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INTRODUCTION

TOPICS COVERED

COMMUNITY METRICS OVER RAW REACH

HOW FAMILIARITY DRIVES ACTION

BROADCAST VS TWO WAY DIALOGUE

o Koo KoK

TURN BELONGING INTO BEHAVIOUR




- A DECADE IN DIGITAL STRATEGY, SOCIAL
COMMUNITY BUILDING AND VIRAL CAMPAIGNS

 PREVIOUSLY: HEAD OF TIKTOK AT NONSENSICAL
AGENCY WITH CLIENTS - MARKS & SPENCER -

SPECSAVERS - GO.COMPARE

« NOW: FREELANCE DIGITAL CONSULTANT —
PORTFOLIO INCLUDES - RIMMEL LONDON -
THATCHERS - URBAN TANDOOR

« PERSONAL: 166K ON TIKTOK - 70K ON INSTAGRAM
- CHANNEL 4 - DISNEY+ - TIKTOK




TIKTOK STATS

10% 202 % 81%

OF GEN Z USE TIKTOK TO OF TIKTOK USERS IN THE UK OF CONSUMERS SARY THEY
DISCOVER PRODUCTS, AND US ARE OVER 30. HAVE TO TRUST A BRAND
PLACES AND BRANDS FASTEST GROWING AUDIENCE BEFORE BUYING FROM THEM

COHORT 35 - 55

13%

OF TIKTOK USERS SAY THEY
FEEL DEEPER CONNECTION
TO BRANDS ON TIKTOK VS
OTHER PLATFORMS

MORE LIKELY TO
REPURCHASE FROM BRANDS
THEY CAN INTERACT WITH
DIRECTLY







FOLLOWERS DONT EQUAL COMMUNITY
TWO DIFFERENT COMMERCIAL OUTCOMES

FOLLOWERS COMMUNITY

GIVES YOU NUMBERS GIVES YOU CONNECTION

CONSUMES PARTICIPATES
LISTENS RESPONDS
ARE PASSIVE STRANGERS BECOMES FRIENDS

CAN LEAVE ANYTIME STAYS TO BE A PART OF IT




WHAT DOES COMMUNITY LOOK LIKE? @S

N MAKING REAL WORLD PLANS BECAUSE OF

CONTENT @ "

I've just found this account.. I'm literally trying to
arrange a girls trip to Bristol &5 @

2023-10-22 Reply O g}

N SHARING VIDEOS TO THEIR PERSONAL GROUP 0
c H n T s | really want to come to Bristol now!!!

2023-920 Reply . &y

e Donald-Patrick
N HAVING WHOLE CONVERSATIONS IN THE sl napeyorcuryis s gond 5 vou

COMMENT SECTION o262 Repy @ 0o O

Urban Tandoor - Creator

You coming tonight?

2023-6-2 Reply AT LD

\/ SHARING INSIDE JOKES ONLY YOUR COMMUNITY View  replies
GETS .iZ.Ze

elite

2023-6-2 Reply




e TRUST IN TRADITIONAL ADVERTISING HAS BEEN FALLING FOR A DECADE, WITH THE
SHIFT BEING THAT PEOPLE CONSUME EVERYTHING DIGITALLY NOW

e HOWEVER, ATTENTION IS NOW FRAGMENTED ACROSS MORE PLATFORMS THAN EVER

o CUSTOMER ACQUISITION COSTS KEEP CLIMBING: RETENTION HAS NEVER BEEN MORE
VALUABLE

PEOPLE BUY FROM PEOPLE AND COMMUNITIES THEY RECOGNISE. NOT CORPORATIONS
® THEY DON'T







ISN'T TIKTOK JUST AN APP FOR TEENAGERS DOING DANCES?

4 4 4

\| THE FASTEST
GROWING RUDIENCE
CO-HORT IS 30+

TIKTOK HAS EVOLVED HUGELY SINCE
ITS INCEPTION. BRANDS WHO IGNORE
IT AS A PLATFORM ARE MISSING OUT
ON LUCRATIVE OPPORTUNITIES TO
CONNECT WITH POTENTIAL
CUSTOMERS.

\| TIKTOK IS BUILD
FOR DISCOVERY,
NOT TREND CHASING

THE ALGORITHM IS OPTIMISED TO
SURFACE CONTENT THAT ERARNS
REPEAT ATTENTION FROM THE SAME
PEOPLE. IT'S INCREDIBLY SMART AND
TARGETS INDIVIDUARLS WHO ARE
ALREADY INTERACTING WITH SIMILAR
CONTENT THEMES.

\| TRENDS ARE 0UT.
RECOGNISABLE
FORMATS ARE IN.

BRANDS THAT CHASE RANDOM
VIRAL MOMENTS RENT THE
AUDIENCE FOR A DAY. BRANDS THAT
NURTURE A NICHE COMMUNITY OWN
THE RELATIONSHIP FOR YEARS.




@ , SAVE RATE
THIS IS YOUR MODERN DAY BOOKMARK. YOUR RUDIENCE AND POTENTIAL
CUSTOMERS ARE TELLING YOU, “I WANT TO COME BACK TO THIS LATER.”

