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I’m nat 👋 
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

of Gen Z use TikTok to
discover products,
places and brands

40% 52%
of tiktok users in the UK

and US are over 30.
fastest growing audience

cohort 35 - 55

81%
of consumers say they
have to trust a brand

before buying from them

73%
of tiktok users say they
feel deeper connection
to brands on tikTok vs

other platforms

1.6x
more likely to

repurchase from brands
they can interact with

directly



THE COMMERCIAL POWER OF TIKTOK

NO LONGER LIVES IN THE VIEWS.

IT LIVES IN THE RELATIONSHIPS.



FOLLOWERS DONT EQUAL COMMUNITY

TWO DIFFERENT COMMERCIAL OUTCOMES 

FOLLOWERS COMMUNITY

GIVES YOU NUMBERS

CONSUMEs

LISTENs

ARE PASSive STRANGERS

can leave anytime

gives you connection

Participates

responds

becomes friends

stays to be a part of it



making real world plans because of
content

WHAT DOES COMMUNITY LOOK LIKE?

sharing videos to their personal group
chats

having whole conversations in the
comment section

sharing inside jokes only your community
gets



Trust in traditional advertising has been falling for a decade, with the
shift being that people consume everything digitally now

community used to be a nice to have, it’s
now the most resilient asset for brands

however, attention is now fragmented across more platforms than ever

customer acquisition costs keep climbing; retention has never been more
valuable

people buy from people and communities they recognise. not corporations
they don’t



community led metrics 

beat raw reach



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

The fastest
growing audience
co-hort is 30+

TikTok is build
for discovery,
not trend chasing

Trends are out.
Recognisable
formats are in.

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.

The algorithm is optimised to
surface content that earns
repeat attention from the same
people. it’s incredibly smart and
targets individuals who are
already interacting with similar
content themes.

Brands that chase random
viral moments rent the
audience for a day. Brands that
nurture a niche community own
the relationship for years.
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STOP COUNTING EYEBALLS:

START COUNTING EVIDENCE OF TRUST

Save rate
This is your modern day bookmark. Your audience and potential
customers are telling you, “I want to come back to this later.”

Repeat viewers
Members of your community that keep coming back for you, not for
the algorithm.

COMMENT DEPTH
How are your audience commenting? Replies to you, threads
and tagging their friends - all proof of conversation.



humanise your brand through

recogniseable formats



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

YOU DON ’T NEED TO OUTSPEND THE ROOM, YOU NEED TO SHOW UP

TIKTOK ENCOURAGES AUTHENTIC, HUMAN
CONNECTION, NOT PRODUCTION POLISH 

CONSISTENCY BEATS GLOSSY, EVERY SINGLE
TIME (QUALITY OVER QUANTITY)

DON’T OVERTHINK IT, TRUST YOUR GUT SO AS
NOT TO WATER CONTENT DOWN



THREE PILLARS FOR COMMUNITY BUILDING

AUTHENTICITY PRESENCE LISTENING

YES THIS IS A TIKTOK BUZZWORD
BUT IT’S INCREDIBLY IMPORTANT. Be
human, not polished. Share the
wins and the messy bits. Make
content that means something
to you, YOUR BRAND OR BUSINESS.
the things you care about, your
community will too.

POSTING CONSISTENT CONTENT NEEDS
TO BE A PART OF YOUR STRATEGY,
HOWEVER DO NOT UNDERESTIMATE
THE POWER OF PRESENCE. REPLY TO
COMMENTS, LEAVE COMMENTS ON
OTHER BRANDS CONTENT OR CREATORS
WITHIN YOUR NICHE. LIKE AND REPOST
CONTENT WHICH SHARES THEMES OF
YOURS TO REMIND THE ALGORITHM.

If you're not listening to your
community, you are not
building one. You are
broadcasting to strangers.
What they comment, what they
ask, what they DM, THIS ALL
MAKES UP PART OF YOUR
STRATEGY, AND IT’S RIGHT IN
FRONT OF YOU.



PERSONALITY X CONSISTENCY X TIME

Individuals within your business who are camera confident and have a personality that connects. Not everyone
is comfortabe or wants to be on camera, and that’s OK. Don’t force them. That will translate in the content.
Instead, put a call out to your teams, work with those who are interested, who will bring passion. Be careful
if relying too heavily one individual. 

PERSONALITY

CONSISTENCY

TIME

Using those same individuals, shoot in a repeatable and recognisable  setting. slowly, this becomes a ritual
for your community or new followers. before they have a chance to scroll by, the instantly know what brand
account they are watching on tikTok because they’ve seen it enough times and recognise the style.

Building a community does not happen overnight. trust compounds slowly and most brands quit after the 3
month mark. Lucidpress's State of Brand Consistency report found that brands maintaining a consistent
identity across touchpoints see an average revenue uplift of 23%. Consistency isn't a creative virtue. It is a
commercial one.



stop broadcasting

start participating



research what your demographic are consuming, what toks are they
sitting in? What are they watching?

listen before you launch

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

what do they find funny? Do they want to be entertained, educated or
inspired? Where do you feel you fit in?

what kind of language are they using? slang, jokes etc. can you become
what your community is by relating to them and reflecting them?



HOW DOES YOUR BRAND JOIN THE

ONLINE CONVERSATION?

