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Amanda Easter

/ KAIZEN

How TikTok shop is redefining
search and shopping 4



A BIT ABOUT ME

Y AMERICAN IN LONDON (FOR 5 YEARS)

% LAUNCHED THE SOCIAL DEPARTMENT AT
KAIZEN 2 YEARS AGOD &

% AND..




| LOVE A GHALLENGE
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FROM BROWSERS TO BUYERS

Driving organic growth for lifestyle brands




MY NEW
CHALLENGE

WHY YOU SHOULD CARE
ABOUT TIK TOK SHOP J




WE ARE MOVING AWAY FROM JUST
SEARCH FOR PRODUCT DISCOVERY




WORD OF MOUTH




WORD OF MOUTH §






WORD OF MOUTH




TYPE QUERY «»
\

KEYWORD

RELEVANCE BACKLINKS

AUTHORITY

GOOGLE RESULTS



YOU ASK,
GOOGLE ANSWERS
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TIKTOK'S ALGORITHM IS TELLING
PEOPLE WHAT THEY WANT TO BUY



THE KEY

g“B:FEREENE?‘E @ IT'S PREDICTIVE

Gooﬁl_E AND () ITSEMOTIONAL

TIKTOK




01 ues

(2 comMenTs

04 viEw THROUGH RATE

IT PUTS FORTH
CONTENT BASED
ON WHAT USERS
ARE MOST
LIKELY TO
INTERACT WITH

(5 SIMILAR CONTENT



BASIGALLY,

TIKTOKS ALGORITHM IS GAPTURING
PERSONAL COMMERGIAL INTENT



BOUGHT ON TIKTOK

HAVE ALREADY
SHOP

0%

N



HAVE DISCOVERED
A NEW PRODUCT
AND BOUGHT IT ON
TIKTOK SHOP



HAVE DISCOVERED A
NEW PRODUCT BUT
PURCHASED FROM A

DIFFERENT RETAILER
K



TRADITIONAL

AWARENESS CONSIDERATION PURCHASE



TIKTOK

PURCHASE

(RETARGETING, TIKTOK SHOP , PARTNERS)

SEARCH + ENTERTAINMENT + SHOPPING
ALL IN ONE ECOSYSTEM
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1 HOUR 38 MINS

AVERAGE UK USERS DAILY
TIKTOK USAGE

Sprout Social Report



https://sproutsocial.com/insights/tiktok-statistics-uk/#:~:text=UK%20users%20spend%20an%20average%20of%2049,average%20of%2034%20hours%20of%20TikTok%20usage.

THAT'S NOT JUST GASUAL
BROWSING...




THAT IS A FULL TIME
ATTENTION ECONOMY



BUT DO PEOPLE ACTUALLY
TRUST TIKTOK SHOP?




WE SURVEYED 2.000
UK CONSUMERS T
FIND OUT




SAID NOTHING
COULD MAKE THEM
TRUST TIKTOK

SHOP
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30 | STARTED ANALYSING THE

DAIA...



BECAUSE... | LOVE A CHALLENGE
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29-44




UNDER 24'S

18%



ME LOOKING AT THE MILLENNIAL AND GEN Z NUMBERS
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WHY DOES IT SKEWING TOWARDS
AND MILLENNIALS MATTER?




' GENZ HAS $450 BILLIONIN

WORLDWIDE INCOME

(



https://forbusiness.snapchat.com/blog/unlock-gen-z-spending-power

OF RETAILER
SPENDING BY
2030

39%



https://www.clearpay.co.uk/en-GB/for-retailers/access/meet-gen-z---millennials/next-gen-index-september-2021-uk

GEN-Z=
DIGITAL NATIVES
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55% OF MILLENIALS



NOT ONLY ARE GEN Z AND
MILLENIALS CHRONICALLY ONLINE



THEY ARE LIKELY TO STOP DOOM
SCROLLING TO WATCH CONTENT
ABOUT PRODUCTS
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OF MILLENIALS




AND ARE LIKELY TO USE THE
PLATFORM TO SHOP
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NOT ONLY ARE YOUNGER GENERATIONS
USING TIKTOK SHOP



OF UNDER 35S

BELIEVE IT WILL
RIVAL AMAZON IN THE

NEXT 5 YEARS

49%

N



AND GCONSUMERS AREN'T THE ONLY ONES
THINKING IT



N

OF E COMMERGE
BUSINESSES
SURVEYED FEEL THE
SAME
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30 AS GEN Z AND MILLENNIALS AGE INTO
BUYING POWER AND YOUR COMPETITORS
JOIN THE PLATFORM...




