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Loi ndi dau

2021 1d moét nédm thét dang nhd. Vai TikTok,
ndm vira qua ghi nhén sy téing trudng va rét
nhiéu d&u &n cua cdac ndi dung trén nén tang -
vi du nhu nhimng luot yéu thich dén tir cac
chuong trinh truyén hinh phd v& ky luc hay chu
ché 13 tudi dy dodn tuong lai cuc ky vui nhon.
TikTok that su dé két thic moét ném vai rét
nhiéu hoat déng va tran ngép niém vui. Chi
trén TikTok, nhitng khodnh khéc ky thuat s&
madi c6 khd ndng phdt huy sy dnh hudng 1én
vdan hoa, phd v& cdac rao cdn clng nhu dinh
nghia lgi hoat déng sdng tgo. Trong ndm 2021,
TikTok déa trd thanh diém dén hang ddu, noi
ma moi ngudi cé thé thoa surc thé hién, sang
tao, gidi tri va hoc hdi & tat ca cdéc linh vuc.

Chung ta hién dang budc vao thdi ky hdu
Covid. TikTok tiép tuc chiing minh rdng nhimng
khoanh khdc trén TikTok mang nhing kha
ndng dd&c biét, cé thé vuot qua gidi han cla
cdc ndi dung ky thuat sé dé tao ra tac déng
thuc l&n cudc séng clia moi ngudi. Lay
hashtag #TikTokMadeMeBuylt |a mét vi du:
sy dét phd cia é&m thanh, hay anh hudng séu
sdc tr nhimg Ngudi séng tao d& ching minh
mét diéu rang: Tai TikTok, ai cling cé thé tao
nén sy anh hudong va dinh nghia "su dnh
hudng" theo cdach riéng cua minh, théng qua
gidi tri var sy ing hé tr céng déng.

Cdc chi sé tuong tac cho thdy ngudi dung tiép
tuc théy duoc loi ich tur TikTok clng nhu tir kho
ndi dung phong phu cta TikTok. Trong ndm
nay, cdc hashtag hang ddu cé ty 1é tuong tac
trung binh l& 12%'. Ty 1& nay cho thdy nhd ¢
trai nghiém am thanh va ché dé xem toan
man hinh, ngudi xem da hoan toan dédm chim
vao mét thé gidi khac. Chung t6i cam két sé
ddt su an todan cla ban va su an todn cla
ngudi dung 1én hang déu trong khi tiép tuc
phdt trién nén tang clia minh va tdng cudng
hon nira sic manh cua céng déng ciing nhu
tinh gidi tri ctia nén tang.

Mac du khé ¢ thé dua ra bét ky du dodn ndo
cho ndm 2022, ddc biét la trong tinh hinh bét
4n nhu hién nay, nhung ching téi van hy vong
cé thé mang lai cho cdc ban mét cdi nhin
nhanh théng qua bdo cdo ndy. Muc dich cla
bdo cdo nay la cung cdp cdi nhin tdng quan
vé hiéu suét theo tirng nhém néi dung trong
ndm qua, va trang bi cho ban nhirng thong tin
chuyén sau dé lén ké hoach trudc va tao nén
mot ndm 2022 ddy bét ngd. Chung t6i muédn
gilp cdc ban hiéu ré hon vé nhing chu dé
dang dugc quan tédm trén nén tang, va ndm
b&t ddy dd vé tinh hinh hién tai trén TikTok.
Chung t6i hy vong viéc nay sé truyén duoc
cam hing cho ban dé tiép tuc xay dung thém
nhiéu ndi dung cé y nghia cho khach hang
cla ban trong nhitng nam tiép theo.

1. Dir liéu ndi bd ctia TikTok, Toan cdu, thang 01/2021 dén thang
10/2021
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» Quy trinh thuc hién

Trong bdo cdo ndm nay, TikTok For Business
da téng hop &t ca cdc théng tin chuyén sau
dua vao hiéu qud hoat déng trén nén tang trén
TikTok trong n&dm qua (tr thdng 10/2020 dén
thang 10/2021). Bé khai thdc nhing théng tin
chuyén sau nay ciing nhu duc két ra nhing két
ludn quan trong, chiung t6i dé tién hanh phan
tich di liéu dinh luong bén thir nhét. Bang
phdn tich clia chudng t6i dé hé 16 cac nhom noi
dung cé su tang trudng ddang ké, cdc ndi dung
duoc ua thich nhét, va cac ndi dung xing déng
nhan dugc sy quan tadm ddc biét.

Quy trinh thuc hién: Ching t6i xem xét cac chi
s6 hashtag vi day la mét ngudn do hiéu subt
ddng tin cdy. Chung téi chon nhing hashtag
cé méi tuong quan mat thiét vai titng nhém noi
dung va xép hang chung dua trén sé luong
luot xem.

TU ngudn di liéu nay, chung téi tién hanh
phan tich séu vao hoat déng cua hashtag theo
s6 lugng luot xem va muc dé tang trudong. Két
quad la chung t6i dé tim ra nhing yéu té6 dang
chiém linh tiing nhém ndi dung trong ndm
qua. Chung ta hay cung nhau nhin lai nhirng
su kién da dién ra trén TikTok trong n&m qua
theo trng hang muc, ddng thoi diém nhanh
qua cdc co hoi phat trién trong nédm 2022 nhé.
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Kham pha thu vi
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Chuing t6i mudn nhan co hdi nay dé cam on CAC BAN da gilp ching t6i xdy dung Ching i dé téng cuongho  Chuing 16i d& dam bao dugc an foan
trg moi quan hé giira nha cho thuong hiéu va céng dong

sang tao ndi dung va cac
thuong hiéu.

mdt cong déng ddc biét, bdng viéc cling ching 16i chia sé nhitng khodnh khéc quan
trong trong ndm nay. Chuing t6i rat hao hirng muén biét ndm 2022 sé mang lqi nhing

\ P \ p o gen ~ \ N p Nty \ hiéu bang cach thuc hién nhimng budc di quan
gi cho ching ta, va hy vong cdc ban sé fiép tuc déng hanh clng ching t8i trén hanh Cdc thuong hiéu hién dé cé thé két trong trong chinh sach, hanh déng va san

trinh truyén cdm hirng sdng tao d€ mang lai niém vui cho tat cd moi ngudi. ndi véi hon 100.000 nha sang tao phdm clia minh, bao gdm cd viéc gidi thigu
trén 24 thj trugng khac nhau. nhing gidi phdp mdi cho thuong hiéu.

Chung t6i da thic ddy cam két an toan thuong

TikTok World

Strc manh cGia nhirng Nha sdng tao néi dung va Céng dong

dd N L

Chung t6i da t6 chirc

#TikTokMadeMeBuylt Cac ban da giup ching sur kién san pham do
ne A A dé&u tién dé gisi thieu
t6i dat duwgc cot moc 28 san pham dén voi

40.000 nguoi tham du.

dang nh¢

. Cung nhau, chidng ta da xay dung dugc
Tinh dén thang 12/2021, #TikTokMadeMeBuylt mot cdng doéng véi 1ty ngudi dung hoat
dé thu hut duoc hon 7,4 ty lugt xem. déng hang thang

Cac cdng dong hd trg lan nhau

3% 4

Trong n&m 2021, céng ddng todn cdu cta ching t6i d& hé trg nhing vén dé
nhan duoc nhidu sy quan tédm cla céng ddng, bao gém van déng cho cac
nhém céin duoc bdo v, strc khde tinh than va binh déng ching téc. Ching
t6i d& héd tro cdc doanh nghiép nhd gitp ho phuc hdi va phat trién trong giai
doan dé&y thach thirc.

Am thanhtrénéngén  Am nhac vuot trén nén  Céng dong cua ching
giii hon bao gio hét tang t6i tiép tuc kham pha
thém

!

88% ngudi dung trén
TikTok chia sé réng &m
thanh trén nén tadng déng
vai tro quan trong trong
trdi nghiém ung dung cua

¢ ho'. Ngodi ra, viéc vira Cdc cong déng phat trién
Khi so sanh véi cac thudng thire &m nhac vira kéo theo cac danh muc ciing
hashtag, cac video cé ludt TikTok da vé tinh tao i tdng trudng. Phan loai
&m thanh cé ty 1& luot ra mét cach thie tim kiém,  96,96% luot xem video hashtag cho thdy muc dé
xem cao hon 47% trén sdng tao va chia sé &m dén tirtrang Danh cho tadng trudng trung binh cla

trang Danh cho ban.? nhac mai. ban.? luot xem video 1 151%.°
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Thure an ngon,
Tam trang tot

Thuc phdm va dé uéng

TikTok, diém dén hang dau cho nhirng
ngudi yéu thich am thuc va tu tim 10i hoc hoi

moi thi lién quan dén thuc pham.

Do tinh hinh dai dich v& phong téa toan thanh phé,
ngudi dung TikTok déu tham gia vaio xu huéng
ndu &n tai nha va thuc phdm lanh manh. Ndu én
tai nha cho phép ngudi dung chia sé nhing y
tudng sang tao cling nhu kinh nghiém néu &n cua
ho, va két qud |a TikTok da tré thanh diém dén
hang ddu cho nhitng ngudi yéu thich &m thuc va ty
tim toi hoc hdi moi thir vé thuc phdm. Am thuc la
niém dam mé bét diét cla rét nhidu ngudi trén
khdp thé gidi. Nhung trén TikTok, &m thuc con khoi
day duoc niém vui va dugc tén vinh bdi vi néi dung
khéng chi ding lai & céc cong thic ndu &n don
thudn hay chia sé niém vui thudng thirc mén &n.
Nhing nha sang tao néi dung dé thém thét nang
khiéu ndu &n ciing nhu su sdng tao cla ho dé
khudy déng su hing thi va thu hat sy chd y cua
ngudi xem véi mot sé thuc phdm nhét dinh.

Mét yéu té khdc giup cho danh muc nay luén ding
& top déu do chinh & thuc phdm - soi day vo hinh
gdn két gia dinh va ban bé, va thdt chét tinh cédm
gitra moi ngudi. Nhitng néi dung lién quan dén
thuc phdm va dé udng thuong sé khoi day dugc
cdm xuc, gitp moi ngudi phdn chédn hon va théi
thuc moi ngudi tham gia vao céng déng. Ddc biét
la trong giai doan dai dich nay, nhing khodnh
khdc két néi gitta ban bé va gia dinh nhu mét 1&i
nhdc nh& nhe nhang vé nhitng niém vui don gidn,
vi du nhu mét mam com ngon hay |a thoi gian &
cung nhirng ngudi minh yéu thuong.




Théng tin chuyén sau’

Tinh hinh phdt trién téng thé*

*dua trén cdc hashtag dé xdc dinh cé lugt xem cao cua ting
danh muc.

Danh muc thuc phdm va dd udng tiép tuc ndm
trong top 5 danh muc néi dung trén TikTok &
Viét Nam. Murc tdng trudng so vdi cung ky
ndm ngodi clia sé lugt xem video 1 165% va sb
luong video da ddang tai la 161%.

N&u &n tai nha chinh I& ngudn néi dung chu
yéu dem lqi sy t&ng trudng cho danh muc nay
trong n&m nay. Bé&n canh dé, két qua cla
chudi hanh déng phong chéng Covid-19 la
ngudi dung TikTok & Viét Nam dé bt ddu céd y

thic chdm lo cho suc khde nhidéu hon bang
céch tim kiém nhing céch &n udng lanh manh
tai nha. Noi dung tim kiém chu yéu la céc bira
&n co it tinh bét, &n chay trudng, thuc phdm
xanh va thuc phdm giau vitamin.

D Xu huéng hang dau

Pho bién’

Puoc xdc dinh dua vao sb lugng cdc bai
dang, cac hashtag phd bién cho biét hiéu
qud hoat déng clua danh muc & mot thai
diém cu thé. Bay la mét phuong phdp do
ludng xem chu dé& dé duoc lan téa va ban
lu&n nhiéu dén murc ndo.

