d TikTok

Christmas
in July

[ 8July 2026 | Brisbane

How to win Peak Season on the engine
that multiplies every "Watch it. Love it.
Want it." moment.




Welcome to TikTok
Incubator!




SECTION COMPLETE
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Amy
Bradshaw

General Manager, Global Business Solutions
TikTok ANZ
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The
journey
got

The path-to-purchase has become
more fractured and that's made
things harder.

Source: Joyfull Utility, IPSOS x TikTok, 2025
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It's harder,
hot easier.

Commerce has become frictionfull,
not frictionless.

/1"

see no improvement,
or even an increase,
in the time and effort
required to make a
purchase decision.

Source: Joyfull Utility, IPSOS x TikTok, 2025







1n5

Consumers started their
holiday shopping this month.







Users start searching
within 30 seconds of
opening the app.

85"

Say TikTok helps them learn
more about products they're
considering and speeds up
decision-making.

Of TikTok users are likely
to purchase a brand
because of content seen
on TikTok.

CONFIDENTIAL & PROPRIETARY



Watchit. Love it. Want



Sources: 1. Kantar Media Reactions 2025, 2. TikTok User Data, Global, 2026, 3 TikTok Marketing Science EUI TikTok for Full Funnel Research 2023 conducted by Materia, 4. TikTok Marketing Science US, Commerce Landscape Study 2024, commissioned by TikTok in collaboration with Ipsos
[ ] |
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Bouggie

Windows is one of the
best companies | have
ever seen. | love them
and their work.

Windows
@ What an honor! &

Lalajam

| always smell

good with
glossier

Glossier
Because it smells
like you

TikTokers would progress a
brand in their consideration
after seeing their ad

Thought-Leadership
From Query-To-Cart
with Deloitte

CONFIDENTIAL & PROPRIETARY
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say shoppable content and
ads on TikTok make them
want to purchase a brand,
product or service

Thought-Leadership
Joyful Utility in the

Age of Consideration
Burnout with IPSOS
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BUY-IT.



d TikTok



d TikTok

Annika




This year has
been shaped by

rapid change.

The Squeeze is Real.

People are acutely aware of the ongoing
cost-of-living pressures heading into peak
season.

Global Uncertainty, Week to Week.

This shift is particularly evident in
non-essential categories.

Al continues to transform the way
we work & shop.

Al is changing how people discover, decide,

and buy, often faster than brands can react.

CONFIDENTIAL & PROPRIETARY
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2025

Was a recording
breaking year.

Shoppers spent record amounts,
but now, they are guarding every
dollar; Focus on driving emotional
ROl and value

Source: [1] CommBank IQ Powered by quantium [2] Deloitte Holiday Survey 2025



Winning the
International
Dollar

Shoppers are spending more.
But every purchase needs a
reason.

Source: [1] Marketing Charts US Sales Holiday 2025 [2] Deloitte US Holiday Survey 2025



The checkout

has moved to
TikTok Shop
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The opportunity isn’t
more shoppers. It's
more intentional
shoppers.




What unlocks additional
holiday spending

% of TikTok holiday shoppers who say this would motivate them
to spend more during the holiday season.

42 /o Want in a real-life gifting situation
41 /o Want in a see real reactions to receiving the gift

3 6 /0 Want curated bundles and gift sets

Source: NIQ x TikTok Holiday Study, 2026 (CQ9)
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What users are

WATCHING
LOVING

this season

Beauty & Care

Home & Living

+103"

+158"

+75

+770




Al Can Hunt Deals but
TikTok Closes the Sale

Tin2 46"

AU shoppers actively use hunt deals,
Al for product inspiration compare prices &
gift ideas

M

Source: PayPal eCommerce Index 2026, [2] Dloitte x TikTok From Query to Cart, Global, 2025



31% Reviews on stores
and retailers

7 (et

3 Australian Brands To

U Know R
*Indie Brand Edition

.4

LULU OMBRE MIDI NAT WHITE GATHERED

DRESS

@ How can we assist?