COMMENT DEPTH
2 o
HOW ARE YOUR AUDIENCE COMMENTING? REPLIES TO YOU, THREADS

AND TAGGING THEIR FRIENDS - ALL PROOF OF CONVERSATION.

REPEAT VIEWERS

3 O
MEMBERS OF YOUR COMMUNITY THAT KEEP COMING BACK FOR YOU, NOT FOR
THE ALGORITHM.







YOUDN'T NEED TOGQUISPEND THERGM, YOJUNEED TOSHON P

N STRATEGY AND STYLE ON TIKTOK DOES NOT NEED
T0 SWALLOW YOUR WHOLE MARKETING BUDGET

N TIKTOK ENCOURAGES AUTHENTIC, HUMAN
CONNECTION, NOT PRODUCTION POLISH

CONSISTENCY BEATS GLOSSY. EVERY SINGLE
N TIME (QUALITY OVER QUANTITY)

\/ DON'T OVERTHINK IT, TRUST YOUR GUT SO RS
NOT TO WATER CONTENT DOWN




THREEPILLARS FCR GOMMWNITY BULDNG

-

N\ AUTHRNTIGTY

YES THS IS A TIKTAK BUZZWRD
BUN IT'SINGREDBLY IMPQRTANT. Be
human, not pol ished. Share the
wins and the messy bits. Make
content that means something
to you, YOR BRAND ® BIBNESS
the things you care about, your
community wil | too.

-

N\l PRESENCE

PGSTINGGNSSTENT GNTENT NBEH B
TOBE A PART (- YOR SIRATHY,
HOVEVER DO NO WIORESTIMATE
TH=E PQVER G- PREENCE REPLY TO
QIMENTS LEAVE GIMENTS N
O HR BRACSCGNTENT R REATRS
WITHN YQR NIGE LUKE ANDREPGHT
GNTENT WHOH SHRES THRMES OF
YOQRSTORBMINDTHE ALGRITHM.

-
\] LUSTENING

If you're not | istening to your
community, you are not
buldng one You are
broadcasting to strangers.
What they comment, what they
ask, what they M, THS AL
MAKES WP PART G YQAR
SIRATEY, AD IT'S RIGT IN
FRONT G-YQAU




PERSONALITY X OONSISTENCY X TIME

PERSONALITY

Individual s within your business who are camera conf ident and have a personal ity that connects. Not everyone
IS comf ortabe or wants to be on camera, and that’s X. Don’t f orce them. That wil | transl ate in the content.

Instead, put acal | out toyour teams, work with those who are interested, whowil | bring passion. Be caref ul
If rel ying too heavil y one individual .

CONISTENCY

Lking those same individual s, shoot in a repeatabl e and recognisabl e setting. sl owl y, this becomes a ritual
f or your community or new f ol | owers. bef ore they have a chance toscral | by, the instantl y know what brand
account they are watching on tikTok because they’ve seen it enough times and recognise the styl e.

TIME

Buil ding a conmunity does not happen overnight. trust compounds sl owl y and most brands quit af ter the 3
month mark. Lucidpress's State of Brand Gnsistency report f ound that brands maintaining a consistent

Identity across touchpoints see an average revenue upl if t of 23%. nsistency isn't acreative virtue. It is a
commercial one.



stop broadcasting
start participating
*



| Isten bef ore you | aunch

e Fesearch what your demographic are consuming, what toks are they
sitting iIn? What are they watching?

e What do they care about? What are they vocal about? Are there any
threads here you can touch on in your content themes?

e What do they find f unny? Db they want to be entertained, educated or
iInspired? Where doyoufeel youfitin?

o What kind of | anguage are they using? sl ang, | okes etc. can you become
what your community Is by rel ating to them and ref | ecting them?




HW DOESYQR BRANDJON THE
ONLINE GNVERSATION?
ANDDOYOQUEVEN WANT TO?

X*



know when to | oin
know when to sit out

join In Sit out

controversial topics that

trending pop cul ture aren't your fight

positive content re: your brand  tragedy and sensitive news

Or Services cycl es
competitors (if you're feel ing anywhere you've got nothing
bol d!) usef ul to add

moments your wit or products trust your gut: nothing you'd
might add something regret in a week




how tol Isten out | oud

o REPLY TOGMMENTSWITHGNTENT: TAK WITHYQR GMMWNITY DRECTLY;
THY HHL. S\ ANDHEARD

o SIITAHAND QR DLET: CQALABQRATEWITHYQR CMMWNITY

TEST IN PUBLIC AX YQRR GMMWNITY THER THAGT SOl PRADUT S PRIANG
o WHAI THEY NEEDQR WANT. AX THERGM HRST SOTHY HHL INGLULHD
IMPQRTANT ANDPART OF THEPRQAUESS