#AnCungTikTok

Lugt xem video: hon 1,4 ty

#ASM

Luot xem video: hon 1,4 ty

#AnNgonNauGon

Luot xem video: hon 1,8 ty

#ONhaAnNgon

Luot xem video: hon 235,2 triéu

#AnXanhUongSach

Luot xem video: hon 3 ty

g

JIA

\Y4

Téng'

Hay cung gUi 16i chao dén cdac hashtag mai ndi,
cling nhu nhiing hashtag tung la it duoc quan tém
hon nhung hién dang & nhém dén déu. Day la
nhing hashtag phat trién nhanh nhét trong ném

qua cua ching téi. Théng qua nhirng hashtag nay,
chiing ta con co thé biét thém vé nhimg xu hudng
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dang thinh hanh trong danh muc nay.

#AnSachTulLanh

Luot xem video: hon 1,4 ty

#MonNgonThanThuong

Lugt xem video: hon 1,4 ty

#LacQuanVuoiDich

Luot xem video: hon 1,8 ty

#restockingfridge

Luot xem video: hon 235,2 triéu

#hungriviu

Luot xem video: hon 95 triéu

1. D& liéu ndi bé cua TikTok, Viét Nam, thang 10/2020
dén thang 10/2021



Nghién ctru dién hinh D) Meo danh cho thuong higu &

3

Murc dé tham gia va tuong tac la hai trong sé nhitng muc tiéu chd « Quay nhimg video ASMR Iuc chudn bj thirc &n va ndu én
chét ma céc thuong hiéu nhdm téi khi quang céo trén bét ky nén tang

ndo. Day la mét chi sé quan trong cho thdy ndi dung 16i cubn sé& khién « Chia sé nhitng céng thirc ndu an va danh sach mua sém thyc phdm lanh

ngudi xem c6 phdn Ung tich cyc vdi thuong hiéu va s@n sang tham manh
gia. Didu khién TikTok tr& nén ddc biét la TikTok cho phép moi nguoi
cung tuong tac va tham gia, kich hoat hiéu ng béng tuyét 1an tao « Thuc don truyén cdm hing cho céc bita &n véi ban bé va gia dinh.

nén anh hudng lon.
« Cdc thuong hiéu nén chu y téi cdc xu hudng dé cé thé bét kip trao luu

d N1

Thuong hiéu cé thé dén ddt su tham gia béng cach mai goi céng (vi du: tro choi con muc), hodc tu nghi ra nhiing xu hudng cta riéng minh.
ddng TikTok cling sdng tao, va day la mét chién thuat da duoc kiém

chirng dé thu hut tuong téc tir ngudi xem. Diéu ndly cho phép ngudi o Thuc phdm va d6 ubng vugt qua gidi han danh muc tiéu chudin vé phan
xem "hoa chung nhip dép" véi thuong hiéu tr nhirng géc nhin khac thanh nhiéu danh muc khdéc. Céc thuong hiéu nén déu tu vao danh muc
nhau, da chiéu ma ho muén - gitp lan tda su sang tao va niém vui ndy bdng cdch ludn cap nhat céc xu hudng — dirng ngai thir cée cha dé
dén todan thé cong ddng. Cdc thuong hiéu ludn dugc chdo dén ndng khdc nhau lién quan dén thuc phdm, vi du nhu sép xép khu bép nhd. Bang
nhiét trén TikTok khi ho hda minh vao céng déng, gdn két véi cong cdch nay, thuong hiéu cé thé tham gia vao tét cd cdc cude tro chuyén
ddng, va clng sang tao! xoay quanh thuc phdm va dé udng.

Thuong hiéu cé thé rit ra didu gi tir théng tin nay?

Fami, mét thuong hiéu stta déu nanh, cé muc tiéu truyén tai théng diép
"finh yéu danh cho gia dinh" va tré& thanh mét phén trong cdac dip 1€ gia
dinh & Viét Nam. Dé dat dugc muc tiéu nay, Fami da tao ra mot
Hashtag Challenge #nhalanoi rat dé tham gia céng véi dm nhac

thuong hiéu bét tai nhdm thaéi thuc tét cd cdac thanh vién trong gia dinh

Quét bdng may anh

cung tham gia.

Thar thach nay dé tap hop duoc tét ca céce thé hé trong gia dinh cung
tham gia va tao ra dugc thoi gian gdn két gia dinh tuyét voi. Két qua
thu duoc rét an tuong, véi 173 triéu luot xem cung 38.900 luot ddng
video.

-




Cap nhat tin vui

lién tuc

Tin tuc va giai tri

TikTok la moét trong nhitng noi ngudi dung tim

dén dau tién khi can fim hiéu thém tin tac vé

Covid-19, gidi tri va tim kiém ndng lugng tich cuc.

TikTok & mot noi thich hop dé cap nhat tin tuc
va gidi tri, nhirng ndi dung lién quan dén
Covid-19, Phim anh, Tro choi dién tir va
Truyén tranh/Anime. Bay cling la nhirng chu
dé c6 luot xem nhiéu nhét trén TikTok. Ddac
biét ké tu khi dién ra dai dich, TikTok dé tror
thanh mét trong nhing diém dén hang déu
cho ngudi dung khi ho vira cé thé tim hiéu
thém tin tic vé Covid-19 vira cé thé gidi tri nhd
vdo cdc dé xudt vé phim anh, tro choi dién tir
va truyén tranh/anime frong thoi gian phong
tda va cdéch ly.

O Viet Nam, ngudi dung van 1iép tuc str dung
nén tang dé tim kiém ndng luong va cam xuc
tich cuc xung quanh nhing tin tdc va céu
chuyén &m long lién quan dén Covid-19. Du
trdi qua nhimg thoi diém khoé khan nhung tinh

than doan két va tinh ngudi van dugc lan tda
va gdy nhiéu xtc déng. Hashtag #0NhaVanVui
duoc str dung dé lan téa céc théng diép tich
cuc va nhimg hinh anh thyc té ctia moi ngudi
khi chéng dich Covid. Hang triéu ngusi dé
duoc truyén cdm hing va bét déu chia sé
video vé trdi nghiém cda nhéan cta ho.

DPoéng thai, ngudi dung & Viét Nam luén cha
déng két ndi dé khéng bé 1& khoanh khéc nao.
Ho van di ddu trong viéc cép nhat cac xu
huéng toan cdu, tao ra phién ban tuong tac
that va chinh stra phu hop dé cé thé chia sé
vdi cdng ddng. Diéu nay gilp néi dung gidi tri
trén TikTok da dang, thu vi va vui nhon hon. Vi
du nhu xu hudng Tro choi con muc, hodc cdc
diéu nhay theo bai hit mai nhét Lalisa cla Lisa
trong nhém nhac BlackPink.




Théng tin chuyén sau’

Tinh hinh phat trién téng

*dua trén cdc hashtag dé xdc dinh cé lugt xem cao cua ting
danh muc.

Tin tdc va gidi tri la danh muc néi dung duorc
xem nhiéu nhét trén TikTok. Day clng la danh
muc cé ty & t&ng trudng nhanh nhét trén
TikTok trong n&dm 2021 vdi s6 lugt xem video
tang 292% va sé video duoc tao t&ng 245% so
v&i cung ky ndm ngodi.

Trong dai dich nay, moi ngudi danh nhiéu thoi
gian & nha va [én mang hon. That khong co gi
ngac nhién khi moi ngudi truy cép vao TikTok

thé*

+244,

dé tim kiém nhiing khodanh khéc vui nhén, hai
hudc va tich cuc. TikTok dé dén tré thanh
ngudn gidi tri hang ngay, tao déng luc va
mang lai niém vui cho moi ngudi. Sau khi
théng ké néi dung dugc xem nhiéu nhét, danh
muc Tin tuc va gidi tri da tdng vot tir hang 4
lén hang 1.

Xu huéng hang dau

Pho bién’

Puoc xdc dinh dua vao sb lugng cdc bai
dang, cac hashtag phd bién cho biét hiéu
qud hoat déng clua danh muc & mot thai
diém cu thé. Bay la mét phuong phdp do
ludng xem chu dé& dé duoc lan téa va ban
lu&n nhiéu dén murc ndo.

#TikToknews

Lugt xem video: hon 41ty

#ONhaVanVui

Luot xem video: hon 34,2 ty

#ONhaXemTin

Luot xem video: hon 28,3 ty

#PhimHay

Luot xem video: hon 14,2 ty

#ONhaGiaiTri

Luot xem video: hon 10,7 ty
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Téng'

Hay cung gUi 16i chao dén cdac hashtag mai ndi,
cling nhu nhiing hashtag tung la it duoc quan tém
hon nhung hién dang & nhém dén déu. Day la
nhing hashtag phat trién nhanh nhét trong ném

qua cua ching téi. Théng qua nhirng hashtag nay,
chiing ta con co thé biét thém vé nhimg xu hudng
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dang thinh hanh trong danh muc nay.

#ONhaXemTin

Luot xem video: hon 28,3 ty

#squidgame

Lugt xem video: hon 2,7 ty

#yeahidigital

Luot xem video: hon 3,7 ty

#TVshowhay

Luot xem video: hon 8,3 ty

#KhoPhimNgonTinh

Luot xem video: hon 2,1ty

1. D& liéu ndi bé cua TikTok, Viét Nam, thang 10/2020
dén thang 10/2021



Nghién ctru dién hinh

TikTok I& noi ma moi ngudi dugc quyén sdng tao tét ca nhiing thir cé kha
n&ng thu hut va dem Igi niém vui cho ngudi xem tir moi khia canh trong
cudc séng. Véi trdi nghiém am thanh va ché dé xem toan man hinh,
ngudi xem dé thuc sy ddm chim vao thé gidi cta nhiig ngudi sang tao.

Khi thuong hiéu d&t muc tiéu sang tao va gidi tri 1&én hang dau thi sé tao
ra dugc lién két san phdm lién mach - dé la cdch tao nén diéu ky diéu.

Va khi tao ra dugc khéng gian dé gdn két cac mébi quan hé thuc mét céch

tu nhién, théng qua ndi dung phu hop va gdy duoc tiéng vang, thuong

hiéu sé thu hut dugc nhiing ngudi xem gidi tri va tuong tdc.

Thuong hiéu cé thé rit ra didu gi tir théng tin nay?

Quét bdng mdy anh

V&i muc tiéu dén ddu va di tién phong trong nén gidi tri ky thuat sé &
Viét Nam, POP WORLDWIDE d& ra mé&t mét chién dich hop téc véi cac
don vi bén ngodi tao ra cdc video dé tham gia Chuong trinh sdng tao
cua TikTok. Khi tham gia chuong trinh, POPS WORLDWIDE dugc giao
thuc hién 24 m&u quang cdo mdi véi 2 hinh thirc sang tao chid yéu |
dung phim va cdc video ldy con ngudi lam trung téam.

POPS dda cai dat In-Feed Ads véi muc tiéu thuc déy lugt chuyén déi tuc
thi tr khodnh khdc ngudi dung xem néi dung. Két qud rét én tuong, luot
chuyén dbi tang gép 1,6 1&n con chi phi trén méi luot cdi dat ing dung
gidm 30%. Rut kinh nghiém tir chién dich nay, cac thuong hiéu nén tan
dung stirc manh clia Mang ludi quang cdo TikTok dé tao ra nhimng
video mang lqi két quad t6i da va tao ra dnh hudng 1én trén nén tang
TikTok.

D) Meo danh cho thuong hiéu =

« Cd&c thuong hiéu nén té&p trung vao nhitng ngudi dung nong cét cua

TikTok khi tao ndi dung cho nén tang. Ngodi ra, céc thuong hiéu cén

chung tay v&i cong ddng dé lan téa ndng lugng tich cuc, truyén cam hing

sang tao cling nhu khoi ddy niém vui cho ngudi dung. Viéc nay sé giup
cdc thuong hiéu phat trién var trd thanh mét phdn cia cong déng. Véi
hudng tiép cén nay, ngudi dung sé nghi dén thuong hiéu vai nhing thai
dé tich cuc va cdc gid tri tién bo.