38% Customers reviews
and testimonials

33% Clothing
Hauls

Fashion &
Accessories

Shoppers

are looking
for

CONFIDENTIAL & PROPRIETARY
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44% Skincare routine
and tips

35% Product reviews
and testimonials

34% Makeup
tutorials

CONFIDENTIAL & PROPRIETARY
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39% Recipes and cooking
tips

33% Cooking
Hacks

behind the
scenes

27% Reviews and
recommendations on
grocery stores

CONFIDENTIAL & PROPRIETARY
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CYBER
GIFTS
CHRISTMAS

Q BLACKFRIDAY

BOXING DAY
BCFM
PEAK SEASON
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Where the 0
shopper 4 6 70
mindset

meets the At

TikTok feed G



11
TikTok was the
efficienc
outlier of the
season.”’

Triple Whale, BFCM
Report 2025




While other
platforms got more
expensive, TikTok
got more efficient

Platform Performance Snapshot (YoY Change)

Platform CPA CPM AOV ROAS
Meta +2% +8% +4% +3%
Google +34% +11% -2% -21%
Amazon +4% +52% +6% +3%
T T T B T
AppLovin -10% +53% -3% -4%
Pinterest +82% -3% +1% +61%

Source: Triple Whale, BFCM 2025 / TikTok Newsroom, December 2025



Peak Season Mindset

01

Maximise the Opportunity

Peak season is getting bigger and bigger
every year.

02

Start Now

Shoppers are intentional and they have
already started their wishlist. Plan now in
order to win.

03

TikTok drives Strong Efficiency

Make sure sure it's a core part of your
marketing mix to help acquire new customers
and lift average order value.

Confidential & Preprietary
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Jemma Stevens David Bradley

Client Partner, Fashion Client Partner, Lifestyle
TikTok TikTok



Get their
attention

Capture
conversion

BUY IT.

Scale your
creative

40



Secret Sauce =

K= - v -
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Get thelr
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Relatable

e

10+ Words

Leveraging trends is — Having 10 or more words 2.2x more likely to hook,
2.3x more likely to hook 26 9 eI hy 2 spoken in the first 2 seconds compared to using a
(vs. without) -ox more likely to hook. is 3.3x more likely to hook celebrity

Using relatable creators is

than <10 words



d TikTok

Partner with Creators




Creator

marketing

drives

~ 1in3

TikTok users who follow brands
followed them after seeing a
Creator post about them.’

)
performance Consideration 5 8 0
across the Trust & Relevance of users trust brands more when

funnel

introduced by TikTok creators vs.
traditional feed ads?

By naturally exemplifying TikTok's . 6 4 (o)

Creative Codes, creators drive Qonversmn

creative quality which delivers results Action & Purchase of users buy the product (online,
at every stage of the customer in-store, or on TikTok) after

journey

watching creator advertising?®

Source: 1. TikTok Marketing Science Global Community Interaction conducted by Material 2022x 2. TikTok Marketing Science Global Creators Drive Commerce conducted by Material 2022

CONFIDENTIAL & PROPRIETARY
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https://ads.tiktok.com/business/en/creative-codes
https://ads.tiktok.com/business/en/creative-codes
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https://docs.google.com/file/d/1ijzN1GhqfC0AlLN4nvFnxmoiIEwCV-pg/preview
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Ride the Trends




TikTok Speeds
of Culture

Trend Moments

Trending Now (short-term) On Trend (Long-term)



@lifeofnikki_o

Paid partnership


https://docs.google.com/file/d/1QCQqAtJ1AwGrRtFZvFEE81Qrd7pIz86e/preview

d TikTok

mmmmmmmmmmmmmmmmmmmmmm

iICé

O
>
o

=

O
0
k=

o

>

©
-

s\

|

. \ y, v’
¢ { ‘\-‘ ), \\ia‘«v.e\d
—— ¢ -
< B . I.Q.’( q,v.

N




JELLYCAT.