o LIVEIN THEGMMENT ETION: BRINGYQR BRANDINTOYQR GCMMUWNITIES
GNTENT, SPPART THEM LIKEABEST RRIENDWQULDDBO




BH NGNGBECMES BEAVIALR
*



BELONGNGSHONS P AS

N FGOFALL: FOLAQVERSWHOTRAVH,
QHBEEADGHX IN f rom content

N REPEAT PLRA-ASRS A BT MERSWHOBWY THE
NEXT PR WITH BENGAKED

ADVAOACY: TAG THER RRIENDS SHRESTOTHE
N I\C/IRC%I'PHG_AT’ REATES UEC ON\LINEWRDQF

LOIALTY: FRGVENESSWHRN THNGS GO
N WROIG CHRNCEWHEN THNGS G2T NOSY




three brands

one shif t
X
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THE PRGBLEM

-

Nl younger
demographic
writing them of f

 younger shoppers avoiding M&S
| eaning into Zara or asos

e viewed as f rumpy, conservative:
what your grandma might wear

e | osing rel evance war

-

N food hal | thriving,
but coul dn’t carry
the business

« M&SFood s, one of the strongest
grocery propositions in the
country

 food represented | ess than 60%
of the company's revenue

e It coul dn't of f set the cl othing
and home division

-

Nl dropped by the
ftse

e dropped by the WK's premier
stock market index

 For aheritage British institution:
thebrand had | ost it’s pl ace




how m&S turned 1t around

o M&Srecruited 19 of their own empl oyees, real store staff and head of fice
col | eagues to post about M&Scl othing, home and f ood on their own personal
social accounts. the cohort's combined reachis over 300,000 f ol | owers

e 600+ storel evel TikTok accounts givingl ocal fl avour, andal ong form social
structure that operates an al ways on approach and f eel s more accessibl e

they cast ambassadors at every demographic: Farron G ark hitting the
e (&n Zbracket, Mel Hol dbrook-Akposoe for mil | ennial s and Gl | 1an
Anderson anchoring the 40+ women's market

Designed both hal ves of the business to be worth posting about, creating
® user generated content: food hal | and fashion 1 oor al ike.




Soclal Impressions

21 mil | 1on

New Customers

E”
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THE PRGBLEM

-

\| the content was
too obvious

e showcasing the restaurant
Interior and dishes was
predictabl e and boring

e did not give the viewer any
val ue or reason to keep
watching

-

N\l food content Is
over saturated

e incredibl y dif ficul t tocut
through and make impact when
f ood and drink content is so over
saturated

-

A\ trying too hard

e content on the history of curry
and specif ic dishes wasn'’t

rel atabl e to the target
audience



how urban tandoor turned it around

o Changed up the strategy to incl ude members of the team appearing in the
content; individual s with personal ity | eaned into the | oy of tiktok

e scrapped f ood promotion compl etel y. instead, f ocussed on humour as the
product f or the community watching

started curating parodies of hit songs and| eaning into pop cul ture
e moments. reactive to cul tural happenings and what the demographic
were interacting with

o thefun musical experience extends into the restaurant experience.
pl aying the songs, staf f dancing and encouraging a party atmosphere




of the restaurant
bookings now come

f rom tiktok




couldn’t get close enough because they threw them
way before |. Could see what kind. My neighbors lawn
comPany was drinking beer at 7am | am apalled at this
behavior they control such powerful equipment and
then drive around with it it feels so so irresponsible of
them to do this I'm not sure who to tell about this
since they through away the evidence in there truck
before | could get it.




THE PRGBLEM

-

\| water is water

 how do you make the most
generic | iquid on earth exciting?

e BEvery pl ayer sel | s the same
product in sl ightl y dif ferent

packaging.

-

Nl competing against
coca-col a, Pepsi
etc.

e (Mmpetingfor shel f space
against eca-@l a, PepsiC and
Nestl € and budgets they
coul dn't possibl y match.

e Astartup coul dn't outspend
[Casani, Aquaf ina, Snart Water,
Bvian or Perrier on conventional

advertising

-

Nl category under
fire

e The whol e bottl ed water
category under fire. pl astic
pal | ution, sustainabil ity
backl ash, "why pay f or tap"
cynicism




how | Iquid death turned It around

o they bet everything on conmunity. | aunched a content series reading
hate mail , posts and angry comments about their product on camera
| eaned into the conf usion around the product’s packaging

e they took customer and fan submitted advertising concepts and turned
them into real paid ad campaigns

they | aunched a paid community membership cal | ed the country cl ub.
® customers pay tobe apart of the brand

| iquid death turned the | east shocking thing in the worl d, water, into a
@ desirabl e proposition with punk branding and tagl ines such as ‘murder
your thirst’




263 mil | 1on

revenue in 2023

1.4 bil 1'1on

E” val uation in 2024




trust I1s the new reach
*



TRUST GOMPQAONDS

N \orioritise your community: Gmmunity

ed metrics predict RQ better than raw reach

Famil 1arity is buil t by recognisabl e peopl e In
N recognisalc))ll ef ormatg. not by bigger budgets

your comment section Is the cheapest
N research department abrand has ever had

Bel onging Is a commercial asset. it shows up as
N footfal | , repeat purchase, advocacy and | oyal ty




thank you
*
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