Ecommerce @®N TikTok d

The Power of
Social Commerce

Building brands and driving growth in the TikTok
Era
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Ecommerce @®N TikTok

Peter Errebo

Brand Partnership Manager
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Impactful
Entertainment

Putting the Fun
in Full-Funnel

Holistic
Measurement

Kreativer der virker i praksis
& TikTok plads i CAINTE funnel

Attribuerings indvirkning i en full-
funnel approach til marketing




Skip ads

out of ingrained behaviour.

When asked what discourages them from
making a purchase, 41% of Gen Z, and
33% of Millenials cited ‘when the ad
disrupts

the content i’'m consuming’

Source: , quoting study from UK Advertising Think Tank, ‘Credos’ surveying 2,001 people aged 18-34, 2023’ Source 2: IPG Magna Research, 2017


https://www.campaignlive.co.uk/article/ad-bombardment-biggest-cause-mistrust-younger-audiences/1837436
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How do you
cut through
all the noise?
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Entertainment
is key to cutting

through the noise 64 o, [==
o

Source: Retail Economics, ‘Social Commerce: Building brands in a TikTok Era’, 2024.

Entertaining content from
brands on social and entertainment
platforms makes me more
interested in their products
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Ecommerce @GN TikTok

Growth Driver 1:
Impactful
Entertainment
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Content that sparks interest and resonates
with the audience on TikTok

How to pronounce my/most : = = . Trying Dior blush on
wornisandals % IS ¢ tanned skin

81%
of users agree that
authentic content posted

by a brand is more
appealing

( Education >

Source: TikTok Marketing Science Nordics Ecommerce Vertical Research 2023 conducted via AYTM.
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TikTok’s
entertainment
ecosystem is key
to shaping
consumer choices

Source: TikTok Marketing Science Global Entertaining Ads Study (Global Results) 2022 conducted by Marketcast

Higher brand love

+15%
Higher +1 70/0

purchase intent

Higher likelihood to
recommend
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Growth Driver 2:
Putting the Fun
In Full-Funnel
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70 %

Of users purchase products
and 34% frequently
purchase products they’ve
discovered on TikTok.

Source: TikTok Marketing Science Nordics Ecommerce Vertical Research 2023 conducted via AYTM.

QUTFLT CHECK

[HE VIRAL STRIPED GINA TRICOT PANTS

CONFIDENTIAL & PROPRIETARY



Ecommerce @GN TikTok

Brand

Conversion
Accelerates

Users
inspired to
buy & sales

grow

Community

Amplifies
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Entertainment on TikTok
leads into all forms of commerce, across all
industries.

aseyoind
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Entertainment on TikTok
leads into all forms of commerce, across all
industries.

66+

Of Nordic TikTok users say demos & reviews
are key when choosing what to buy

Source: TikTok Marketing Science Nordics Ecommerce Vertical Research 2023 conducted via AYTM.
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ed via AYTM.

Fueling the infinity loop
by turning customers
into brand advocates

8 5 %

Of TikTok users agree that the
platform allows E-Commerce
brands to build stronger
connection with their users.
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cccccccc @®N TikTok

Growth Driver 3:
Holistic
Measurement
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Measuring complex  Onaverage across EMEA. 2 %
CUStomer jOU rneyS across digital channels is
remains one of the

biggeSt indUStry 2 % of revenue being
challenges oo

using pixel-based
measurementz.
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of all conversions attributed to
TikTok by users themselves were
missed by Last-Click attribution
models.

b s 'v
& 2

Home Friends Inbox

Source: TikTok Marketing Science Post-Purchase
Analysis conducted by KnoCommerce, 2022
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How do we measure and
prove incremental
sales on TikTok &
across channels?

& PROPRIETARY

Brands using Fospha found that

[7FospHA
%

CONFIDENTIAL

of TikTok-attributed customers
were new to the brand

Source: State of eCommerce Report Q1 2024, Fospha
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J Earn their attention

« Fuel theinfinity loop

« Measure the true impact
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Ecommerce
@®N TikTok

The Power of
Social Commerce

Building brands and driving
growth in the TikTok era.
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\

Success
Story on
TikTok



FABO

TEORI = PRAKSIS
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9,3 mio af den omseetning attribueret til TikTok

32,5 mio

2,5 mio

FEB. MAR. APR MAJ JUN. JUL AUG. SEP NOV DEC.