HOW CAN YOU CAPITALIZE ON
SOMETHING THAT IS INHERENTLY
UNIQUE PERSON TO PERSON?




HOW CAN YOU CAPITALIZE ON SOMETHING
THAT IS INHERENTLY UNIQUE PERSON T0
PERSON? HOW DO YOU MAKE A STRATEGY
THAT SHOWS YOU TO THE RIGHT PEOPLE AT
THE RIGHT TIME?




THE FUNDAMENTALS STILL
MATTER












TIKTOK ISN'T
REPLACING SEARCH
ITS REDEFINING 02 comments
WHAT INTENT
LOOKS LIKE

04 viEw THROUGH RATE

B SIMILAR CONTENT



HOW DO YOU GET INTENT SIGNALS?



ENTERTAINMENT FIRST CONTENT
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) Olivia Gregorian (7 reposted

iy Olivia Gregorian /7 reposted |
Use template - : z orian Sisters - 2-29
163 Trishya - 3-3 i 9, !

U= . Lite Foundation

egorian Sisters - 3-6 _ | best thing i've ever gotten @ thanks lipsy & Po/werkin it &- obsessed with
. i i - i i ... more o i .31
hello to the new @Teletubbies HQ & @Teletubbies HQ @Primark ... more . Trishya - 3

Ietubbiesi(Primark @Primark AD a 5 Back It up and Dump It (Dump Truck) -... J d Dump It (Dump Truck)=.. #fyp #foryoupage
. I S

\dd comment... @ @ % Add comment.. Add comment... @ @ @ Add comment... @ @ @
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MAKE SURE YOU ARE

DISCOVERABLE
071 avorr vour visteiuiry

9 LOOK INTO TIKTOK

03 INTEGRATE YOUR STRATEGIES



< Q best trainers 2025 o ..

Top Videos Users Sounds Shop LIVE

LESS THAN HALF PRICE!!!
RUN DO NOT WALK &

Uiy T<
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Run club feels in the The best trainers | have
adidas EVO ever owned!!! Are now ...
/D JD Sports Q49 ?g; Sarah Robinson on

I might getAanother

_—-----—
DY omdmrmed it rme vvm 1 ~rarnt haliava KA

28 UK WOMAN
PERSONAL ACCOUNT



<  Q best trainers 2025 0 .

Top Videos Users Sounds Shop LIVE

A= sneakersto - ‘l
= 3 buy for (54 o
: ack to school 2025
Run club feels in the sneakers to buy for back
adidas EVO to school 2025 back t...
/D JD Sports Q49 @ GRACE m Q86.8K
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SHOW UP WHERE

YOUR AUDIENGE IS
07 eoucamonaL conTent

()2 CREATOR PARTNERSHIPS
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TIKTOK IS TRAINING THE NEXT
GENERATION OF SEARCHERS, NOT JUST
SHOPPERS SO WE NEED TO MEET THEM
WHERE THEY ARE




Discover your #Tok
Create TikTok first content

Use influencers and
creators

Shop now integration

Use paid to amplify

DON'T

Keyword stuff

Over control creative and
create content silos

Treat tiktok shop as an
isolated platform

Ignore platform data
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TIKTOK SHOP
MASTERCLASS

An in-person masterclass on how TikTok Shop is
reshaping ecommerce, with top tips for brands, the
latest data on consumer adoption, and why investing

now is critical to future growth. AMANDA EASTER,
06th of Nov © 9AM-12PM Q@ London SOGIAL LEAD