LONDON

fayt.

faytlabel

219.3K

Message

Sizes 6 to 26 in everything, always. Find us online
orinour 5 stores ¥
@ https://Ink.bio/faytthelabel

/)

o TikTok
@burben’y
A

CONFIDENTIAL & PROPRIETARY
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https://docs.google.com/file/d/1o-cHgsIV67XFhYKEYQJ3aaodJsmM7E_3/preview
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Capture their Conversion
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Capture Conversion

Product Demo
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https://docs.google.com/file/d/1PAmCt50nK4m6IlreJSxnqI48F9wq4Ewa/preview
https://docs.google.com/file/d/1jEF-FG5fw_ZA40lsv1yyzVamw5DEzVuJ/preview
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- § Capture Conversion




MARRY CTAs ADDITIVELY TO YOUR CONTENT

Right Place, Right Time

Adjust CTA
START OF
TIKTOK examples

Mol
anneueN

.z END CARDS
Product Cards are a [ 2 L
constant prompt that ] Y,
sets your visuals free Supercharge strong
CTAs with price
points

END

CONFIDENTIAL & PROPRIETARY
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e
' . A
. 1P
, 1",
Book that flight, book that hotel,
. BOOK THAT FLIGHT&

=3 CapCut - Add captioqs, boost views

S - 202,55'7«/3.1

Paid partnership

Playlist - Collabs/Ads >


https://docs.google.com/file/d/1npArkk1Ut3gTnvghJj5371RpxPHCBf3k/preview
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Perfect your Peak Creative



Match your content along

Planning and
inspiration

Shoppers begin planning for
the Holiday season—saving
gift ideas, researching wish
lists, and browsing while
building early baskets ahead
of major Oct sales. Early
birds share inspiration,
hosting tips and gift guides
while starting to stock up.

Source: TikTok internal data, NA, June-Sept 2025

their shopping journey

Social proof
and sharing

Shoppers showcase their
holiday hauls and purchases
while seeking validation and

feedback. Community
content fuels continued
inspiration and shopping,
with users heavily
emphasizing unboxings, gift
reactions, and festive outfit
trends.

Final deals

Shoppers fill remaining gaps
on their lists, while sharing
seasonal routines like
holiday party prep, winter
styling, and wrapping hacks.
Retailers push a final wave
of last-minute deals in
mid-to-late December, and
shoppers take full
advantage.

CONFIDENTIAL & PROPRIETARY
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d TikTok

So what does this look like in practice?

Let's look at the we saw
across top-performing Peak Season ads
in 2025.
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Discovery

Spark Awareness

tAtelyoulreadyitolcevealiyour
BlackiEridayidiscount

Consideration

Build Trust & Relevance

IBEACKIERIDAY]
\ViraliSalelRicks

Drive Action

e
O Fi

B

0Oz Hair and Beauty

Beauty, Shopnons



With Content Best Practices

Watch It.

(Awareness)

Want It.

(Conversion)

that resonate

Authentic, TikTok First. Brand is present but not aggressive.

Engaging & Viral Sounds & :
frends Fmer Natlvely Shot

Show up as a member of the community

"Edutainment” - Now that they're listening, lean in.

Teach (y)our community something new

Inspire action to drive action

How to Why It Matters

Urgency Sales/Promos Buy/Clear CTA Now

CONFIDENTIAL & PROPRIETARY
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Muscle Republic Motel Rocks Hourglass

. _— ——
1 -omem o o} ¥ STEM Community _Following For You, .Q

(Vi STEM Community Following ForYou Q

How to
drive
urgency?

Harness TikTok's Unique
to amplify

'j 10 60% off plugan
your offer extra 10% off e rcode: L LY10 1F This
Thursday 6am33 @ @Muscle Republic

i [ ®
30.06.26 »

=
|| Hourglass Vanish Akbrush Conceale.

MOTEL & elizabeth S8

° @Hourglass " metics mc
thourglasscosmetics Mhourg
#hourglassmoodexposure #r
#powderblush

Ad

#activewear #haul #eofysale . more

Ad

»
m
&



Don't forget our

Premium
Add-ons

Personalise the TikTok Ul to
increase engagement and
click-through.



https://docs.google.com/file/d/14sFcCLYyYFhh1qOOT30C1xInOkr-_bn6/preview
https://docs.google.com/file/d/1SSi6jtxuUgjrAniktHjZ9RVg8fo__-Ml/preview

Balancing
global consistency
with local relevance

Localise messaging and collaborate with
local creators to be relevant, build trust, and
creates content that resonates quickly.