N&m bdt va tan dung &nh hudng cla nhimng xu hudng va khodnh khéc
trén mang mai nhét: khodnh khdc #athome (vi du: #ONhaXemTin,
#ONhaVanVui) dé dua thuong hiéu ctia ban trd nén ndi bat véi khodanh
khdc #athome. Day Ia maét cach hay dé két ndi véi ngudi xem mat cach
hiéu qua va day y nghia.

e Thuong hiéu cén ldm méi lai cac ngudn néi dung ctia minh, va nhéan ban

cdc noéi dung nay thanh nhiéu phién ban cdt ghép khac nhau, phéi lai

nhac hodc thém hiéu iing méi. Bén canh dé, thuong hiéu cling can xay
dung ndi dung co surc lan téa va tao duge tuong tac, nhung van duy tri
dugc théng diép chinh.
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Nhom nhirng nguoi

me vui veé

Me va bé

Cdc béc phu huynh dén vdi TikTok dé chia sé nhirng
khodang thoi gian hanh phuc, vui vé bén gia dinh.

TikTok la mét sén choi mdi danh cho me bim
stta — mét cong ddng noi phu huynh cé thé
gdp g& va trao dbi kinh nghiém, kién thurc,
meo hay dé cung vuot qua nhing thang trdm
trong hanh trinh nuéi day con. Bay |ad mét noi
an toan dé me bim cé thai gian thu gidn thodi
mai, t&n hudng nhiing gidy phut thdng hoa,
va kham phd nhimg san phdm méi.

Nhing ndi dung cé muc tdng trudng hang
dau trong danh muc nay la céc video gido
duc, gitp trang bi va trao quyén dé me bim
sra tiép can nhing théng tin chuyén sau va
kién thire dé vuot qua cdc giai doan khdc
nhau trong hanh trinh nuéi day con.

Cac béc phu huynh ciing rét thich chia sé kinh
nghiém cta minh. Ho dén v&i TikTok dé chia
sé nhirng khodng thdi gian hanh phuc, vui vé
bén gia dinh. Déi v&i cac bac phu huynh,
phan hay nhat cta TikTok la khd nang fim
kiém nhimng théng tin thuc va nhiing meo hay
t¥ nhirng ngudi sdng tao va cdac chuyén gia
chdm séc suic khode co kinh nghiém. Bay la
nhirng nguoi dang chu déng chia sé [oi
khuyén ctia ho trén TikTok.




Théng tin chuyén sau'

Tinh hinh phdat trién téng thé*

*dua trén cdc hashtag dé xdc dinh cé luot xem cao clia ting
danh muc.

Danh muc nay trén TikTok da cé muc téng
trudng vé sé luot xem video | 181% va sb
luong video da ddng tai la 201% so vdi cung ky
ndm ngodai.

Ké tir khi Covid-19 bung nd, cdc bac phu huynh
da phai trdi qua mét khodng thai gian day lo
I&ng va cang th&ng khi ch&m séc gia dinh va
con cdi. Cdac bac phu huynh thuc su dé gép rét
nhiéu kho khan khi vira phai lo cho con hoc
truc tuyén, vira phai sdp xép cdc cudc goi
céng viéc, vira phdi qudn xuyén viéc nha.
Trong thoi diém khé khan nay, ho da binh tinh

va yén tdm hon khi nhén duogc cdc 16 khuyén,
hudng dén va kién thic cén thiét.

Chu dé ta&ng trudng 1on thi hai la thuong mai
dién tr. V&i cude sdng bén rén ngay nay, cac
bac phu huynh dé dang bi thu hut vao su tién
loi cla mua sém truc tuyén — khéng chi vi tién
loi ma& con vi ho cdm thay vui vé khi duyét im
cdc san phdm hu ich va tha vi. Didu nay da
dén dén sy gia tang vé sé lugng déanh gid san
phdm trén TikTok, va su t&ng trudng nay
dudng nhu van con tiép tuc, vi né dé tang
trudng lién tiép trong nlra cubi ném.

Xu huéng hang dau

Pho bién’

DPugc xdéc dinh dua vao sé luong cdc bai
dang, cdc hashtag phd bién cho biét hiéu
qua hoat dong clia danh muc & mét thdi
diém cu thé. Bay la moét phuong phdp do
ludng xem chd d& dé duoc lan téa va ban
lu&n nhidu dén murc ndo.

#education

Luot xem video: hon 6,9 ty

#giadinh

Luot xem video: hon 5,2 ty

#baby

Luot xem video: hon 2,6 ty

#family

Luot xem video: hon 1,78 ty

#babykopohome

Luot xem video: hon 1,15 ty
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Hay cling gt 15 chdo dén céc hashtag mdi ndi,
cling nhu nhing hashtag tung la it dugc quan tam
hon nhung hién dang & nhém dén déu. Day la
nh(tng hashtag phdt trién nhanh nhét trong ném

qua cla chdng 16i. Théng qua nhimg hashtag nay,
chiing ta con cé thé biét thém vé nhiing xu hudng
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dang thinh hanh trong danh muc nay.

#abbotgrowgold

Luot xem video: hon 32,5 ty

#goodmanteam

Luot xem video: hon 636 triéu

#landaulamme1991

Luot xem video: hon 19,5 triéu

#reviewbimsua

Luot xem video: hon 23,6 triéu

#be_an_dam

Luot xem video: hon 36,5 triéu

1. DI liéu néi bé cua TikTok, Viét Nam, thang 10/2020
dén thang 10/2021



Nghién ctru dién hinh

Thuong hiéu k& nhitng cau chuyén hép dén dé gidi thidu ban than vdi thé
gidi va thuc ddy nhu cdu str dung sén phdm. That may 1 & thai diém hién
tai, viec k& mot cau chuyén di vao long ngudi khéng con qud khé nira. Véi
su tro gilp cla cdc céng cu tién tién nhung rét dé sir dung cua TikTok, tat
cd moi ngudi d&u cé thé dé& dang tao ra nhing video cé gid tri cao. Viéc

tiép can véi quy trinh san xudt video don gian va hiéu qud déa md ra mét ky
nguyén mdi, noi ma ndi dung ngdn gon, dé hép thu sé& chiém uu thé va
dugc tiép nhan ngdy cang nhanh hon, da dang hon.

Di kém vdi su da dang la tinh linh hoat va khat khao duoc tiép can véi noi
dung doc ddo va sdng tgo lién tuc. Viéc sdng tao ndi dung khéng con bi gidi
han & cdc dinh dang ké& chuyén truyén théng hay théng diép don gidn nira.
Mét doan video 30 gidy quay & t&ng hdm nha ai dé cé thé cé hiéu qud hon
doan video dugc san xudt véi kinh phi cao nhung khéng co cét truyén hép
dén. Cudi cung, hdy nhd rédng khéng cé gi tuyét hon viéc déing mét cau
chuyén 16i cudn co thé khién moi ngudi phdn khich va tham gia tuong tac.

Thuong hiéu cé thé rit ra didu gi tir théng tin nay?

Johnson & Johnson dé rét théng minh khi tan dung cac dinh dang quang cdo
khac nhau trong cdc chién dich tiép thi toan phéu. Chién dich gdm mét loat cac
su kién co lién két vai nhau, bdt dau bang cach sir dung quang cdo fim kiém
khach hang tiém néng dé gui cho khdach hang tiém néng nhimng mau dung thir

mdi. Tiép theo Ia khudy déng cong déng bdng nhitng trod choi tuong téac dé

Quét b&dng may anh

hudng dédn cho nhitng ngudi lam me vé dong sén phdm Cotton Touch.

Dua trén si dén nhén tich cuc tir cdng déng me bim sira trén TikTok, Johnson &
Johnson déng phéu bdng mét chién dich luu lugng, vira sir dung quang cdo bd

suu tap vira stir dung quang cdo chuyén hudng dé thic déy luot chuyén déi trén
trang web thuong mai dién t&r (concung.com).

Két qud 13, Johnson & Johnson dé& kiém dugc hon 9.000 khach hang tiém ndang,
thu hut duoc hon 1.500 ngudi tham gia trd choi nhé, va doanh sé cho dong san
phdm stra tdm em bé t&ng gdp 23 1an.

-_

D) Meo danh cho thuong hiéu =

3

« Khai thdc nhirng 1&dm tudng sai léch du c6 ddy du théng tin va sy kién ré
rang, vi du nhu vach trén sy that véi nhimg niém tin truyén théng hodc
nhitng thi nghiém phi khoa hoc, I& mét hudng tiép cén hiéu qua.

e Tan dung sic anh hudng clia nhitng nhd sdng tao ndi dung trén TikTok va
cdc chuyén gia/HCP dé hudng dén me budc qua cdc giai doan nudi day
con tré khdc nhau: cho con by, &n ddm, v.v.

« Gilp me c6 thém dong luc dé chia sé nhitng khodanh khéc bén gia dinh va
cdc con lén TikTok théng qua cdc Hashtag Challenge, cac chu dé vui

nhén, va cac hoat déng thu vi cé su tham gia cia me va bé.
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Phan tich
chuyén sau




Thuong mai cdng déng lad phuong thic tiép thi truyén
‘ v miéng thu vi, do nhirng nha sdng tao ndi dung cua TikTok
dan ddt. Phuong thic nay dé thanh céng vao ndm 2021.
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Moi ngudi thich vi né tao ra cdac bai danh gia nhén héa ddc biét va khdm phd nhing san
san phdm chan thuc - va su trung thuc 1 diém phdm ma ho quan t&m nhét.

khdéc biét Ion clia chang 16i; hdu hét ngudi dung

chia sé rdng ho tin tudng nhirng ngudi thé hién Hién tuogng nay da mang lai thanh cong lon
ban than mét cach chan that trén TikTok'. Cac cho cdc thuong hiéu. Tét cd cdc logi hang
video gidi thiéu san phdm ciing cé xu hudéng hoa déu chdy hang - tir banh stta dén phé

d N1

gidi tri, va day l& mot diém thu hat rét 1on bai vi mai, quan tét, san phdm tdy rira, mascara,
gidi tri la muc dich ddu tién ma ngudi dung tim va nhitng san phdm khdc. Va dé mdi chi la
kiém khi truy cép vao nén tadng?. Va nhe vaio hé khoi ddu thoi.
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Suc hut khdn g oo Do e
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Lugt xem video (lugt)

60 friéu
50 triéu
40 tridu
30 triéu
20 tfriéu
10 triéu

Ngay (2021)
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.’ Théng tin chuyén sau vé
déi tuong trong ném 202

Chung t6i van dang fim hiéu thém mbi ngdy vé nhiing diéu

D) Phan tich cac giai doan cua
Thueong mai Cong dong
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D& hiéu cach cdc xu hudng cé thé thiuc ddy thanh céng, ching téi da phan tich sau nhiing nai
dung ban luan vé san phdm chdy hang n&dm nay nh& TikTok - va mébi giai doan trong vong
d&i clia sén phdm Ia mét vi du tuong duong bén giai doan clia Thuong mai Céng déng.

ngudi dung mong muédn tir céc thuong hiéu trén TikTok, céch

céc cong ddng anh hudng hanh vi cla ho, va lam thé nao dé

Ngudi dung Trinidad Sandoval dé
ddang mét bai ddanh gid trudc may
anh chan that va don gian vé san
phdm Instant FIRMx Eye Temporary
Eye Tightener clia Peter Thomas Roth.

Ngudi dung yéu thich video. Trong
mot tudin, video nhan duoc 23 triéu
luot thich, hang ngan luot binh ludn,

va moét loat cac phan ing va buzz.

Mat hang nay chdy hang lién tuc trén
trang chd cua thuong hiéu cling nhu
cdc trang bén thi ba hang tudn. Ngudi
sang lap va CEO cla thuong hiéu cho
biét nhe TikTok, trong vong sau tuén
ho dé& ban dugc lugng san phdm
tuong duong sdu thang.

Thuong hiéu ra mét san phdm kich
thudc 16n va dang lén ké hoach thuc
ddy video cua Trinidad khi luong truy
cdp ty nhién khong con nira

Quét b&ng may éanh
dé xem cdc tinh hudng

»»

Giai doan mé man:
Ngudi sang tao hodc thuong hiéu ddng
video gidi tri gidi thiéu san phdm

Giai doan chia sé:

Coéng ddng déng gép vao cude trd
chuyén v& san phdm va gitp san phdm
tr& nén thu hat

Giai doan miii nhon:
Ngudi sang tao hodc thuong hiéu dang
video gidi tri gidi thiéu san phdm

Giai doan duy tri:

Cac thuong hiéu hoat déng ca trén nén
tdng va ngodi nén tdng dé thu hut sy
quan tdm cla khach hang

1. Forbes, “Welcome to the TikTok Economy.” Ngay 07/10/2021
2. TikTok Marketing Science Global Community and Self-Expression

Study 2021, do Flamingo thyc hién.