CAINTE

Fra2,5mioi
2022 til 32,5
mio i 2023
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Agenda

Kreative Funnel

- Kreativer der virker i praksis &
TikTok plads i CAINTE funnel

Attribuering

- Hvorfor et attribuerings-
veerktgj er et MUST-HAVE |
2024 samt hvilke learnings det
har givet os i CAINTE casen.
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Hvorfor bgr du lytte godt med?
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FABO

¢, The Sneaker Store. ?) E’SATPL VENDERBY’S

exercere’ CAINTE SKAGEN CLOTHING BY |C

neglefeber CAMILLE BRINCH SUIT CLUB GLOBE STUDIOS
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CAINTE F
Fra 2.467.281,40 DKK i 2022 til .
32.467.723,92 DKK i 2023 CAINTE

Heraf med 9,3 mio af den omsaetning attribueret til TikTok




Branded
Content

CAINTE TEAM

FABO

Mathias
Founder CAINTE



Hvordan kan vi lave en marketingfunnel
der omkostningseffektivt skaber en masse trafik,
skaber kendskab og samtidigt vaekster vores brand -
sd vi kan skalere budgettet uden at vores CPA stiger.
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Agenda

Kreative Funnel

* Kreativer der virker i praksis &
TikTok plads i CAINTE funnel

Attribuering

- Hvorfor et attribuerings-
veerktgj er et MUST-HAVE |
2024 samt hvilke learnings det
har givet os i CAINTE casen.
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- Kreativer der virker i praksis & TikTok
plads i CAINTE funnel

01
Mediemix Markedsresearch Organisk & Influencerstrategi
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- Kreativer der virker i praksis & TikTok
plads i CAINTE funnel

CAINTE kreativ strategi &
TikTok rolle heri
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For bestod mediemixet primeert af Meta. Meta
fortjener sin plads i funnel for enhver eCommerce
der gnsker at skalere. Dog er er folk i et meget
forskellige state-of-mind, ndr de browser Meta
kontra TikToKk.
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Mediemix

f . . posssy sate of mund
- opdetere! med verver A termiie

TikTok: Pa TikTok bliver stgrstedelen af tiden brugt pa FYP. Det betyder at
brugerene direkte sgger inspiration fra nogle, som de ikke kender. Altsa folk er mere
| en eksperimenterende og opdagende mode og forventer kreativt, underholdende
indhold, der hurtigt fanger deres opmaerksomhed.
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- Kreativer der virker i praksis & TikTok
plads i CAINTE funnel

01 02
Mediemix Markedsresearch Organisk & Influencerstrategi
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Definering af ICP

Forsta vores ideelle kunde og tilhgrende kgbsmotiver

Skreeddersy vores marketingindsats til at veere top-of-
mind, tale til deres pains, behov mv.

Ramme dem med et godt offer der tiltaler dem og far
dem til at konverterer.



FABO

Find vinkler & pain points
Reddit

Kommentarer; Organisk, Paid mv.

Youtube

Blogs, Magasiner

Forumer; Self-help, interessegrupper mv.

.. Der er ingen shortcut ift. research. ICP pain skal veere “aegte”

... Alle de steder hvor din ideele kundepersona bruger sin tid og taler frit

omkring hvad de har i minde / deres pain points



FABO

Marked & ICP

Marked: Sofistikeret & red-ocean marked. Folk kgber pga. livsstilen & brandingen
naermere end logiske produkt USP sasom “Rustfrit stal” el. “Trustpilot”.

ICP: Vil gerne have en bid af den status & livsstil, som CAINTE skal kunne give dem.

ICP: Fgler sig usikker pa, at nar de kgber et smykke, sa bliver det enten for kikset eller for
mainstream. De leder efter noget minimalistisk, men stadig anderledes.

ICP: Stadig igang med at danne deres identitet. Sa influencers pavirker kgbsprocessen.