Local Creator & Store
Location

Text Callout, Localised
Soundtrack & Location

Local Creator &
Market-Specific Language

CONFIDENTIAL & PROPRIETARY
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More chances




Better
creative
variety drives
24 % lower
CPA

Pro Tip:

‘We look at our best-performing Q4 content and ask: can we re-run it
through paid? That's how we found one of our best-performing ads
last year!

Shaina Rainford,
Bask and Lather

More creative variety:

23%

more brand
engagement’.

257

more time
watched'.

Better creative variety:

24%

lower CPA.
Same audience.
Same bids?.

il

Source: 1. TikTok Marketing Science NA Value in Variety Study 2023, Alter Agents 2.Source: TikTok
Marketing Science Global Repurposed Creative Study 2023, Material
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Scale your Peak Creative



TikTok Symphony

A suite of generative Al tools that helps you create TikTok content,
solve creative fatigue, and scale your own workflows for creativity.

(07 Image generation (02 Image to video () 3 Reference to video

A lady in casual

A 4 " » A
light denim H
= e
. /
\

¥
J &
X |

()7 Product Avatar () & Voiceover Avatar \/

CONFIDENTIAL & PROPRIETARY



Now in TikTok
Symphony

ByteDance's next-gen Al video model,
Dreamina Seedance 2.0, is now integrated
into TikTok Symphony, so you can spend less
time editing, more time creating.

Simply upload product images, enter your
prompt, select Dreamina Seedance 2.0, set

i +
your desired video length, and create instantly. &—I (S:t(:;)sllts:ﬁlgtg /‘.' E?:(tieurction & $itl)(r':'toel(r1tl=ti|t"satt Feels


https://docs.google.com/file/d/1h_0xgsJ8Y1NKsunMG2EZR5T4UK14Bo7w/preview

" TikTok One

Produce more high-performing creative, faster with TikTok's
all-in-one creative platform for creator marketing.

Content Creator Content
Suite at Scale

TikTok Creative
Exchange

Creator Marketing

CONFIDENTINL & PROPRIETARY
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Get their

attention Capture

conversion
Product
Call To

Interactive
Ad Ons

Watchiit.
Love it.
Want it

Scale your
creative

TikTok One

Content
Suite

Symphony
Al

74
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Jordan
Gambile

Client Solutions Mana ger, Commerce




Discovery at Scale

Be the first spark of inspiration on every holiday wish list.

Overall Peak
Season Strategy -
Outshine the seasonal noise and capture high-value shoppers youw( how to execute that

anywhere else. on TikTok

Cultural Relevance and Trend Acceleration
Ensure your products don't just follow the trends; ensure they are the trends

Turn creator-led authenticity into your biggest "must-have" sales driver.

Full Funnel Commerce Engine

The shortest path from discovery to action, from crafting the wishlist to unboxing the gift



Source: TikTok Internal Data, Australia, 2025

Conversions

CONFIDENTIAL & PROPRIETARY
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A performance-
only strategy
ighores how real
decisions are
made

Discovery

Brands grow awareness with ad
solutions & For You Feed

Users shop & tell, creating organic
content that sparks joy

Brand
Accelerates

Consideration

With entertaining content, users
increase purchase intent &
willingness to buy

Participation

More users are inspired and join in the
conversation, growing excitement
about the brand and products




A performance-
only strategy
ighores how real
decisions are
made

Review
Brands grow awareness with ad Users shop & tell, creating organic
solutions & For You Feed content that sparks joy
Community
Amplifies

Users inspired
to buy & sales

grow
Participation

With entertaining content, users More users are inspired and join in the

increase purchase intent & conversation, growing excitement

willingness to buy about the brand and products

CONFIDENTIAL & PROPRIETARY
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Branding Performance




Emphasise MOF

%
Branding 87 O | Performance

The Undecided
Maijority




@ The GMV Max holiday engine ) Cr

Identify your key dates

SINEURVST S
Saturday

Thanksgiving Black Friday

CONFIDENTIAL & PROPRIETARY

Christmas Eve & Kwanzaa New Year's Day
Christmas Day

Q5/Post-Holiday
Shopping

Source: 1. Ovative Media Mix Modeling, Retail clients, Oct 2024 83



@ Turn holiday demand into sales with GMV Max )