THUONG MAI CONG PONG O

ho s&n sang mua hang trén TikTok. Day la mét sé théng tin
chuyén sdu ma ngudi dung cla TikTok can luu y khi lap ké
hoach cho nédm 2022:

o cdm thdy két néi chat ché hon
véi thuong hiéu ma ho dang
tuong tdc trén TikTok, so sadnh
O véi cdc nén tang khac?
o ddng y réng nhing thuong hiéu
t6t nhét trén TikTok l& nhing
thuong hiéu cé tuong tac vdi
0 ngudi ding’

o cam thdy nhu ho la mét phdn
7 O / clia céng ddng trén TikTok?
o chia sé réing TikTok théi thuc ho
mua sdm trong khi ho khéng
: chd déng nghi dén viéc do®

Néu ban gdp mét ngudi ndo
do dang tuy minh lam gi dé,
thé hién ding con ngudi that
cua ho va thé hién theo cdch
cua ho, thi nhang thanh céng
dot phd co thé rat lon.

- Peter Thomas Roth, nha sang lap va CEQ!
r
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D Tdang cuong tinh "thuwong mai"
trong Thuwong mai Céng dong

N&m 2022 sé |&d ndm van hanh tron ven déu tién cda TikTok

Shopping, bé céng cu thuong mai dién tir bién video thanh nhing néi

dung gidi tri cé thé mua sdm. Nhing gidi phdp nay sé giup viéc khai

théc sirc manh cta thuong mai dé dang hon bao gid hét, vi né cho

phép ngudi dung mua cdc sén phdm ma ho khdm phd duoc trén

trang Danh cho ban. Dudi day |d mét s& san phdm hién cé trong GA:

.l

B MELAA Rose Lip Gloss

@melad¥cosmetics &
Melaa Mafi¢ Rose Lip is
now availaBle.

JJ SHE WAVES AT ME @melaa_cos

f Q =

Home

Lién két séan phdm

Huy hiéu cho phép ngudi ban hang
danh ddu cac mat hang trong
video ty nhién va dan ngudi dung
t&i trang théng tin san phém.

@JonesMenswear

check out the latest styles from our fall

Quang cdo b swu tép

Thé san phdm xoay trén video gidi
thiéu nhiéu mat hang trong mét trai
nghiém, sau do lién két v&i cdc mat
hang do.

THUONG MAI CONG DONG O

Quang cdo gidi thiéu dong

Mét cong cu tu dong bién kho sén phdm cla ban thanh quéng cdo
va hién thi véi nhitng ngudi xem quan tdm nhiéu nhét, dya trén théng

tin v& san phdm va hanh vi ngudi dung trén ing dung cda ban.

—> online_chat
©@Q
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wewi

curated
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SU PHAT TRIEN MANH ME CUA AM THANH O

Khéng co gi la ngac nhién khi biét duoc
réing am thanh chinh I mot yéu té lam
nén su khdac biét dbi véi TikTok. N&m 2021
van chua phdi ld ndm vang déi nhét cua
chung t6i dau. Chung t6i da tim ra nghién
clru noi vé cach am thanh anh hudang dén
hiéu qud cla quang cdo, cdach TikTok anh
hudng dén nganh céng nghiép @m nhac
va cdm gidc cua moi ngudi khi nghe cac
logi @m thanh cu thé. Chung téi d& ching
kién cdc thuong hiéu ra mét cdac chién dich
I&y am thanh lam tam diém va that ngac
nhién khi TikTok tr& thanh khéng gian déy
hira hen cho nhing nhac si tré ddy trién
vong phat trién.

V& dé mdi la khai ddu théi. Nam 2022,
chung 16i sé tung ra cdc théong tin chuyén
sAu va cdce sén phdm mdi duoc thiét ké dé
hé tro cac dbi tac cla chung téi tan dung
niém vui va tiém né&ng ctia am thanh va
dung né dé thuc ddy lgi nhuan cua ho. Vay
nén hdy theo doéi TikTok nhé - bai vi khi
nhdc dén am thanh, day cé thé la nédm
thanh céng nhét cua chung ta.
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Am thanh
chien thang
nam 2022

Néu ban mudn bdt ddu chién luoc TikTok 2022
nhung vén chua chdc chdn vé céch dung am
thanh trong ké& hoach cla minh thi ciing ding
lo nhé. Chung t6i d& mdi ba chuyén gia dén
hudng dédn dé cac thuong hiéu cé thé cé duoc
chién lugc &m thanh trong ndm nay - tur viéc
sir dung cdc cong cu tién tién dén viéc dua
nghé si 1én dau ndi dung. Day & nhing gi
chuyén gia da chia sé.

Gdp g& chuyén gia:

© Bryan Cosgrove

Gidm déc cdp phép sdng tao va ém nhac
thuong mai tai TikTok

@ Cedric Engels

Giam déc didu hanh céng ty san xudt am
nhac Sonhouse

© William Gruger

Trudng nhém bién tdp va chinh sra Gm
nhac, Hoa Ky tai TikTok

Xay dung dm thanh thuong
hiéu ddc biét

Am thanh thuong hiéu la mét cach rét hay dé truyén tai
ban sdc cua céng ty. Cosgrove luu y réng cdc xu hudng
TikTok chl yéu dua trén céc bai hat hodc dogn ém
thanh hon la thiét ké am thanh quy mé Ion. Con theo
Engels, Néu thuong hiéu mudn ban sdc am thanh cla
minh dugc nhan dién trén nén téng, ho phdi dam bao
réng né khac biét.

"Ho phdi tao ra thir gi do khdac biét, thi ma ho cé thé s&
hitu, va ¢ thé cham t&i trdi tim cla ngudi khac va luu
lgi trong t&m tri ho. Néu am thanh thuong hiéu cla ban
& murc "trung binh", né sé bi 1&n vao dam déng", Engels
chia sé. "Mét ban séc @m thanh riéng biét sé giup cho
thuong hiéu ndi bat so vai cac ddi thd canh tranh. Va
né cho phép ho xdy dung méi quan hé lau dai véi khan
gid. Ban sdc am thanh sé & Igi mai."

Suy nghi (va hanh déng)
nhu mét nhac si trudc

Con theo nhéan dinh clua Gruger, TikTok la bé phong
cho mot sé nghé silén hién nay. Ho cé thé phat hanh
cdc bai hat trén nén tadng, noi ma dm nhac cé thé dé
dang xdy dung va chia sé véi moi ngudi nhd vao vdan
héa tham gia vé ddng sdng tao cla TikTok. Hanh vi dé
s& tiép dién trong ndim 2022.

"Nghé si sé& gidi thiéu @&m nhac cla ho trén nén téng,
b&t d&u béing viéc déng tai va xdy dung cdc xu hudng
cua riéng ho thong qua viéc tuong tdc véi ngudi dung
dé thuc ddy phdt truc tuyén”, Gruger chia sé. "Moét sé
nghé si da gidi thiéu cdc doan dm thanh trong nhing
bai hat cla ho trudce khi phat hanh ban déy du, va sau
dé nhan duoc su tuong tac manh mé. Két qua 1a,
nhing nghé si do dé cé duoc lgi nhudn |on tir viéc phat
truc tuyén.”

Thuong hiéu cling cé thé kich déng cong ddng TikTok dé
gidi thiéu mot sé nhac si béing céch dua nhitng nghé si
dé 1&n hang dau trén nén téng. Cosgrove cho biét them:

"Thuong hiéu cé thé tham gia vao nhimg su kién trong
dai trong cudc doi cia nghé si, nhu phat hanh album,
céc chuyén luu dién va cdc dé ctr gidi thudng. Ho cé
thé tim cdch gidi thiéu nhimg su kién sdp 16i, va tim co
hoi dé ndi vai 16, vi du nhu "nhan tién thi, thuong hiéu
cla ching t6i cing l& mét phan trong hanh trinh nay."
Hay lam ndi bat am nhac".

66%

@ ngudi dung cla ching t6i cédm thay
TikTok cé anh hudng Ién dén nganh
céng nghiép am nhac'

/3%

@® ngudi dung tuong tac vai cdc bai
hat trén TikTok?

1. TikTok Marketing Science US Understanding TikTok's Impact on
Culture Custom Research 2021, do Flamingo thuc hién

2. TikTok Marketing Science US Music Perceptions Research 2020
do MRC Data (frudc day la Nielsen Music) thuc hién




Hay la ngudi sir dung cdng
nghé giong néi sém nhét

Trén TikTok, khéng chi cé dm thanh va édm nhac -
giong ndi ciing l& mét yéu t6 16n khac. Tinh néng
chuyén van ban thanh giong néi clia chung t6i
cing rét duoc uva thich trong nédm 2021. Cac hiéu
irng giong néi la ngudn cam hing sang tao cho
ngudi dung cta chung téi. Va khi logi cong nghé
ndy tiép tuc phat trién, giong noi sé trd thanh mat
bé phén rét quan trong cla TikTok.

Cosgrove cho biét: "Muc dé ua thich tro ly giong
noéi va mbi quan tdm cla mét sb thuong hiéu dbi
vé&i khéng gian ndy déu la nhing chi sé tét, thé hién
tidm ndng tang trudng."

Trong qud trinh phdt trién ndy, moi ngudi cé thé
nghe nhiéu giong néi tu déng nhidu hon va sé bat
dé&u khao khat duoc nghe giong ké chuyén cla
ngudi that — didu nay cé thé trd thanh mét khia
canh chinh cta céch k& chuyén chan thuc trén
TikTok, Engel chia sé.

@ Cac video dugc gdn thé #VoiceEffects cé hon
160 ty vvs trén TikTok (tinh dén thang 12/2021)

57%

@ ngudi dung nhén ra chinh xdc thuong hiéu
trong quang cdo sir dung dm thanh ghi tryc
tiép trudc may anh®

3. TikTok Marketing Science US Sound On Part 2: Audio
Effects Research 2021 do Media Science thuc hién

4

"Giong ndi 'thuc' ciia cdc cd nhdén sé tréd nén quan
trong. Yéu té con ngudi ban déu cé thé tao nén su
khdac biét", Engels cho biét. "Cac thuong hiéu nén
suy nghi vé& giong diéu cta ho trong chién luoc xay
dung dm thanh thuong hiéu cda minh."

Diém mdu chét? Thuong hiéu nén két hop cdc cong
cu tha vi nhu trinh chuyén vén ban thanh giong ndi
vdi giong 16ng tiéng trung thuc va doc truc tiép
trudc mdy anh. Sir dung cd hai sé cho phép ho vira
hda vao niém vui cla xu hudng vira cé thé hinh
thanh méi lién két chat ché vai ngudi xem.

"Am thanh |& co s& cla giao tiép. Moi ngudi ludn
dung giong ndi ctia minh dé truyén tai cdc théng
diép. C6 thé thém sdc thai ma ban mudn cho giong
noi", Engels chia sé.

SU PHAT TRIEN MANH ME CUA AM THANH O

WHAT'S NEXT
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Poi ngli sang tao
quang cao dang
mo wdc cua ban

sap ra mat

»» CONG DONG NHA SANG TAO O

Hay gli loi chdo dén nhdm nha sdng tao néi
dung qudang cdo mdi cua ban. Khdc véi gidm
débc sang tao thudng thdy — hay gé&p g& nhimng
nha sang tao néi dung trén TikTok: nhing
ngudi cé cd tinh manh, nhing chuyén gia vé
vdn hoa, nhiing nguoi tao ra xu hudng va
nhitng ngudi tién phong giup ban phan phéi
qudang cdo vuot tréi so vdi cac muc tiéu chién
dich ctia minh va nhan vé nhing két qua hiru
hinh, tao dugc anh hudng. Da dén luc tin tudng
nhirng nha sang tao dé tan dung su tinh té va
anh hudng clia ho nhédm mang lai cho thuong
hiéu ctia ban déng luc thic ddy dang cé.