Indvendinger: Er bange for, at det er et dropshipping brand. Da mange kopierer CAINTE

Lasning pa indvendinger: Bedre branding & marketing

Lasning pa indvendinger: Patenteret urkrans & design



FABO

Disse learnings skulle vi tage med i betragtning for at
udarbejde den bedst mulige kreative strategi, der omfatter

bade organiske marketing koncepter, influencer strategi og
kreativer til paid ads.
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- Kreativer der virker i praksis & TikTok
plads i CAINTE funnel

01 02 03
Mediemix Markedsresearch Organisk & Influencerstrategi



Organisk Setup

FOR EFTER
© dr()(©
© Oyvpgd Influencers
Owned

Whitelisting
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Owned

Kontinuerlig forggelse af ? |
aestetisk baseline A
’!.."_‘,

-
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16.364 FOLGERE 1. JANUAR 2023 © 116.100 FOLGERE IDAG PA -




Creator deals & gifting nedbryder barrier, leverer
nemt content og bygger brand

Creators til paid
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Creator eksempel

Folgerskare ligegyldig til en
start, da content typisk bruges i
paid ads. Skal bare have flg.:

- Rigtige stil / udseende som
vores |CP ser “op til”

- Befinde sig i det rigtige miljg

- Kunne finde ud af at lave
content

 —

2023-11-2

Fall fit with @CAINTE #cainte
#fashioninspo #outfitideas...

‘* niklasbroen > 8.7M




FA BO 13.52 il 5G . Ve,

< §’A NoshBeck® o (7 ©

Gifting eksempel * =

Eksempel: Noah Beck skriver
selv til os efter at have set |
anden fed creator. o ity

Gifted samarbejder nedbryder
barrier for Noah Beck netveerk
og creators generelt

CAINTE - 1-5

‘
A d 7
@noah ringithe 0

CLAUDE u TIC in LA Y

()" Noah Beck

» Noah Beck
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Whitelisting
TikTok Strategi

Trendende konceper
indenfor apparel &
smykker

Anden afsender en CAINTE
(Virker som en anbefaling)

Brand jacking af andre
brands med mere creditbility
end CAINTE

4 Q Find related content Search

Helpingjyeulbuildiour
Black{kridayiwishlist

-

—] &
»
149

Niklas - 2023-11-24

Jewelry is from @CAINTE W #fashion
#fashioninspo #Lifestyle #aesth... more
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Feellesnaevner for de her kreativer, er at det virker som en
reel anbefaling naermere end en reklame. Derudover
brandjacker vi ogsa andre brands & de creators vi seetter

os selv | kontekst med



Organiske posts |

01 02 03 04
10.000 visninger 120.000 visninger 20.000 visninger 30.000 visninger

..................................................

Ind i testning annoncesaet -




FABO

- Kreativer der virker i praksis & TikTok
plads i CAINTE funnel

04
CAINTE kreativ strategi &
TikTok rolle heri



CAINTE KREATIV FUNNEL

UNAWARE / PROBLEM AWARE

Livsstil Livsstil karrusel

: TOP OF FUNNEL

SOLUTION AWARE / PRODUCT AWARE

Helpinglyoulbuildiyour
Blackikridayiwishlist

Jewedry is from @CAINTE i #fashion
#ashioninspo #Lifestyle Haesth... more

Musthaves for “event”

: MID OE,FUNNEL




Kreativ breakdown

TOF
Stadie: Unaware / Problem Aware

Aktiv: 11 md & stadig aktiv kgrende profitabelt..

Usecase: Organisk & Paid (Mest TikTok)
Afsender: CAINTE
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CAINTE KREATIV FUNNEL

UNAWARE / PROBLEM AWARE

Livsstil Livsstil karrusel

: TOP OF FUNNEL

SOLUTION AWARE / PRODUCT AWARE

Helpinglyoulbuildiyour
Blackikridayiwishlist

Jewedry is from @CAINTE i #fashion
#ashioninspo #Lifestyle Haesth... more

Musthaves for “event”

: MID OE,FUNNEL




Kreativ breakdown

TOF

Stadie: Unaware / Problem Aware
Usecase: Organisk & Paid
Afsender: Creator
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CAINTE KREATIV FUNNEL

UNAWARE / PROBLEM AWARE

Livsstil Livsstil karrusel

: TOP OF FUNNEL

SOLUTION AWARE / PRODUCT AWARE

Helpinglyoulbuildiyour
Blackikridayiwishlist

Jewedry is from @CAINTE i #fashion
#ashioninspo #Lifestyle Haesth... more

Musthaves for “event”