Win every moment from July to January

Black Friday & Cyber
Monday

Christmas

Continue the Momentum from
BFCM into Q5

Maximize Sales by capturing and retargeting high-intent audiences

Build and Nurture audiences ahead of the holiday season |

Test & Learn to find your always-on winning strategies; continue to iterate on what'’s working and phase out what's not

JUL AUG SEP oCT NOV DEC JAN
L L Ll L L Ll L
| E | | E | | ) | E | | E | | ) | E |

CONFIDENTIAL & PROPRIETARY
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@ Turn holiday demand into sales with GMV Max )

Ad spend

Build demand before peak.
Capture it when shoppers are ready.

.......................... WANT IT : WANT IT
.......................... LIVE GMV Max
Search Ads Automate and

Capture shoppers
already searching for
what you sell

Capture shoppers scale sales at peak
already searching for !
what you sell

Warm up your future
buyers before peak

y — NSNS

OoCT NOV DEC

Recommendation is directional only. Consult with your TikTok rep for more guidance.

CONFIDENTIAL & PROPRIETARY
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Shopping
Mindset
and
Platform
Behavior

Media
Strategy

This Peak Season, Timing is Everything

Sept Oct Nov Dec

Planning and inspiration

Social Proof and Sharing
Final Deals

Audience Acquisition
Retargeting

CONFIDENTIAL & PROPRIETARY
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Summary

Add title
section.

Topic One

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor. Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do
eiusmod tempor.

Topic Two

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor. Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do
eiusmod tempor.

Topic Three

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor. Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do
eiusmod tempor.

CONFIDENTIAL & PROPRIETARY
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Client Solutions Lead, Commerce




Melb & Syd Event Only

Angus Mcfarlane Terrence Zheng

Product Marketing Client Solutions Lead
Manager Commerce



PRODUCTS THAT MAKE USERS

Watch it.



d* TikTok

TopView

Jd' TikTok

Pulse Suite
TopFeed

~ RealAmazon
- Customer Reviews

High-impact
solutions built
to meet brand
growth goals

CONFIDENTIAL & PROPRIETARY

Show up early
with intent.

Efficiently maximise Alignment with the
one day reach. best of TikTok

Show up first and command
attention.

92


https://www.tiktok.com/@gap/video/7540280761782521118?lang=en
https://www.tiktok.com/@drinkpoppi/video/7591925928889044254?is_from_webapp=1&sender_device=pc

Amplify your BFCM message
with high- impact branding

formats

Adding these formats into your mix has proven short- and

long-term effects.

Capture attention

High-impact formats deliver

+50% more "Attentive Views"

relative to Brand Auction and
Standard In-Feed (BAU).

Drive incremental impact

Bundling High-Impact with
BAU drives up to 3x higher
intent versus BAU alone.



https://www.tiktok.com/@gap/video/7540280761782521118?lang=en

TopView

First video

75%

of users say TopView grabs their attention more
than the ad formats on other platforms’.

Sound on, full-screen

99%

TikTok users are actively watching 99% of the
time, and sound-on campaigns are 2.2x better in
driving brand awareness?.

TopView

TikTok

Organic content

For You feed

Creator videos...

CONFIDENTIAL & PROPRIETARY



High-impact formats go
beyond campaignh metrics,

Despite price point, TopView generate up to 3-4x
higher revenue per 1000 impressions compared
to standard in-feed




40% off Princess Polly
use code: BLACKFRIDAY40

“T&Cs Apply. Online Only.

‘Swipe Up to'skip
s & oy T ratat ¥ i

Source: TikTik Ads Manager, TikTok Causal Measurement, 2025.

[ TopView ]

PRINCESS POLLY

Driving Awareness and Conversions in the
United States During Black Friday.

The Objective

Princess Polly aimed to dominate the US
Black Friday landscape, pairing TopView and
Smart+ Catalog to supercharge conversion
potential.

The Impact

TopView delivered a significant uplift in
awareness, reaching 10 million unique users
and generating 1 million clicks at a 4% CTR.
That high-intent traffic converted into 25.6K
incremental purchases across Black Friday and
Cyber Monday; the brand's highest on-site
traffic moment on record.