Cdc sb lidu théng ké phan anh su that. Tai
chau Au, ching t6i da quan sat thdy viéc hop
tdc v&i nhitng nha sang tao ndi dung trén
TikTok da thuc ddy ty 1& xem video cho
In-Feed Ads tdng 193% va ndi dung thuong
hiéu tir cdc video cong tac clia ngudi sdng tao
cho thdy kha n&ng ghi nhé& quang cdo cao
hon 27%. Ngay cd nhiing ngudi dung TikTok
cling déng y nhu vay: 65% ngudi dung TikTok
thich thu khi mét nha sang tao déng bai vé
san phdm hodc thuong hiéu'.

Tai sao lai hiéu qud nhu vay? Vé co ban,
nhig nha sang tao say mé TikTok, didu nay
cé nghia la ho ndm bdt day du théng tin vé

cdc xu hudng trén TikTok, meo hay, ky xao dé

tao ndi dung cédng hudng cé ngudn gbce tir
TikTok. K& dén chinh la kién thic chuyén mén
vé van hoéa cla ho két hop vaéi giong noi va
phong cdach ddc biét da 16i kéo mét lugng
ngudi theo déi hién tai tfrung thanh, gén bé va
tin tudng. Ho coi trong quan diém cla ngudi
sdng tqo, viéc nay tago nén moét luong khan gia
hung héu.

1. Marketing Science EU proprietary creative analysis, Vuong quéc Anh,
Phap, Buc, Tay Ban Nha, Y, thadng 10/2020 dén thang 05/2021
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Ban co [é cling tu hdi ddu la nhing "ky néng"
ma ngudi sang tao can cé, ddc biét la khi dinh
nghia "ngudi sang tao" dang ngay cang linh
hoat hon. Bung nhu vay - TikTok mang dén
cho moi ngudi mét khong gian dé thé hién va
kham phd ban than. Tuy nhién, ching t6i xem
day la mét ngudn nang luong tich cyc 16n.
B&ng cach cho moi ngudi quyén sang tao,

4 N1

chung t6i da tao ra mét bau khéng khi chan
thuc, noi cac thuong hiéu cé thé hinh thanh
céc mébi quan hé cé y nghia va dang tin cay
v&i khdch hang cua ho.

Viéc logi bd xdc nhdn giao dich va vi tri san
phdm truyén théng dé hudng tdi su hop tdac
chan thuc hon khéng chi mang lgi hiéu qua
cho thuong hiéu ma con truyén cdm hing dé
ho déng vai troé chi déng trong cudc tro
chuyén cé anh hudng dén cac van dé nhu
binh ddng gidi va sirc khoe tinh than. Bién thé
gidi trér thanh mot noi t6t dep hon vai nhiéu
muc dich va nhén van hon.




+4+4+4++

5 MEO
DE BAT PAU

1. Lam nhiém vu cGa ban dé fim kiém nhirng nha sdng tao ly tudng.

Creator Marketplace la diém dén can thiét dé cong tdc. Khdm phd nhitng nha sdng tao dua
trén nganh hang, ngan séch va muc tiéu kinh doanh — cho phép ban fim kiém nha sang tao
phu hop nhét véi minh.

2. Thir dung cdc kiéu nha sdng tao khéc nhau cla ching ti.

Hay cdi md vdi nhitng kiéu nha sdng tao thudc nhidu phong cdch, trinh dé chuyén mén va
guy mé dbi tuong khdc nhau. Hay khai thdc sau vao cdc nén vén héa phu khdc. Ban co thé
s& ngac nhién véi nhitng ngudi hoat déng top dau déy.

3. Sir dung bé céng cu quyén luc cua TikTok theo y ban.

Trinh qudn ly quéng cdo TikTok cho phép ban khai chay chién dich tra trudc. Trung tém
Doanh nghiép trao quyén cho ban quan ly va phan tich chién dich. Ddng thoi, nhiing nha
sdng tao cé cdc cong cu tu nhién trén TikTok dé tao néi dung mién phi va gén gdi.

4. Xay dung mét chién lugc toan dién cho ngudi sdng tao, dé la "ludn cé mat".

Méi quan hé déi tac véi nhing nha séng tao Ia méi quan hé hai mat. Diéu quan trong la
phdi két hop kénh clia ca 2 bén (kénh riéng ctia ban va cua ho).

5. Dirng dé ké hoach bi bé ngo sau khi tém tét.

Nha& sdng tao I& mét phdn khéng thé thiéu trén TikTok va la nhitng nha vé dich trong cong
ddng cta ho. Hay dam bdo dua ho vdo toan bd qud trinh dé& ho cé thé lam viéc tét nhat
va toa sang thay cho thuong hiéu cta ban.

rChu’ng t6i thuc su phdn khich khi thdy nhiéu nha séng tao ndi dung
phdt trién manh trén nén tdng, cé quyén truy cdp vao cdc phuong
tién lam viéc mdi théng qua viéc hop tdc vdi cac thuong hiéu.
Chung t6i rat néng ldng duoc xem ndm 2022 sé thé ndo khi cdc

nha sdng tao hop tac chgt ché vdi cdc thuong hiéu! 3

CONG DONG NHA SANG TAO
CONG DONG NHA SANG TAO
CONG DONG NHA SANG TAO
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Chu dé chinh cho ném 2022

P\ 7

Suc manh cua déng séng tao trong céng déng

N&m 2022, chiing t6i s& cam két sau sdc hon nita véi cdng dong va nhitng ngudi
sdng tao cua chung t6i. Hai linh vuc trong tadm chinh cua ching téi la...

V 4

" Culng cé hon nira méi lién két giira nha
sdng tao véi thuong hiéu.

Théng qua TikTok Creator Marketplace, chung téi mong mubn giup ban tim
thdy ngudi sang tao phu hop theo cdch hiéu qua nhét co thé.

Chung t6i sé tiép tuc thuc ddy va ang hd cédng déng ngudi sdng tao va céc co
hoi thuong hiéu ma céng déng thac déy.

W Két qua, két qua, két qua.
) <4 < € €]

Dé cai thién hiéu qua tiép thi cia nha tao, ching t6i sé ¢ gdng cung cép
nhimng két qua do ludng va théng tin chuyén sau cé y nghia.



Xay dung

An toan Thuon

h I h I

o o
Tai TikTok, chung t6i ludn cam két tao ra mét mai trudng ddng tin
cdy cho cdac thuong hiéu, duoc xay dung trén nén tang cla sy an
toan, tinh minh bach va tradch nhiém gidi trinh — vi khi néi vé an toan
thuong hiéu, t&t cd déu quay lai viéc céc thuong hiéu va nhd quang
cdo tin tudng vao méi trudng hién thi ndi dung clia ho. Bé hudng tdi

su tin tudng do, chung t6i d& thuc hién mét cach tiép can toan dién
vé an toan thuong hiéu trén TikTok theo 4 trong tadm chién luoc.

AN TOANTHUONG HIEU O

D) Bén ndi dung trong tam veé
An toan Thuong hiéu cua TikTok

Bdo vé su an toan cua céng dong:

Cdch tiép can uu tién va quan trong nhdt clia ching t6i ludn bdt déu tir viéc bdo vé sy an todn clia cong ddng. Khi
I&m nhu vay, chung t6i khéng chi tao ra mét noi an todn dé ngudi dung thé hién ban than maét cdch chan thuc, ma
con la mai trudng tich cuc dé xay dung cdc thuong hidu va tiép can cdng ddng mat céch cé v nghia. Nam 2021,
chung t6i d& lam viéc chdm chi dé thuc hién ding cam két ctia minh béing cdch gidi thiéu hang loat san phdm va
sang kién cho thdy su cdng hién khéng ngiing clia chung t6i trong viéc dédm bdo an toan clia céng déng TikTok, vi
du nhu cai dat an toan va quyén riéng tu phi hop véi Itra tudi, cdc cdng cu khuyén khich lam viéc tét, chéng bét
nat va han ché sy truyén ba théng tin sai léch cling nhu céc chién dich ndng cao nhén thirc vé bét nat.

Xay dung cdc gidai phdp an toan thuong hiéu:

Chung t6i ludn 1dng nghe cdc déi tac thuong hiéu ctia minh, nhitng ngudi duoc xay dung lién mach va khéng thé
thiéu clia cong ddng TikTok. Chuing ta cé nhidu quyén kiém sodt hon déi vdi vi tri xudt hién quang cdo la diéu téi
quan trong. Trong ndm 2021, ching t6i d& mé réng cdc dé xudt ctia minh dén cdc nha quang cdo dé hé trg hién
thi ndi dung thuong hiéu canh nhitng video phu hop va an toan. Lam viéc véi cé doéi ngd ndi bd 1&n céc déi tac
bén thi ba, hién ching t6i cung cép 4 gidi phdp an toan thuong hiéu cho céc nha quang cdo trén TikTok: B loc
danh muc déc quyén cta TikTok, gidi phap dat gid thdu trudc tr OpenSlate va 1AS, gidi phdp hdu déu gia tu
Zefr. Chung t6i cling khéng nging ddnh gid va cép nhat cing nhu md réng cac dé xudt nay dén céc thi trudng
va cdc logi hinh mua qudng cdo khac nhau.

Ung hé su minh bach va trdach nhiém gidi trinh:

D& cap nhat cho moi ngudi vé nhimng viéc ching t6i dang lam dé gitr an todn cho céng ddng, ching 16i dang cb
gdng tr& thanh céng ty minh bach va cé trach nhiém nhét trong nganh bang céch cung cép nhiing théng tin
chuyén sdu chua ting cé vé hoat déng cua ching téi. N&am 2021, ching t6i d& phat hanh 2 Bdo cdo hang quy
dé&u tién vé viéc Thuc thi Tiéu chudn Céng ddng va tb chirc tham quan Trung t&m Minh bach va Gidi trinh cé
trdch nhiém, cling nhu thong bdo cdc ké hoach xay dung trung tdm ngoai tuyén & Ireland dua trén hai trung
tam dé& duoc théng bdo trude day & Los Angeles va Washington D.C. Hon nira, ching t6i cling cdi tién Trung tam
Minh bach trén trang web TikTok dé cap nhat cho moi ngudi v& nhitng nd lyc cla ching t6i.

Hop tdc dé tién bo:

Cudi cling, ching 16i sé& khéng la gi ca néu khong cé céc dbi tac cla ching téi — vi dodan két la sirc manh. N&m
2021 dé& ching kién sy ma rédng va that chat mbi quan hé an toan cho déi tac cua TikTok, nhu tham gia Lién
minh céng nghé, tham gia Bdo cdo do ludng tdng hop GARM, tham gia Ban cb vén clia T chirc an toan thuong
hiéu va dugc Nhom Gidi trinh co trédch nhiém dang tin cdy ching nhén An toan thuong hiéu toan céu TAG. Tai
TikTok, chung t6i ludn tran trong cdc méi quan hé déi tdc ctia minh, vira dé hé trg théng tin hoat déng van hanh
clia ching 16i, vira thic ddy nganh phat trién vi lgi ich 1on hon cla hé sinh thai ky thuat sé.
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Thanh tuu
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noi bat
nam 2021

Diém nhanh qua cdc cot
mbc vé an todn va minh
bach cua TikTok trong
ndm qua

THANG 1

Gidi thiéu cai dat an toan va
riéng tu mdc dinh mdi cho
thanh thiéu nién

[ Docthem
THANG 2

Phat hanh Bdo cdo Minh
bach nlra cudi ndm 2020

THANG 3

Cdc thi truong dugc mo rong
cho Gidi phdp An todan
thuong hiéu cta TikTok, do
OpenSlate xdc thuc

[ Docthem
THANG 4

Tham gia Ban c¢é vén cta T
chuc an toan thuong hiéu

Tham gia bdo cdo do luong
téng hop GARM ddu tién

THANG 6

Te
o)
Phat hanh Bdo cdo Thuc thi

Tiéu chudn Céng ddng hang
quy déu tién (12021

THANG 7

Bat dugc Chung nhéin an
todn thuong hiéu TAG toan
cdu

THANG 10

Phat hanh Béo cdo thir hai vé Thuc thi Tiéu chudn Céng déng
hang quy (Q2 2021)

