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TikTok global
monthly active users

92 /o

TikTok users take action after
watching a TikTok

Source: A: TikTok Internal Data, Global, September 2021
B: TikTok Marketing Science Global, Time Well Spent
Custom Research, conducted by Kantar, March 2021

1.2X

more likely to be
solely focused on TikTok

20%

More likely to say ads on TikTok are
memorable vs. ads on other video
platforms

Source: TikTok Marketing Science Global Entertaining Ads Study
(US Results) 2022 conducted by Marketcast

TikTOK [ €€see

4

viewers say TikTok ads
catch their attention vs ads
that were not made for
TikTok specifically

3.3«

more action driven by
TikTok-First ads vs ads
on other platforms

4

0

Source: A: TikTok Marketing Science Global Creative First Study 2022 conducted
by Ipsos. / B: TikTok Marketing Science Global Entertaining AdsStudy 2022
conducted by Marketcast
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TikTok platform

High quality attention

o

Creative

High entertainment value that
sparks high emotions

y

Good Return
on Creative

o)’ TikTok ( eresee

Not every second of an ad is equally
valuable across platforms

| like the ad | like the brand

A + A —I—

Strongly agree
Strongly agree

o

2 4 6 8 0 2 4 6 8 10

Seconds looking at product Seconds looking at brand

+ Significantly higher than other platforms -|— Significantly higher than other platforms

Tik Tok Other platforms Tik Tok 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



TikTok platform

High quality attention

o

Creative

High entertainment value
that sparks high emotions

y

Good Return
on Creative

o)’ TikTok ( eresee

14% 15% 25%

uplift in uplift in uplift in brand
brand opinion likeability uniqueness

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



TikTok platform

High quality attention

o

Creative

High entertainment value that
sparks high emotions

y

Good Return
on Creative

o)’ TikTok ( eresee

Positive impact on
business outcomes:

Awareness and

. ) Purchase intent
consideration

Brand affect ROAS
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We tested:

respondents

Hello!
@bgt ®

Not quite the answer Bruno was
looking for! #bgt

#britainsgottalent #mbl4 ad S
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d" TikTok (eyesee)

Replicated TikTok Feed } Behavioral research metrics } Survey: brand metrics }




o)’ TikTok (eyesee

@ Higher chance for positive » Increase of ad stopping
emotional response power

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



o)’ TikTok (eyesee

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
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20%
15%
10%

%

Interested —— —— Engagement —~——- EE Benchmark

Source: Behavioral insights TikTok creatives that work, Global Study, conducted by EyeSee in 2023
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consider better brand more brand
purchase opinion Interest

Source: Behavioral insights TikTok creatives that work, Global Study, conducted by EyeSee in 2023
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Marie Corcoran - Global Brand
Strategy and Communications at 3M

Hey Marie, what insights provided
by the study were specifically
interesting to you?

Marie Corcora

Original sound

 Q @ &

home search inbox profile
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Ad recall Awareness

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

Quality creative
Is a key factor

driving impact /
2sec 6sec Viewing Time (sec) 2sec 6sec Viewing Time (sec)

0 5 10 0 5 10

Lift
Lift

In a skippable world with
endless content, creativity Is
the key to breaking through

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
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Brand KPIs increase when
brands introduce variety

5% +23% +25%

uplift on branding In engagement in time watched prefer content
variety brands

TikTok Marketing Science North America Value in Variety Study [US, CA] 2023, conducted by Alter Agents
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Nora
Vula]

Research
& Insights Manager

™M

nora.vulaj@bytedance.com

@) @)

eyesee

Marija
Smuda

Advertising &
Innovation Insights
Director

™M

marija.smudja@eyesee-research.com
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Global Business
Development
Manager
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