The Results

10.3M

Unique Reach

125k

Additional Purchases

™

Clicks to site
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Modern-day audiences
are overwhelmed with
choices.

16%

People spend on
average 16% of their
waking hours
scrolling social and
video feeds.

650

Australians see
around 650

advertisements every

day.

CONFIDENTIAL & PROPRIETARY



Short-form video is key

MaXim ise the in bridging the gap
potential impact 45%

of consideration Informed choice O
through TikTok 46 /0

Attributing to

3 4 % of total purchases

Prompted the buy




When you optimise for consideration
audiences, the entire funnel benefits.

Consideration audiences drive
when compared to the awareness
audience alone

1.4

Higher ad recall

1.6

Higher Brand Awareness

1.6

Stronger Intent

Awareness
Upper Funnel

Consideration
Mid Funnel

Conversion
Lower Funnel

Consideration audiences boost lower
funnel events compared to the awareness
audience alone

6.4x

More likely to initiate an order

7X

More likely to Add to Cart

5X

More likely to view Product Details

CONFIDENTIAL & PROPRIETARY



The full picture

TikTok helps you understand and
activate against a more complete
view of the mid-funnel

Before

Metric-based buying

Traffic
Video views

Profile visits

Fragmented insights

Now

Building a full-funnel audience strategy unique
to TikTok, first in market

Consideration
Mid Funnel

Full-funnel understanding and activation

CONFIDENTIAL & PROPRIETARY



d* TikTok

Mid-funnel solutions built to turn attention into intent

VTR Optimization Model Traffic Enhancement Model

/ New

! product | New Buyer Model

-
Grow high-intent consideration

audience while delivering
competitive VTR versus the
Video Views objective.

PR

s

\ &

N

4 N\
Enhanced Traffic optimisation
with consideration signals to

grow high intent Consideration

J

audiences
A,

4 )
The model actively seeks out
and serves ads to new users
who have not purchased from
your brand in the last 180 days.

th

\. J/

R S
[ spedt \::;‘ N\
1 cientP2lok !
\ \ \1‘-1‘\( e. L

\ @ ‘-\(et9°°p /I

0!
v\
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PRODUCTS THAT MAKE USERS



The product we all know & love

Smart+
Catalog Ads

J



e 0. . 0
execution § ‘ 1/°

(E-commerce) with Smart+ setup*
vs fully manual setup’.

Manual campaign building can only take you so far. As

commerce gets more complex and culture moves faster
than ever, keeping up with what's working becomes har
to do by hand.

Our Al-powered solution, Smart+ Catalog f . 4 9 /o
Ads, makes it easier to keep up. Designed ; v :

to help you reach the right shoppers with - .
the right products, it automatically surfaces L Shasan. . lower CPA when compared t02
the most relevant products to high-intent - manually created campaigns.

shoppers using formats that perform best.

. 1. Beta tests (Sep'30 - Oct 14, 2025). *The Smart+ setup is a campaign setup where all Smart+ solutions are enabled to deliver through automation.
2. Q12024 Caﬁs Beta studies from the Beta tests.




Catalog Video and Carousel

Formats for Smart+
Catalog Ads

Smart+ automatically creates
carousel for you using your catalog
driving return on creative

O/ higher ROAS when
O carousel & Video are
used together compared

to video alone.’

CONFIDENTIAL & PROPRIETARY

Source 1: TikTok Ads Manager aggregated internal data Q2 2024 106



Catalog Video
Dynamic
Add-ons

to optimise performance, showcase
more product details, and boost
engagement with specific SKUs

same vision for the outfits

CONFIDENTIAL & PROPRIETARY

Showpo )

Your latest wardrobe obsession hagh
arrived >>

Sporacred

Product Card Product Tiles Showcase Tiles

107



Carousel Collage
improves performance
compared to traditional

carousel 18%

CPA Reduction

CTR Uplift




Image Background

Carousel Imagery enhancements -

-
Following For You Q

/
Resize

Resize catalog images and make them fit the TikTok native

style to create a consistent viewing experience.

Oria Cotton Oria Cotton

Auto Template Bicrantin B Knit Pantin >

Burnt Choc ... Burnt Choc ...