: MID OE,FUNNEL




Kreativ breakdown ¢ (s oo

TOF
Stadie: Unaware / Problem Aware Helpinglyoeulbuildiyour

Usecase: Organisk & Paid Blackikridayjwishlist

Afsender: Creator

d;

Niklas - 2

Jewelry s from @CAINTE W #fashion
#fashioninspo #Lifestyle #aesth... more



CAINTE KREATIV FUNNEL

UNAWARE / PROBLEM AWARE

Livsstil Livsstil karrusel

: TOP OF FUNNEL

SOLUTION AWARE / PRODUCT AWARE

Helpinglyoulbuildiyour
Blackikridayiwishlist

Jewedry is from @CAINTE i #fashion
#ashioninspo #Lifestyle Haesth... more

Musthaves for “event”

: MID OE,FUNNEL




Kreativ breakdown

Stadie: Solution Aware
Usecase: Organisk & Paid
Afsender: Creator

) @



CAINTE KREATIV FUNNEL

| S

Konvertering

Offer video

BOTTOM OF FUNNEL



Kreativ breakdown

Stadie: Aware
Usecase: Paid
Afsender: CAINTE

© ) @



CAINTE KREATIV FUNNEL

| S

Konvertering

Offer video

BOTTOM OF FUNNEL



Kreativ breakdown

Stadie: Aware
Usecase: Paid
Afsender: CAINTE

CAINTE

CAINTE | Waterproof Jewelry | Resists water,
sweal and heat. Shop trending pleces at —
Lcainte

Claude Cuban |

CAINTE CAINTE

'[i‘] Synes godt om [:_] Kommenter
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Agenda

Kreative Funnel

- Kreativer der virker i praksis &
TikTok plads i CAINTE funnel

Attribuering

- Hvorfor et attribuerings-
veerktgj er et MUST-HAVE |
2024 samt hvilke learnings det
har givet os i CAINTE casen.
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- Attribuering

01
Hvorfor MMA attribuering Total Impact (Triple Whale)



FABO

In-platform Attribution < © ¢

VS

Marketing Mix Attribution
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- Attribuering

01 02
Hvorfor MMA attribuering Total Impact (Triple Whale)



“Total Impact” baseres pa: UTM

Destination

JIstom pag

https://cainte.com/pages/men?tw_adid=__CID__&tw_source=tiktok

https://cainte.com/pages/men?tw_source=til (2 Preview

Build URL parameters

TikTok For Business Creative Center

withdraw the authorization




“Total Impact” baseres pa: Post Purchase Surveys

“:; Before you go, how did you discover CAINTE”

Total Count SUI‘".fE“y" RE‘SDOI"IEE‘S




In-platform ROAS

xel > All

st updated: 9:06 AM 8 Jun17 - Jun 24, 2024

4 Em = a*

Source " “RoAs ¥ B Purchases B NCP ~Purchases + B cv & G B NCROAS B CPA B NCCPA ~ K A0V B Profit
B

1382 W @ 6,44 144,29 kr. 221,38 kr.
[}

- =

A Google Ads

=4 Organic and Social

® TikTok @ 16,62 72,13 kr. 85,42 kr.

Y Referred by a friend

0Q Facebook

@ 485 239,33 kr. 290,73 kr.

Y Excluded

Y None of the above

Snapchat

T Text

K Klaviyo

pricerunner

anyday

trustpilot
klarna

(16 Sources) 16,31 63,57 kr. 86,60 kr.
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xel > All
st updated: 9:06 AM
Source
A Google Ads
=4 Organic and Social
© TikTok
Y Referred by a friend
00 Facebook
Y Excluded
Y None of the above
Snapchat
Y Text
X Klaviyo
pricerunner
anyday
trustpilot
klarna

(16 Sources) ] 21,48

Total Impact Attribution & ROAS

ROAS

13,82

1317

B Purchases

B NCP

“Purchases

]

cv

ke

Event v

H NC ROAS

® 6,44

® 16,62

® 4,85

"B cra

144,29 kr.

7213 kr.

239,33 kr.

63,57 kr.

B NCCPA

221,38 kr.

85,42 kr.

290,73 kr.

86,60 kr.

"B Aov

8 Jun 17 - Jun 24, 2024

B Profit