AND DO YOU EVEN WANT TO? 



know when to join

know when to sit out

join in sit out

trending pop culture
positive content re: your brand

or services 
competitors (if you’re feeling

bold!) 
moments your wit or products

might add something

controversial topics that
aren’t your fight

tragedy and sensitive news
cycles

anywhere you’ve got nothing
useful to add

trust your gut: nothing you’d
regret in a week



REPLY TO COMMENTS WITH CONTENT: TALK WITH YOUR COMMUNITY DIRECTLY;
THEY FEEL SEEN AND HEARD

how to listen out loud

STITCH AND/OR DUET: COLLABORATE WITH YOUR COMMUNITY

TEST IN PUBLIC: ASK YOUR COMMUNITY THEIR THOUGHTS ON PRODUCTS, PRICING,
WHAT THEY NEED OR WANT. ASK THE ROOM FIRST SO THEY FEEL INCLUDED,
IMPORTANT AND PART OF THE PROCESS

LIVE IN THE COMMENT SECTION: BRING YOUR BRAND INTO YOUR COMMUNITIES’
CONTENT, SUPPORT THEM LIKE A BEST FRIEND WOULD DO



BELONGING BECOMES BEHAVIOUR 



FOOTFALL: FOLLOWERS WHO TRAVEL, 
QUEUE AND CHECK IN from content 

BELONGING SHOWS UP AS

REPEAT PURCHASERS: CUSTOMERS WHO BUY THE
NEXT PRODUCT WITHOUT BEING ASKED

ADVOCACY: TAGS THEIR FRIENDS, SHARES TO THE
GROUP CHAT, CREATES UGC, ONLINE WORD OF
MOUTH

LOYALTY: FORGIVENESS WHEN THINGS GO
WRONG, DEFENCE WHEN THINGS GET NOISY



three brands

one shift 



SPENCER
MARKS &



THE PROBLEM 

younger
demographic
writing them off 

food hall thriving,
but couldn’t carry
the business

dropped by the 
ftse

younger shoppers avoiding M&S:
leaning into Zara or asos

viewed as frumpy, conservative:
what your grandma might wear

losing relevance war

M&S Food is, one of the strongest
grocery propositions in the
country

food represented less than 60%
of the company's revenue

It couldn't offset the clothing
and home division 

dropped by the UK's premier
stock market index

For a heritage British institution:
the brand had lost it’s place



M&S recruited 19 of their own employees, real store staff and head office
colleagues to post about M&S clothing, home and food on their own personal
social accounts. the cohort's combined reach is over 300,000 followers
 

how m&S turned it around

600+ store level TikTok accounts giving local flavour, and a long form social
structure that operates an always on approach and feels more accessible

they cast ambassadors at every demographic: Farron Clark hitting the
Gen Z bracket, Mel Holdbrook-Akposoe for millennials and Gillian
Anderson anchoring the 40+ women's market

Designed both halves of the business to be worth posting about, creating
user generated content: food hall and fashion floor alike.



RESULTS

21 million

1.4 million

Social impressions

new customers



URBAN
TANDOOR



THE PROBLEM 

the content was
too obvious

food content Is
over saturated 

showcasing the restaurant
interior and dishes was
predictable and boring

did not give the viewer any
value or reason to keep
watching

incredibly difficult to cut
through and make impact when
food and drink content is so over
saturated 

content on the history of curry
and specific dishes wasn’t
relatable to the target
audience 

trying too hard



changed up the strategy to include members of the team appearing in the
content; individuals with personality leaned into the joy of tiktok

how urban tandoor turned it around

scrapped food promotion completely. instead, focussed on humour as the
product for the community watching

started curating parodies of hit songs and leaning into pop culture
moments. reactive to cultural happenings and what the demographic
were interacting with

the fun musical experience extends into the restaurant experience.
playing the songs, staff dancing and encouraging a party atmosphere



RESULTS

40%
of the restaurant

bookings now come

from tiktok



DEATHLIQUID



THE PROBLEM 

water is water competing against
coca-cola, Pepsi
etc.

category under 
fire

how do you make the most
generic liquid on earth exciting?

Every player sells the same
product in slightly different
packaging.

Competing for shelf space
against Coca-Cola, PepsiCo and
Nestlé and budgets they
couldn't possibly match.

A startup couldn't outspend
Dasani, Aquafina, Smart Water,
Evian or Perrier on conventional
advertising

The whole bottled water
category under fire. plastic
pollution, sustainability
backlash, "why pay for tap"
cynicism



they bet everything on community. launched a content series reading
hate mail, posts and angry comments about their product on camera.
leaned into the confusion around the product’s packaging

how liquid death turned it around

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

they launched a paid community membership called the country club.
customers pay to be a part of the brand. 

liquid death turned the least shocking thing in the world, water, into a
desirable proposition with punk branding and taglines such as ‘murder
your thirst’ 



RESULTS

263 million
revenue in 2023

1.4 billion
valuation in 2024



trust is the new reach



prioritise your community: Community
led metrics predict ROI better than raw reach

TRUST COMPOUNDS

Familiarity is built by recognisable people in
recognisable formats. not by bigger budgets

your comment section is the cheapest
research department a brand has ever had

Belonging is a commercial asset. it shows up as
footfall, repeat purchase, advocacy and loyalty



thank you
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