


A bit about me 

Amanda Easter

★ American in london (for 5 years) 

★ Launched the social department at 
kaizen 2 years ago 😅

★ And … 



I love a challenge









We are moving away from just 
search for product discovery 



Word of mouth



Word of mouth search



Word of mouth socialsearch



Word of mouth social llmssearch





You ask, 
Google answers 



SEARCH SCROLL 



tiktok’s algorithm is telling 
people what they want to buy 



The key 
difference
s between 
google and 
tiktok

It’s predictive 

It’s emotional 



It puts forth 
content based 
on what users 
are most 
likely to 
interact with
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basically,
Tiktoks algorithm is capturing 

personal commercial intent 



50%
have already 
bought on tiktok 
shop



36%
have discovered 
a new product 
and bought it on 
tiktok shop



39%
have discovered a 
new product but 
purchased from a 
different retailer    



AWARENESS consideration purchase
(tv, OOH, word of mouth, search) (email, retargeting, search landing pages) (local shop or dtc online)

Traditional



AWARENESS consideration purchase
(ORGANIC Social, UGC & Creator 

recommendations , In feed and spark ads ) (Retargeting, Tiktok Shop , Partners)

tiktok

(Consumer reviews, Top view , Pulse ads )

search + entertainment + shopping 
All in one ecosystem 



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 casual 
browsing…



That is a full time 
attention economy 



but do people actually 
trust tiktok shop? 



We surveyed 2,000 
uk consumers to 

find out



47%
Said nothing  
could make them 
trust tiktok 
shop  



yikes... 



So i started analysing the 
data… 



Because… I love a challenge



57% Age 45+



25% 25-44



18% Under 24’s



Me looking at the millennial and gen z numbers 



Why does it skewing towards gen z 
and millennials matter? 



Gen z has $450 Billion in 
worldwide income

Source

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


39%
Of retailer 
spending by 

2030
Source

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


Gen -z = 
digital natives



61% Of gen-z 



55% Of millenials



Not only are gen z and 
millenials chronically online 



They are likely to stop doom 
scrolling to watch content 

about products



50%
Of millenials

40%
Of genz



And are likely to use the 
platform to shop 



55%
Of millenials

44%
Of genz



Not only are younger generations 
using tiktok shop 



49%
Of under 35s 

believe it will 
rival amazon in the 

next 5 years  



And consumers aren’t the only ones 
thinking it



47%
Of e commerce 

businesses 
surveyed feel the 

same





90%
Of e commerce 
businesses say 

they are already 
selling on tiktok 

shop 



SO 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 to 
person? / HOW DO YOU MAKE A STRATEGY 
THAT SHOWS YOU TO THE RIGHT PEOPLE AT 
THE RIGHT TIME? 



The fundamentals still 
matter 



intent



intent discoverability



intent trustdiscoverability



Tiktok isn’t 
replacing search 
its redefining 
what intent 
looks like 

likes01
comments02
shares03
View through rate 04
Similar content 
interactions 

05



How do you get intent signals? 



Entertainment first content





5x
Conversion rate



Make sure you are 
discoverable 

Audit your visibility01
Look into tiktok 
keywords

02
Integrate your strategies03



28 UK Woman 
Personal account



Student 
accommodation

business account



Show up where 
your audience is 

Educational content 01
Creator partnerships 02
Community management03



So what’s next? 



Tiktok is training the next 
generation of searchers, not just 
shoppers so we need to meet them 
where they are 



DO Don’t
❏ Discover your #Tok

❏ Create TikTok first content 

❏ Use influencers and 
creators 

❏ Shop now integration 

❏ Use paid to amplify 

❏ Keyword stuff 

❏ Over control creative and 
create content silos 

❏ Treat tiktok shop as an 
isolated platform 

❏ Ignore platform data



@Amanda1Easter
amanda.easter@kaizen.co.uk