THANG 8

M& réng cai dat an todn va
quyén riéng tu cho thanh
thiéu nién

[ Doc them
THANG 9

Chinh thirc théng bdo Bo loc
danh muc TikTok; quan hé
déi tac vai IAS va Zefr

Tham gia bdo cdo do luong
téng hop GARM thi hai

THANG 12

Ra mdat Bdo cdo Minh bach
va ldm mdi Trung tdm Minh
bach
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https://newsroom.tiktok.com/vi-vn/tiktoktangcuongtinhriengtuvaantoanchothanhthieunien
https://www.tiktok.com/safety/resources/transparency-report-2020-2
https://www.tiktok.com/business/en/blog/tiktok-and-openslate-to-bring-brand-safety-solution-to-advertisers
https://wfanet.org/leadership/garm/aggregated-measurement-report-vol-1
https://www.tiktok.com/safety/resources/tiktok-transparency-report-2021-h-1
https://www.tiktok.com/business/en/blog/tiktok-achieves-tag-brand-safety-certification-globally
https://newsroom.tiktok.com/vi-vn/tang-cuong-tinh-nang-an-toan-va-quyen-rieng-tu
https://www.tiktok.com/safety/resources/tiktok-transparency-report-2021-q-2
https://wfanet.org/leadership/garm/garm-resource-directory-%28weblog-detail-page%29/2021/11/30/GARM-Aggregated-Measurement-Report-November-2021
https://newsroom.tiktok.com/vi-vn/tiktok-cap-nhat-trung-tam-minh-bach

Nhin vé
phia trudc
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An toan thuong hiéu |& mét cau chuyén khéng cé hoi két, déc biét la khi né khéng ngimng
phdt trién va ngay cang trér nén da dang hon. Hudng dén ndm 2022, chung 16i sé tiép tuc
uu tién su an todn clia céng déng, cdc gidi phdp méi cho thuong hiéu, tinh minh bach va
quan hé déi tac dé tiép tuc xay dung méi trudng tich cuc dé thoa sire sdng tao, noi cac
thuong hiéu co thé xay dung, tiép can nhiing khdch hang mdi va nhiéu hoat déng khdac nia.

4 N1

C .
Do6i vdi cdc nha qudng cdo cua chung t6i, chung té6i dang phdt

trién thém mot sé bién phdp kiém sodt dé dam bdo réng ho
cdm thay tu tin rang khodn déu tu vao méi trudng phu hop vdi
thuong hiéu cua ho. Diéu ndy sé bao gém cdc gidi phdp bén thur
nhdat nhu Ia loai trir danh muc va cép khodng khéng qudng cdo,
bén canh viéc md réng cdc gidi phdp vdi bén thi ba dé cung
cdp thém nhiéu tay chon tay chinh.
Jon Schmucler,
Trudng bd phan tiép thi sédn phdm, gidi phdp do ludng todn cdu

-

Cudi cung, chung téi tiép tuc hop tdc véi cdc dbi tdc nhu GARM, TAG va Té chirc an todn

thuong hiéu dé& nang cao nhéan thirc an toan thuong hiéu va thic ddy nganh phat trién vi

loi ich xay dung mét hé sinh thai ky thuat sé an toan hon trén toan céu.
N
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Foreword

What a ride 2021 has been. It's been a year full
of growth and accomplishments for us here at
TikTok - from the viral successes following
record breaking TV shows to a 13-year-old
pug hilariously predicting the future, TikTok
has clearly been packed with joy and action.
It's only here on TikTok that digital moments
have the potential to influence culture, break
boundaries, and redefine what creativity looks
like. This year has cemented TikTok as the
go-to place for expression, creation,
entertainment, education - you name it -

across all sorts of categories.

As we enter a post-Covid world, TikTok
continues to prove that moments on the
platform have the unique ability to transcend
the digital realm and make a true impact on
people's real, physical lives. Take
#TikTokMadeMeBuylt, the Evolution of Sound,
or the profound impact of Creators as
examples - at TikTok, there's room for anyone
and everyone, through entertainment and
strengthened by communities, to make an
impact in their own way, and to define
'impact' in their own right.

Engagement stats show that users continue to
see value in TikTok and its wide range of
content. This year, the top hashtags saw a
median engagement rate of 12%, illustrating
that through sound-on, full-screen
experiences, audiences enjoy immersing
themselves in a different world. As we
confinue to revolutionize the power of
entertainment and community, and grow as a
platform, we are fully committed to placing
the utmost importance on your safety, and the
safety of our users.

While it's impossible to predict what 2022 will
bring, especially in today's uncertain climate,
we hope to give you a glimpse through this
report. The purpose of this report is to provide
an overview of performance by category
throughout the year, to equip you with the
insights to better plan for an amazing 2022.
We aim to help you better understand which
topics are performing well on the platform,
and get a full grasp on the current state of
affairs on TikTok. We hope this inspires you to
continue to play a meaningful role in your
consumers' lives next year and beyond.

1. TikTok Internal Data, Global, January 2021 - October 2021
1. Engagement rate: the sum of likes, comment and shares
as a ratio of total video views

N
N
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» Methodology

For this year's report, TikTok For Business has
compiled comprehensive insights based on
platform performance on TikTok over the past
year, from October 2020 to October 2021. To
uncover these insights and come to key
conclusions, we analyzed quantitative
first-party data. Our analysis revealed the
categories that saw significant growth, the
ones that remained amongst the most
popular, and the ones which we felt deserved
a special spotlight.

What process did we follow? We looked into
hashtags as a reliable indicator of
performance. We assigned hashtags that had
a strong correlation with each category
accordingly and we ranked them by volume.

From this data, we took our analysis a step
further by diving deeper into hashtag activity
based on volume and growth. The results
were insightful findings that took over each
category in the past year. Through the various
categories, we'll provide you with a
retrospective on what happened on TikTok this
year, and a sneak peek into the growth
opportunities for 2022.
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A Look Back

Categories

Food & Beverage
News & Entertainment
Baby, Kids & Maternity

A Deep Dive

Community Commerce
Evolution of Sound
Creator Community
Brand Safety
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Joyful Discovery

2021

We would like to take this opportunity to thank YOU for helping us build a We helped strengthen We kept our community and
community like no other, by sharing some of our key moments this year. We're the creator-brand brands safe

excited for what 2022 has in store for us and we hope you'll continue to join us on relationship

this journey of inspiring creativity and bringing joy to all.

We furthered our commitment to brand safety
Brands can now connect with by making significant strides in our policies,
over 100K creators across 24 practices and products, including introducing
markets. new solutions for brands.

TikTok World
The Power of Creators and Community

¢ N1 @

Our first-ever virtual

. . product event tfook
#TikTokMadeMeBuylt You helped us hit a place, where we
o announced 28
milestone products and 40K

people attended.

As of December 2021, #TikTokMadeMeBuy!t Together we built a community of
amassed over 7.4 Billion views. 1 Billion MAU

Communities supported each other

'\ % 4

In 2021, our global community supported causes they cared most about,
including advocacy for protected groups, mental health and racial equality.
They rallied around small businesses helping them to bounce back and grow
during a challenging period.

Sound became more  Music transcended Our community kept
relevant than ever the platform discovering

l

88% of people on TikTok
report that the sound on
the platform is central to
the overall app

® experience'. Leading to
music discovery while As communities grew, so did
Sounds saw 47% higher browsing on TikTok creates categories. Hashtag
video view rates from a new paradigm for 96.96% of video views categorization saw an
the For You Page when sharing, creating and came from the For You average of 151% growth in

compared to hqshfggs,z finding music. Pclge.2 video views.?
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Good Food,
Good Mood

Food & Beverage

TikTok, the go-to destination for people

to enjoy and educate themselves on

all things food.

Due to the pandemic and city-wide
lockdowns, TikTok users have jumped on the
trends of home cooking and healthy food.
Home cooking has enabled users to share
their creations and experiences, and has
resulted in TikTok becoming the go-to
destination for people to enjoy and educate
themselves on all things food. Food is
universally loved, but on TikTok, it sparks joy
and is celebrated - content consumed has not
been limited to straightforward recipes or
sharing their enjoyment of tasting food.
Creators are adding their own flair and
creativity by stirring up their own adaptations
and twists on certain foods.

Another factor that has kept this category on
top is the fact that food undoubtedly unites
families and friends, and strengthens bonds
between people. Food and beverage related
content similarly sparks emotions, gets people
excited, and ignites a desire to be part of the
community. Particularly during pandemic
times, bonding moments between friends and
families are a delightful reminder of simple
joys like a delicious shared meal or quality
time with loved ones.




Insights'

Overall Growth*

*based on the identified high volume hashtags
correlated to each category.

The Food & Beverage category continues to
be within the top 5 content categories on
TikTok in Vietnam. It saw a 154% year over
year growth in video views, and a 153%
growth in videos published.

A major source of this year's category growth
came from home cooking. As the result of a
chain reaction from Covid-19, TikTok users in
Vietnam have turned to a more health
conscious lifestyle, seeking ways to eat well at
home. Some key themes include low carb
meals, going vegan full-time, green foods,
and foods that are packed with vitamins.

D) Top Trends

Popular’

Determined by volume of posts, popular
hashtags indicate how well a category is
performing at any given time. It is a measure
of how much the topic is being expressed
and talked about.

#AnCungTikTok

Video Views: 11.2B+

#ASMR

Video Views: 5.2B+

#AnNgonNauGon

Video Views: 3.6B+

#ONhaAnNgon

Video Views: 3.1B+

#AnXanhUongSach

Video Views: 2.6B+

N
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Say hello to the up-and-comers, and the
former underdogs that are coming out on fop.
These are our fastest-growing hashtags of

the year. They reveal interesting insights into
what's trending now in this category.

#AnSachTulLanh

Video Views: 800M+

#MonNgonThanThuong

Video Views: 536 M+

#LacQuanVuoiDich

Video Views: 1.4B+

#restockingfridge

Video Views: 235.2M+

#hungriviu
Video Views: 95M+

1. TikTok internal data, Vietham, October 2020 - October 2021
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Case Study

Participation and engagement are some of the key objectives that
brands aim for when advertising on any platform. It's an important
indication that the audience is captivated by the content, reacting
positively to the brand, and willing to join in. What makes TikTok
particularly special is that it has superpowers for unlocking record
participation and engagement levels, and triggering a snowball effect
that drives massive impact.

Brands can lead with participation by inviting the TikTok community
to create together, as a proven tactic for fully engaging the audience.
This allows viewers to "live and breathe" the brand from multiple
perspectives and with the variety that they crave - which sparks
creativity and joy for the entire community. Brands are welcomed on
TikTok by embracing the community, fitting in, and co-creation!

What can a brand learn from this?

Fami, a soymilk brand, wanted to tap into the special occasion of
family day in Vietnam, with the goal of spreading the message: "love
for their homes". To achieve this, Fami created an easy-to-join hashtag
challenge #nhalanoi, accompanied by their catchy brand music, and

encouraged all members of families to join in.

Scan With Camera

The challenge rallied cross-generational families to join in, creating a
happy, special family bonding time. The results were impressive, with
173 million views & 38.9K video submissions.

D Tips for Brands

 Soothing ASMR videos of cooking and food preparation
« Sharing healthy recipes and healthy grocery plans
e Menu inspiration for meals with friends and family.

« Brands should pay attention to trends to be able to take advantage of
them (eg. squidgame), or think of their own.

» Food and Beverage transcends its standard category info many others.
Brands should capitalize on this by staying up to date with trends - don't
be afraid to tap into the wide variety of topics that surround food, such as
pantry organisation. In this way, brands can get involved in all sorts of

conversations around food and beverage.
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Stay Informed

with Joy

News & Entertainment

TikTok, one of the top destination for users

to learn more about Covid-19 news, get

entertained and gather positivity.

TikTok is the go-to hub for discovering News &
Entertainment, with Covid-19 related updates,
Movies, Games, and Comics/Anime leading
the charge as the most watched stories on
TikTok. Particularly since the pandemic, TikTok
has been one of the top destinations for users
to learn more about Covid-19 news, while also
entertaining themselves with suggestions for
movies, games, and comics/anime during
lockdowns and quarantines.