CONFIDENTIAL & PROPRIETARY

Generate high-converting promotional templates based on

catalog images and information (price, discount, etc). Edit

be shown hére

flexibly to the background color, text and decorations. T
L e

N 3O ® & — A ©@ ® 2
\ 2N %

ORIGINAL

Image Background

109



d TikTok
Optimise with
confidence

The goal

Optimise and Measure TikTok in
the areas that matter most to you

———— i — — — ————————————— —

. " Google Analytics

Connect and authorise Google
Analytics in TikTok Ads Manager

Google Analytics integration for Sales campaigns
makes it easier to optimise TikTok performance to
the measurement tools your team already relies
on.

Advertisers who tested GA4
optimisation saw:

-27% +54%

reduction in CPA for Increase in conversions
TikTok campaigns



d' TikTok
 inatituniooks

High-value Focus spend on customers
u Sto m order value > 150 most likely to make premium

o optimization purchases

Conversion D CEE—
° ° °® customer customer_type = Optlmlze specifically for

Optimisation

- iiaati Stand t = Isolate perf f
Custom Conversion Optimisation allows specific content_name = Felrss el LR me e Tl
. - - "brand_x" specific brand or product line

advertisers to optimise toward exactly campaigns

what matters by creating pixel / events

API based custom rules. Category content_category Derr: szaiio‘rvlilt-sg:flflc

level targeting = footwear

cross-category noise

*requires developer support



Summary slide showing July-Dec plan from Jordan'’s section with products from

this section added in

eiusmod tempor.
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Andres
Pascoe

Measuremen t Partner,
TikTok
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d TikTok

The customer journey during peak season
has

Your measurement approach needs to



Measurement starts with strong data connections

Pixel & API

The Essentials: Signal Postback

@ Pixel + eAPI set-up

Event Key events set-up

Match Kevs The Foundations Mapping
y Content ID, Value & Currency Parameters >90%

Advanced Matching (Email & Phone)

Identifiers Coverage>90%

Parameters ‘



d TikTok

Warm Up

Will my ads work, and how much can | scale impact?

M ea s u re & Test (.:reative 3
M aXi m ise Ti kTo k' S Saturation Analysis

Link to Value

No single measurement solution is
perfect. The strongest proof comes
from combining all three.

Conversion

Lift Study

Match Day

Are my ads driving incrementality? How much of the lift was incremental?



Prepare for Peak Measurement Plan

Causal Analysis

How many incremental sales did
my Peak activity drive?

Saturation Analysis Are my Peak Ads effective?

. What scale potential is
Split Test available?

What is the best ad
combination?

CONFIDENTIAL & PROPRIETARY
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Whatis my

Test to find your optimal ad settings

Test different versions of ads to learn which ad settings
are the most effective and drive higher return on ad
spend.

Run scientifically designed A/B tests with a 90%
confidence rate to determine which ad group performs
better. The model selects and verifies a winning version
only if the results are statistically significant.

Act on insights

Use the insights gained from the tests to inform future
campaign strategies, scale winning variations, and
continuously improve the overall ad performance.
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How much can

Saturated

Where scaling stops paying off

Ad returns diminish as spend climbs & each extra dollar
buys fewer conversions - usually with no obvious signal
that you've crossed it.

Saturation Analysis maps spend against conversions
and shows which phase you're in: room to scale or
saturated.

Scale where there's headroom

Not saturated means room to grow. Increase spend
and capture it.

Saturated means pivot the budget to other levers:
bundling, upper-funnel, or new audiences.



Saturation Proved Consideration ads Unlocks Downstream Efficiency

Results: Daily purchase opportunity increased 4x after running 2x TopViews creating a large potential to increase spend to take advantage

of said opportunity
New scaling point:
Expanded to +6k

( 2024 W/ 1x TOPVIEW ) —————————————————————————— ( 2025 WITH 2x TOPVIEW ) Purchases

2024 spend/conversions
pattern was Saturated

IS
S

total_purchases
8

tolal_purchases

N
151

® Daily Data Points === Fitted Saturation Curve 4 Scenario Points ”

Region: AU
Pre Period: 23 Nov 2024 - 09 Dec 2024; Post Period: 23 Nov 2025 - 09 Dec 2025. Ad Product Included: All conversion campaigns



Conversion Lift Study

Are my ads driving
incrementality?

