicated TikTok Feed Behavioral research metrics Survey: brand metrics



Source: Behavioral insights TikTok creatives that work, Global Study, conducted by EyeSee in 2023



of stopping power achieved

by Scotch-Brite’s TikTok First ads

(significantly higher vs. NA

benchmark for CPG industry)

Source: Behavioral insights TikTok creatives that work, Global Study, conducted by EyeSee in 2023



Engagement

Source: Behavioral insights TikTok creatives that work, Global Study, conducted by EyeSee in 2023



consider

purchase

better brand

opinion

more brand

interest

Source: Behavioral insights TikTok creatives that work, Global Study, conducted by EyeSee in 2023





In a skippable world with

endless content, creativity is

the key to breaking through

High-quality ads Poor-quality ads High-quality ads Poor-quality ads

1. Source: TikTok Marketing Science Global Information Density Study 2021 conducted by Neuro-Insight 2. Source: TikTok Marketing Science US SMB Creative Effectiveness Study 2021, conducted by Lumen



Return On Creatives

•

brands can see better business results when they 
lean into quality content that resonates. 

Source: TikTok Marketing Science North America Value in Variety Study [US, CA] 2023, conducted by Alter AgentsTikTok Marketing Science North America Value in Variety Study [US, CA] 2023, conducted by Alter Agents
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We leave you

with this…

Test across

formats

and platforms
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