Users in Vietham kept coming back to the
platform for the positive energy and sentiment
around the uplifting and heartwarming news
& stories related to Covid-19. Despite the
tough times, the fogetherness and humanity
that people displayed were touching. This can
be seen through the hashtag #ONhaVanVui,

which has been used to spread positive
messages about the realities of coping with
Covid. It inspired millions of users to share
videos of their own personal experiences.

Meanwhile, users in Vietham want to stay active
and don't want to miss out on life. They are still
on top of following global trends, creating their
own real versions of trend-reactions and
adaptations to share with the community. This
helps to diversify the entertaining content on
TikTok, making it even more interesting and fun.
Examples of this can be seen in the Squid
Game trend, or dance moves fo the latest hit
Lalisa by Lisa from Black Pink.




Insights'

Overall Growth*

*based on the identified high volume hashtags
correlated to each category.

News & Entertainment is the top viewed
content category on TikTok. In 2021, it has also
seen the one of the fastest growth rates on
TikTok in Vietham - we observed a 244% year
over year increase in video views, and a 198%
growth in video creation.

+244,

With the pandemic, people are spending more
time at home and online. It's no surprise that
they turn to TikTok for moments of joy,
humour, and positivity. TikTok has become

the day to day source of entertainment,
encouragement, and simple dose of joy. As

a result, News & Entertainment skyrocketed
from being ranked number 4 to number 1in
terms of tfop viewed content.

Top Trends

Popular’

Determined by volume of posts, popular
hashtags indicate how well a category is
performing at any given time. It is a measure
of how much the topic is being expressed
and talked about.

#TikToknews

Video Views: 41B+

#ONhaVanVui

Video Views: 34.2B+

#ONhaXemTin

Video Views: 28.3B+

#PhimHay

Video Views: 14.2B+

#ONhaGiaiTri

Video Views: 10.7B+

N

Rising'

Say hello to the up-and-comers, and the

former underdogs that are coming out on fop.

These are our fastest-growing hashtags of
the year. They reveal interesting insights into
what's trending now in this category.

#ONhaXemTin

Video Views: 28.3B+

#squidgame

Video Views: 2.7B+

#yeahidigital

Video Views: 3.7B+

#TVshowhay

Video Views: 8.3B+

#KhoPhimNgonTinh

Video Views: 2.1B+

1. TikTok internal data, Vietham, October 2020 - October 2021
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Case Study D Tips for Brands

TikTok is the ultimate democratizer of all things creative, with the « Brands should keep TikTok's core users in mind when creating content for

power to captivate and entertain viewers from all walks of life. It's a the platform. By joining hands with the community to spread positivity,

full-screen, sound-on experience that truly immerses the audience into inspiring creativity and sparking joy will help you build and be part of a

the world of the creator. community. With this approach, brands can associate themselves with

positive attitudes and progressive values that users resonate with.
When brands adopt a creative and entertainment-first mindset, the

result is seamless product alignment — which is how magic is made. « Seize the latest online moments and trends: #athome moments (ie.
Entertained and engaged viewers come from creating a space for #ONhaXemTin, #0ONhaVanVui) can be leveraged by placing your brand
authentic relationships to form naturally, through relevant content that at the center of joyful at-home moments. This is a good way to connect
resonates with the audience. effectively and meaningfully with the audiences.
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e Reshuffle your brand assets and multiply them with multiple cut-versions,
with remixed music or new effects. Make your content contagious and

engaging while still maintaining the key message.

What can a brand learn from this?

With the goal of staying ahead and standing out in the Viethamese
digital entertainment scene, POPS Wordwide launched a campaign
that made use of the TikTok Creative Program in which they also
collaborated with external agencies to create videos. As part of the

program, 24 new creatives were assigned to POPS Worldwide with

Scan With Camera

2 main creative types: film cuts and human-centric videos.

POPS then used In-Feed Ads with the install objective to drive instant
conversion from the moment that users watch the content. The results

were impressive, with 1.6x conversion, as well as 30% lower cost per
app install. Learning from this campaign, brands should leverage the
power of the Creative Network of TikTok, in order to create videos that
will yield maximum results and impact on the TikTok platform.
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School of

Happy Moms

Baby, Kids & Maternity

Parents come to TikTok to spread joy about good,

fun times with their families.

TikTok is the new playground for moms - a
community where parents can come together
to share their experiences, knowledge and
tips to get through the highs and lows of
raising children. It's a safe place for moms to
find comfort, uplifting moments, and to
explore new products.

The top growing content within this category
are educational videos, that equip and
empower moms with the insights and
knowledge they need across different stages
of raising their child & parenting.

Parents also enjoy voicing and sharing their
experiences. They come to TikTok to spread
joy about good, fun times with their families.
For parents, the best part about TikTok is the
ability to seek real information and tips from
other experienced creators and healthcare
professionals, who are actively sharing
advice on TikTok.




Insights'

Overall Growth*

*based on the identified high volume hashtags
correlated to each category.

This category on TikTok has seen a year over
year growth rate of 179% in video views, and
202% in videos published.

Since Covid-19 hit, parents have experienced a
more taxing, anxiety-inducing, and stressful
time when taking care of their families and
children. From home-based learning, to
juggling conference calls while managing
domestic duties, parents have had it rough.
During this uncertain time, being able to access
advice, guidance, and knowledge helps them
keep calm and reassured.

A second major topic of growth was
e-commerce. With their busy lives, parents
have been attracted to the ease of online
shopping - not only for the sheer convenience,
but also for the entertaining aspect of
browsing useful and fun products. This has
caused a surge in online product reviews on
TikTok - which seems to be here to stay, as it
has seen continuous growth in the second half
of the year.

Top Trends

Popular’

Determined by volume of posts, popular
hashtags indicate how well a category is
performing at any given time. It is a measure
of how much the topic is being expressed
and talked about.

#education
Video Views: 6.9B+

#giadinh

Video Views: 5.2B+

#baby

Video Views: 2.6B+

#family

Video Views: 1.78B+

#babykopohome

Video Views: 1.15B+

N

Rising'

Say hello to the up-and-comers, and the

former underdogs that are coming out on top.

These are our fastest-growing hashtags of
the year. They reveal interesting insights into
what's trending now in this category.

#mebim
Video Views: 306 M+

#goodmanteam
Video Views: 636M+

#landaulamme1991
Video Views: 19.5M+

#reviewbimsua
Video Views: 23.6M+

#be_ _an_dam
Video Views: 36.5M+

1. TikTok internal data, Vietham, October 2020 - October 2021
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Case Study

Brands rely on compelling stories to express themselves to the world and
drive demand. Thankfully, telling a memorable story has never been so
easy. With TikTok's advanced, yet easy-to-use tools, everyone is equipped
to easily create high production value videos. This newfound accessibility to
simple and effective video production has brought about an era where
short, digestible content wins, and where content is consumed increasingly
faster and with more variety.

With variety comes versatility, and a constant craving for creative and
unique content. Content creation is no longer limited to traditional
storytelling formats or straightforward messaging. A 30 second video shot
in someone's basement can be more effective than a high budget
production that lacks an interesting story. At the end of the day, remember
that there's nothing more powerful than a captivating story that gets people
engaged and excited.

What can a brand learn from this?

Johnson & Johnson was smart in utilizing different ad formats in full funnel

marketing campaigns. It designed a series of connected events, starting off
with lead generation ads to send new samples to potential customers, and
then excited the community by interactive games which helped to educate

moms about the product Cotton Touch path.

Scan With Camera

Riding on the positive sentiments from mom community on TikTok, Johnson &

Johnson closed the funnel by a traffic campaign, using both diversion ads &
collection ads to drive conversions on the e-commerce website
(concung.com).

As a result, Johnson & Johnson acquired over 9000 leads, recruited 1500+
mini-game participants, and achieved an impressive 23x uplift in baby
bath product sales.

-

D Tips for Brands

« Myth busting with informative, well-informed facts, such as exposing the
truth that strays from traditional beliefs or nonscientific practices, is an
effective approach.

« Leverage the voice of TikTok creators and HCPs/experts to guide moms
through different stages of parenting and early childhood: breast

feeding, weaning, efc.

« Give moms more motivation to share moments with families and babies

on TikTok through hashtag challenges, fun themes, and exciting activities
that involve both moms & babies.
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A Deep Dive




The

unstoppable
power of

COMMUNITY COMMERCE O

Community Commerce is TikTok's entertaining,
creator-driven word-of-mouth marketing,

and it blew up in 2021.

People love it because it produces genuine
product reviews—and honesty is a big
differentiator for us; the majority of users say
they trust others to be their real selves on
TikTok'. Product videos tend to be
entertaining, too, which is a huge draw, given
that entertainment is the number-one thing
that users seek out when they come to the
platform?. And thanks to our recommendation
system, users may enjoy a unique,

#TikTokMadeMeBuylt’

Video Views (Millions)

60M

personalized For You feed and discover
products that is likely to be of their interest.

The phenomenon has driven major success
for brands. Items of all kinds have sold
out—from milk frothers to feta cheese,
leggings, cleaning products, mascara, and
everything in between. And that's only the
beginning.

Date (2021)
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» The Anatomy of a
Community Commerce Moment

To understand how trends can drive success, we broke down the buzz behind a
product that sold out big time this year thanks to TikTok—and how each stage in
its life cycle is an example of the four phases of Community Commerce.

User Trinidad Sandoval posted a

simple, honest, direct-to-camera

review of the Peter Thomas Roth

Instant FIRMx Eye Temporary Eye
Tightener.

Users loved the video. In one

week, it got 23 million likes,
thousands of comments, and a
swirl of reactions and buzz.

The item sold out repeatedly on

the brand's site as well as
third-party sites for weeks. The
brand’s founder and CEO said
they sold about six months' worth

of product in six weeks because of
TikTok.

The brand rolled out a jumbo size

of the product and is planning to
boost Trinidad's video once
organic traffic wanes

Spark phase:
Creator or brand posts an enter-
taining video featuring a product

Share phase:

Communities contribute to a
product conversation and help it
pick up steam

Spike phase:

Creator or brand posts an enter-
taining video featuring a product

Sustain phase:

Brands take action both on- and
off-platform to keep consumers

for 2022

D) Audience Insights

We're learning more every day about what users want

from brands on TikTok, how communities influence their

behavior, and how willing they are to buy from TikTok.

Here are some TikTok user insights to keep in mind for

2022 planning:

/ 37s
/376

/0%
6/ 7s

feel a deeper connection to
brands they interact with on
TikTok, compared to other
platforms’

agree that the best brands on
TikTok are ones that work
together with users®

feel like they're a part of a
community on TikTok?

say TikTok inspired them to
shop even when they weren't
looking to do so®

¢ N1 @

inierested - If you have someone who's
' doing something on their
own, being who they are,
and genuinely showing the
way it is, the breakout
successes can be huge.

- Peter Thomas Roth, founder and CEQ'

1. Forbes, “Welcome to the TikTok Economy.” October 7, 2021

2. TikTok Marketing Science Global Community and Self-Expression

Study 2021, conducted by Flamingo.

Scan With Camera 3. Marketing Science US Holiday Shopping Research, conducted by
to watch cases Walnut Unlimited, Feb 2021
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» Rampmg the“commerce”
in Community Commerce

2022 will be the first full year for TikTok Shopping, our suite of
e-commerce tools that turn videos into shoppable
entertainment. These solutions will make it easier than ever to
harness the power of Commerce, because it'll enable users to
purchase the products they discover on their For You Pages.
Here's a glance at some of the products that are currently in GA:

@JonesMenswear

‘ check out the latest styles from our fall
B MELAA Rose Lip Gloss

@melad¥cosmetics &
Melaa Mafi¢ Rose Lip is
now availaBle.

JJ SHE WAVES AT ME @melaa_cos

h .,O‘. 1

Product Links Collection Ads

Badges that let merchants highlight Rotating product cards on videos that
items in an organic video and drive showcase multiple items in a single
users to product information pages. experience, then link out to those items.
44 COMMUNITY COMMERCE O

Dynamic Showcase Ads

A tool that automatically turns your inventory into ads and shows
them to the most interested viewers, based on information about

your products and user behavior on your app.