The Problem

Attribution matches ad exposure to outcomes, it can't prove the
ad caused them. An ad shown to users about to buy anyway
looks effective, without driving any new business.

How it works

CLS runs a randomised controlled trial. Eligible users are split into
treatment (ad served) and control (ad withheld); comparing
conversions reveals the lift TikTok actually caused.

See Past Standard Metrics

Last-click buries TikTok's role in discovery. An independent read
on incremental value lets you justify budget, reallocate spend,

and sharpen attribution windows beyond platform metrics &
last-click

Test Group Control Group

Sees Ad Doesn’t See Ad

=

$ S $
® 060 ® 00
¥ Y ¥ ¥
Lift
Results



[ TopView ]

;TR MUSCLE REPUBLIC The Results
% I" a Using the power of branding to build demand early

3 and convert at scale during Black Friday. 17 5 O/
° (o)

The Objective Lift in Brand Awareness

Muscle Republic took a TikTok-first, full-funnel

approach - activating two premium TopView

placements to rapidly build awareness and scale o

high-intent demand throughout Black Friday. o
Purchase Lift over BFCM

The Impact

Muscle Republic's BFCM campaign drove +13% lift

in Ad Recall, +17% in Awareness, and +5% in 0
Purchase Intent - upper-funnel momentum that o
translated directly into revenue, delivering an ®

incremental purchase ROAS of $3.84 and strong Lift in Ad Recall
lift across all conversion events.
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What was the incremental

ImpaCt Of my?ads across From Attributed to Incremental Results

the bUSIneSS ° Advances the question from "did sales go up?" to "did
they go up more than they would have anyway?"
Learn the Rhythms

| TikTok Scale

Learns how your purchase behaviour moves alongside
BAU campaign executions, and builds an accurate BAU

|
|
: prediction.
:
|
|
|
|

Measure Lift

Map the predicted trajectory after new campaign mix
launches, and compare this to actual results =
incremental lift isolated to new TikTok lever




[ TikTok Shop ]

EHPIlabs

How EHPIlabs drove incremental revenue on
TikTok Shop & Amazon

The Solution

To isolate the true impact of their ad spend, they
deployed rigorous causal modelling. By controlling for
organic brand demand, product discounting and
natural weekly seasonality, they were able to
measure the actual incremental lift driven by TikTok
across both platforms.

Source: TikTok Measurement - Causal Analysis, 2025. GMV & Spillover Lift results significant at >95%. Pre period: 12.09.2025 - 10.:11.2025 Post Period: 1111.2025 - 02.12.2025.

The Results

+71%

TikTok Shop Revenue

+30%

Amazon order volume

+14%

Amazon revenue

CONFIDENTIAL & PROPRIETARY



Bringing it all together

Creative Testing Saturation Analysis Conversion Lift Study Causal Analysis

Test different ads to learn which Start your measurement now and Apply your new headroom and Understand the true business impact
formats are the most effective. apply learning before November. test the impact prior to peak. of your Peak Season activity.
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Sarah
Witherspoon

Client Partner, Fashion
TikTok




Bris Event Only ;

TWO SVGE Muscle Nation TikTok



Syd Event Only
Update Names

~ MESHKI McoBeauty TikTok



Melb Event Only
Update Names

Shelby McQueen Nicola Ramsey Nikki Strover-Wood
Performance Marketing Lead Performance Marketing Lead Client Solutions Manager

TWO SVGE McoBeauty TikTok
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Key Takeaways

01 H dl' 0 - Lorem ipsum dolor sit eleifend turpis amet
ea Ine ne - Lorem ipsum dolor sit eleifend turpis amet

02 H dl’ T - Lorem ipsum dolor sit eleifend turpis amet
ea Ine WO - Lorem ipsum dolor sit eleifend turpis amet

03 H dl’ Th - Lorem ipsum dolor sit eleifend turpis amet
ea Ine ree - Lorem ipsum dolor sit eleifend turpis amet
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