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Becoming the Trend:
The Rise of TikTok and How Brands can Win

It goes without saying that TikTok has captured the buzz of digital marketers across Canada; and rightfully 
so. They've garnered the ever-so-coveted Gen Z audience, developed a suite of creative ad products and 
are only growing from a reach and engagement perspective. And as we sit here drinking coffee from our 
make-shift WFH space (as most of you are), we can't help but notice how TikTok's presence has been 
amplified amid the COVID-19 crisis. More users are flocking to the platform, more videos are being created, 
viewed and shared, and more people just Won't. Stop. Dancing. These are strange times.

Could it be that TikTok is providing us with some reprieve from the current climate? After all, as pandemic 
watch is in full-effect across broadcast and digital channels, people now more than ever are looking for 
something they can turn to for cheap and cheerful entertainment.

To learn more, we virtually sat down with TikTok's Head of Global Business Solutions in Canada, Joshua 
Bloom, to discuss the platform's growth and how brands can best navigate the opportunities that exist. But 
first, let's level set on how TikTok got here in the first place.

2019: A Retrospect
In early 2019, TikTok rolled out advertising capabilities in Canada. As the new kid on the block, TikTok
offered products like in-feed video, branded takeovers and Hashtag Challenges; a feature that lives natively 
within the discovery section and challenges users to create specific video content. While their reach 
seemed limited in comparison to some of the bigger players in social, their audience was steadily growing, 
bringing more Gen Z's into the fold and building engagement levels that set them apart from other 
platforms.

However, their year was not without challenges. As most platforms in their infancy, TikTok faced limited 
targeting options and maintained only managed service capabilities; contrasting that of self-serve platforms 
with advanced optimization controls. They also faced their share of data privacy concerns, most notably due 
to the acquisition of the Musical.ly app by TikTok's holding company, ByteDance. Closing out 2019 with 
improved capabilities on the horizon, TikTok was ready to take things to the next tier in 2020.

New Year, New Platform
TikTok started the new decade off right, launching improved targeting controls, as well as rolling out their 
auction platform, which allowed advertisers to buy on a self-serve basis. They also continued to build on 
their ad products, introducing branded AR effects and expanding their creator offering.



In addition to improved advertising capabilities, TikTok's audience grew. They saw a 44% quarter-over-
quarter increase in monthly active users, as well as greater time spent, opens, and video views, 
demonstrating the platforms rise in both scalability and engagement. Another important growth is audience 
diversification, both by gender and by age, meaning increased opportunity to tap into different audiences. 
Most notably, users 18-44 have increased their share of TikTok's overall audience, which I'm sure Gen Z's 
will welcome with open arms! And finally, there is no doubt that TikTok's success in 2020 has also been 
punctuated by COVID-19.

TikTok's Role in COVID-19: "A Voice for Brands to Spread Positivity"
In our conversation with Bloom, he pointed out that a large part of the appeal of TikTok is the environment 
it promotes. "It is a place of positivity and where people can be their authentic selves. TikTok can be your 
mobile stage, allowing you to showcase your unique talents, or provide you with a place to sit back and be 
entertained by remarkable humans from around the world.”

That positivity has manifested into creative movements that provide levity and support. For example, when 
hand washing became a trending topic, hashtag challenges were hot on its tail. "We love seeing our 
community come together to amplify positive and helpful trends and videos, like Gloria Gaynor's 
#iwillsurvive hand washing video and WHO's #safehands challenge," explains Bloom. "As a platform, we're 
giving a voice to both users and brands to spread positivity, connect communities, provide access to 
accurate information and bring awareness to critical initiatives like social distancing.”

But while their popularity grows, there are still hurdles to overcome. Many brands still feel that TikTok is not 
a place for their message. The platform carries the misconception of only being right 'for certain audiences.' 
Bloom asserts that this conception is shattered once a user actually engages with the platform. "It's typically 
when people dive into the app that they realize there is content that's appealing for everyone, whether you 
like sports, DIY, fashion, comedy, dance. The TikTok community is pushing the limits of creativity, and for 
brands that open the door to try something new.”

To help brands take the plunge, TikTok is committed to providing Canadian partners with the resources and 
information they need to not only understand the app, but to reach their business goals and build a 
meaningful presence. With full steam ahead in 2020, Bloom says the company is doubling down on this 
commitment: "We will continue to provide our community new tools for creative self-expression while 
remaining safe, diverse and authentic. As a B2B department, we will further develop our relationships with 
the industry, helping brands connect with engaged consumers and to drive their most important business 
needs.”

Looking Ahead: How to Build a Meaningful Presence on TikTok
With improved targeting and buying capabilities, a growing audience base of heavily engaged users and a 
suite of exciting ad products, it's no surprise that TikTok has become a handy tool in advertisers' belts. 
Moving forward, flip the page for a few ways that SOCIETY@ME recommends brands can maximize their 
presence on TikTok.
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CREATE FOR TIKTOK
It's easy for brands to take existing brand sell assets and 
extend them into the platform. But in order to drive 
greater impact and affinity with TikTok's audience, it's 
important that brands create content that is both native 
to the platform and entertaining for its users. 

1

2 BUILD YOUR ORGANIC 
PRESENCE
While other platforms have made notable algorithm 
changes to reduce organic exposure, there is still 
opportunity for content to catch fire on TikTok. Be sure 
to build your organic presence using content that's 
true to the space and your brand.

3 TAP INTO TRENDS
Variables are constantly changing on TikTok, and new 
trends are popping up to captivate its users. Keep 
abreast of current trends on the platform and tap into 
ones that are relevant and appropriate for your brand 
to play in.

4 GET CREATIVE
TikTok offers a wide suite of innovative products like 
Hashtag Challenges, TikTok Creators and Brand 
Takeovers. If brands can think outside the box and take 
advantage of these opportunities, they may be able to 
become the trend.



WHERE
TO NEXT?

We encourage you to reach out to SOCIETY@ME with 
any questions on how to build a TikTok strategy that 
works for your brand.