—> online_chat
©@Q
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EVOLUTION OF SOUND O

It's no secret that sound is a
differentiator for TikTok—and 2021 was
our loudest year yet. We uncovered
research that showed how sound
influences ad effectiveness, how TikTok
influences the music industry, and how
specific audio types make people feel.
We saw brands launch campaigns
where sound was a focal point and
marveled as TikTok became the space
for promising new musicians to thrive.

The craziest part? That was just the
beginning. In 2022, we'll roll out new
products and insights designed to help
our partners to get in on the joy and
potential of sound and use it to drive
their bottom lines. So stay tuned on
TikTok—because, when it comes to

sound, this may be our biggest year yet.
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»
Winning Audio
in 2022

If you want to get started on your 2022 TikTok
strategy, but aren't yet sure how to use sound
in your plans, have no fear. We tapped three
experts to give guidance on how brands can
win their audio strategies this year—from using
cutting-edge tools to putting artists at the
forefront of content. Here's what they had to
say.

Meet your experts:

@ Bryan Cosgrove

Director of Commercial Music & Creative
Licensing at TikTok

@ Cedric Engels

Director of CEO of sound production
agency Sonhouse

© William Gruger

Music Editorial & Programming Lead,
US at TikTok

Craft distinctive sonic branding

Sonic branding is a powerful way to convey a
company's identity. Cosgrove notes that TikTok
trends are mostly based around songs or audio
snippets, rather than broad-scale sound design.
But if brands want to explore their sonic identity
on the platform, they should make sure it's
distinct, according to Engels.

"They have to create something distinctive,
something they can own, so they can touch
people’s hearts, stay in their minds. If your
brand's sound is ‘average,’ then it disappears in
the mass," said Engels. "A distinctive sonic identity
makes a brand stand out from competitors. And
that lets them build long-term relationships with
audiences. The sound identity will stick."

Think (and act) musician-first

TikTok is a launchpad for some of today's
biggest artists. They can release songs on the
platform, where music is easily shared and built
upon, thanks to TikTok's culture of participation
and co-creation. That behavior will continue in
2022, according to Gruger.

"Artists will tease their music on the platform,
leaning into posting and starting their own
trends by interacting with users in order to drive
streaming," Gruger said. "Some artists have
already teased snippets of their songs before
releasing a full track, then seen heavy
engagement. As a result, those artists
experienced massive gains in streaming."

Brands can also galvanize the TikTok community
around certain musicians by putting artists at the
forefront of what they do on the platform, said
Cosgrove.

"[Brands can] can get involved in big moments in
an artist's life, like album releases, tours, and
award nominations. They can find ways to show
what's coming, and what that artist is doing, and
say, "By the way, our brand is a part of it." Let
the music be front and center," he said.

66%

@ of our users feel TikTok has had a
big impact on the music industry'

73%

@ of users associate certain
songs with TikTok’

1. TikTok Marketing Science US Understanding TikTok's Impact on
Culture Custom Research 2021, conducted by Flamingo

2. TikTok Marketing Science US Music Perceptions Research 2020
conducted by MRC Data (formerly Nielsen Music)




Be an early adopter of voice tech

On TikTok, audio is about more than just
music—voice is also a huge component. Our
text-to-speech feature was popular in 2021. Voice
effects are a source of inspiration and creativity for
our users. And as this kind of technology continues
to grow, voice will become an even bigger part

of TikTok.

"The popularity of our voice assistant and the
interest of some brands to explore this space are
both good indicators" of this potential growth,
said Cosgrove.

Amid this evolution, as people hear more
automated voices, they'll start to yearn to hear
authentic human narration—which may become a
key aspect of genuine storytelling on TikTok,

said Engel.

160B+

@ Videos tagged with #VoiceEffects have
160B+ vvs on TikTok (As of December 2021)

57%

@ of users accurately recognized the brand in
ads that used direct-to-camera audio®

3. TikTok Marketing Science US Sound On Part 2: Audio
Effects Research 2021 conducted by Media Science

"Real’ voices by individuals will gain importance.
The original human element can make the
difference," said Engels. "Brands should think about
their tone of voice within a sonic branding
strategy."

Bottom line? Brands should combine fun tools like
the text-to-speech reader with honest voiceovers
and direct-to-camera dictation. Using both will
allow them to get in on the joy of a trend, while still
forming close bonds with viewers.

"Sound is the basis of communication. People have
always used their voices to share their messages.
Voice can add nuance to what you want to say,"
said Engels.

EVOLUTION OF SOUND O

WHAT'S NEXT
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Your new creative
dream team,
coming in hot

» CREATORS O

Say hello to your new creative dream team.
Far from your typical creative director - meet
the TikTok Creators: the bold personalities,
cultural experts, tfrend-setters, and pioneers
who will empower you to overdeliver against
your campaign goals, and get impactful and
tangible results. It's time to trust in Creators to
leverage their own flair and influence to give
your brand the big boost that it deserves.

The stats speak for themselves. In the EU
we've seen that partnering with Creators on
TikTok boosts view-through rates for In-Feed
Ads by 193%, and branded content coming
from Creator collabs shows a 27% higher ad
recall. Even TikTok users themselves agree -
65% of TikTok users enjoy when a Creator

posts about a product or brand'.

Why are they so effective? Essentially,
Creators live and breathe TikTok, which
means they have a full grasp on TikTok trends,
tricks, and techniques for creating resonating
content that's native to TikTok. Secondly, their
cultural expertise paired with a unique voice
and style have likely led to an existing
follower-base that's loyal, engaged, and
trusting. They hold the Creators' views in high
regard, which makes for a powerful audience.

1. Marketing Science EU proprietary creative analy nited Kingdom,
France, Germany, Spain, Italy, October 2020 - May 202

N

You might be wondering what "credentials"
these Creators have, especially since the
definition of "creator" is increasingly fluid.
It's true - TikTok gives anyone and everyone
a space to express themselves and be
discovered. However, we see this as a huge
positive. By democratizing creativity, we've
created an authentic and genuine
atmosphere where brands can form
meaningful and trusting relationships with
their consumers.

Moving away from transactional
endorsements and traditional product
placements towards a more authentic
collaboration has not only yielded effective
results for brands, but has also inspired
them to play an active role in impactful
conversations around causes such as racial
equality and mental health. Making the
world a better place with more purpose
and humanity.
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Key Themes for 2022

The power of community co-creation

In 2022 we are making a deeper commitment to our creators and our
community. Our two main focus areas are...

Further strengthening the bond
between creators and brands.

Through TikTok Creator Marketplace we aim to help you find the right creators
in the most efficient way possible.

We will continue to foster and champion creator communities and community
driven brand opportunities.

= Results, results, results.

In order to improve creator marketing efficacy we will work
towards providing measurable results and meaningful insights.
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Building for
Brand Safety

At TikTok, we have always been committed to creating a
trusted environment for brands, built on a foundation of
safety, transparency and accountability - because when we
talk about brand safety, it all goes back to brands and
advertisers trusting where their content shows up. To build
towards that trust, we have taken a holistic approach to
brand safety on TikTok across four strategic pillars.

BRAND SAFETY O

» TikTok’s Four Pillars
of Brand Safety

Keeping Our Community Safe:

Our approach starts, first and foremost, with keeping our community safe. When we do so, we not
only create a safe place for our users to authentically express themselves, but, in turn, a positive
environment to build brands and reach our community in a meaningful way.

In 2021, we worked diligently to live up to our commitment by introducing an array of products and
initiatives that reflect our ongoing dedication to the safety of the TikTok community, like
age-appropriate privacy and safety settings, tools to promote kindness, combat bullying and curb
the spread of misinformation, as well as campaigns to promote awareness around bullying.

Building Brand-Safe Solutions:

We have also been listening closely to our brand partners, who are an integral part of - and built
seamlessly into - the TikTok community. We get that more control over where ads appear is of
paramount importance, and throughout 2021 we expanded our offerings to advertisers that help
ensure branded content shows up adjacent to safe and suitable videos. Working both in-house and

with 3rd-party partners we now offer four innovative brand safety solutions for advertisers on TikTok:

our proprietary TikTok Inventory Filter, pre-bid solutions from OpenSlate and IAS and a post-bid
solution from Zefr. We are also constantly iterating and expanding these offerings to different
markets and ad buying types.

Championing Transparency and Accountability:

In order to keep everyone informed about the steps we are taking to keep our community safe, we
are striving to be the most transparent and accountable company in the industry by giving
unprecedented insights into our operations. In 2021 we launched our first two quarterly Community
Guidelines Enforcement Reports and held tours of our pioneering Transparency and Accountability
Centers, as well as announced plans for a new physical center in Ireland to build on our two
previously announced centers in Los Angeles and Washington D.C. What's more, we revamped our
Transparency Center on the TikTok website to keep the public informed of our efforts in the space.

Partnering for Progress:

Finally, we wouldn't be where we are if it weren't for our partners - because we are always stronger
when we work together. 2021 saw an expansion and deepening of safety partnerships for TikTok, like
joining the Technology Coalition, participating in the inaugural GARM Aggregated Measurement
Report, taking a seat on the Brand Safety Institute's Board of Advisors and becoming TAG Brand
Safety Certified globally by the Trustworthy Accountability Group. At TikTok we take our partnerships
seriously, both to help inform our own operations and ultimately to push the industry forward for the
greater good of the digital ecosystem.
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2021
Highlights

A snapshot of some of
TikTok's milestones in safety
and transparency last year

JAN

Introduced new default
privacy and safety settings
for youth

FEB

Released our H2 2020
Transparency Report

MAR

Expanded markets for our
TikTok Brand Safety Solution,
Verified by OpenSlate

APR

Joined the Brand Safety
Institute's Board of Advisors

Participated in the first
GARM Aggregated
Measurement Report

JUN

T
.
Released our first quarterly

Community Guidelines
Enforcement Report (@1 2021

Read More

JuL

Achieved TAG Brand Safety
Certified status globally

Read More

AUG

Expanded privacy and safety
settings for teens

SEP

Officially announced our
TikTok Inventory Filter; IAS &
Zefr Partnerships

OoCT

Released our second quarterly Community Guidelines
Enforcement Report (Q2 2021)

Participated in the second
GARM Aggregated
Measurement Report

DEC

Launched our new
Transparency Reports and
refreshed Transparency
Center
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https://www.tiktok.com/safety/resources/transparency-report-2020-2
https://www.tiktok.com/business/en/blog/tiktok-and-openslate-to-bring-brand-safety-solution-to-advertisers
https://wfanet.org/leadership/garm/aggregated-measurement-report-vol-1
https://wfanet.org/leadership/garm/garm-resource-directory-%28weblog-detail-page%29/2021/11/30/GARM-Aggregated-Measurement-Report-November-2021
https://newsroom.tiktok.com/vi-vn/tiktoktangcuongtinhriengtuvaantoanchothanhthieunien
https://newsroom.tiktok.com/vi-vn/tiktokq-12021-communityguidelinesenforcementreport
https://newsroom.tiktok.com/vi-vn/tiktok-duoc-chung-nhan-an-toan-thuong-hieu-toan-cau-tag
https://newsroom.tiktok.com/vi-vn/bao-cao-thuc-thi-tieu-chuan-cong-dong-quy-2-2021
https://newsroom.tiktok.com/vi-vn/tiktok-cap-nhat-trung-tam-minh-bach
https://newsroom.tiktok.com/vi-vn/tang-cuong-tinh-nang-an-toan-va-quyen-rieng-tu

Looking
Ahead

There is no "job done" when it comes to brand safety, particularly as it is constantly evolving
and becoming more nuanced. Looking ahead to 2022 we will contfinue to prioritize the
safety of our community, new solutions for brands, transparency, and partnerships as we
continue to foster a positive environment for creative expression where brands can build,
reach new customers and more.

¢ unNLIIn @

r : :
For our advertisers, we are developing a number of

additional controls to ensure that they feel confident their
investment runs in an environment suitable for their brand.
This will include various first-party solutions such as
category exclusion and inventory tiers, in addition to

expanding our solutions with third-party partners to offer
more customization.

Jon Schmucler,
Global Head of Product Marketing, Measurement Solutions

-+

Finally, we are dedicated to continuing to work with our partners like GARM, TAG and the
Brand Safety Institute to enhance brand safety education and push the industry forward
in the interest of building a safer digital ecosystem globally.
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