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INTRODUCTION

How many times have you wished that you knew “How to” do something? 
Well, at iCrossing we are here to help with How to guides covering all 
different areas of the digital marketing landscape. This is How to TikTok 
for Business. 

TikTok is one of the world’s most downloaded apps in 2020. The platform 
is rapidly developing, providing new editing tools for users and businesses. 
The available ad formats are being constantly updated, so the current 
offering is not as advanced as on other social platforms, but that should 
not stop you from trying it out.

Thinking about using TikTok ads for your brand or business, but don’t 
know where to start? Well, you are in the right place! Our social experts 
Sandra and Katie have compiled the ultimate guide - from audience 
demographics and targeting capabilities, to creative tips. Get to know
this platform today while competition for eyeballs on ads is low!

So, let’s show you How to TikTok for Business. 
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GOT A SPECIFIC QUERY? 
JUMP STRAIGHT TO THE ANSWER...

WHY ADVERTISE ON TIKTOK?
TIKTOK DEMOGRAPHICS
HOW MUCH DOES TIKTOK ADVERTISING COST?
WHAT CAMPAIGN OBJECTIVES ARE AVAILABLE ON TIKTOK
TIKTOK AD TARGETING OPTIONS
WHAT TYPES OF TIKTOK ADS ARE THERE?
HOW TO CRAFT A WINNING TIKTOK AD
PROS AND CONS OF ADVERTISING ON TIKTOK
GET STARTED WITH TIKTOK ADS
MEET YOUR iCROSSING SOCIAL SIDEKICKS
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WHY ADVERTISE 
ON TIKTOK?
One of the biggest misconceptions about the platform 
is that all the TikTok users are between 16 and 24 years 
old. However, this is not entirely the case. While 41% of 
all users are within this age range, the remaining 59% 
consists of older generations such as Millennials, GenX, 
and even Baby Boomers. 

If you are looking to widen the reach of your campaigns 
by using fun and engaging content TikTok may just be 
the solution for you. And since not many brands are 
advertising on there yet, now is the perfect time to start 
testing it. 
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TIKTOK 
DEMOGRAPHICS
Monthly, more than 800M+ people turn to TikTok 
to discover fun content. But who are they?

17M 50% 

57mins+ 

90% 

56% 

...monthly active users in the UK 
(TikTok’s internal data, Apr 2020)

...of TikTok’s global audience is over 
the age of 34

...average daily time spent per user 
(TikTok’s internal data, Jan 2020)

...of TikTok users visit the app more 
than once per day

...are female
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HOW MUCH DOES TIKTOK 
ADVERTISING COST?
Currently the minimum budget at campaign 
level is £50 and the minimum budget at ad 
group level is £20. Due to the current low 
competition, the average CPM on TikTok is 
significantly cheaper than on Facebook 
and Instagram, so now it’s the perfect time 
to experiment on TikTok even if you have 
a limited budget!
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WHAT CAMPAIGN OBJECTIVES ARE
AVAILABLE ON TIKTOK?
Choosing the right advertising objective is crucial to running a successful 
campaign on any social platform. TikTok currently offers five business goals 
that advertisers can optimise for, which fall under three marketing funnel 
pillars: Awareness, Consideration and Conversion.

Reach (Awareness)

This campaign goal allows you to show your ads to 
the maximum number of people to drive awareness 
of your brand or a product. When choosing this 
solution, you can also control the frequency on the 
ad group level of your campaign, and you buy the 
ads on a CPM basis (cost per 1,000 impressions).

Traffic (Consideration) 

This campaign objective helps you to cost-efficiently 
drive traffic to your website or an app. The buying 
method for this advertising goal is CPC (cost per click).

App Installs (Consideration)

If your business has a mobile app, it’s worth considering 
running an app install campaign. This marketing 
objective enables advertisers to send users to the app 
store and download the app seamlessly. You pay for 
your ads on a cost per install basis (CPL). 

Video Views (Consideration)

Finally, the last consideration objective available on 
TikTok - video views. If your goal is to get more people 
to watch and engage with your video, this is the 
objective you should go for. TikTok will find users who 
are most likely to watch your content and show your 
video to them. Depending on your goal and the length 
of your video clip, you have the option to deliver your 
ads to get the most two or six second views. 
The buying model for this goal is CPV (cost per view). 

Conversions (Conversion)

The conversions objective is designed to drive 
valuable actions such as purchases or registrations 
on your website. To run a conversion campaign, 
you must implement the TikTok pixel on your site. 
This enables tracking conversions as well as optimising 
your campaign. The buying model for this goal is 
CPC (cost per conversion).
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TIKTOK AD 
TARGETING OPTIONS 

Demographics
 Location 

 Gender

 Age

 Language 

Interests
  Apparel & Accessories

  Appliances 

  Apps 

  Automobile 

  Baby, Kids & Maternity 

  Beauty & Personal Care 

  Education

  Financial Services

  Food & Beverage

  Games

  News & Entertainment 

  Pets 

  Sports & Outdoors

  Tech & Electronics 

  Travel 

TikTok’s targeting options are continuously expanding to help 
marketers reach their desired target audience. Here is the 
lowdown of all the options currently available on the platform:

Device
  Operating System 

  Connection Type 

  Carrier

  Device Price 

TikTok Ad Manager
Dashboard
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Behaviour
Behaviour targeting is the newest addition to TikTok’s 
targeting capabilities. It is a great tool that focuses on 
a user’s recent (last seven or 15 days) interaction with 
organic video content on the platform. To make it more 
accurate, advertisers can select a specific category of 
said organic content users engaged with e.g. lifestyle, 
nature, entertainment etc. Furthermore, marketers 
can also specify the type of engagement they want to 
target by, choosing from four options: ‘watched to end’, 
‘liked’, ‘commented’ or ‘shared’. 

Custom audiences
You can create a Custom Audience by uploading 
customer files such as list of e-mails. You can also 
create them using your website pixel’s data by 
identifying previous site visitors or users who took 
specific action on your website. Promoting an app? 
You can collect additional data to create your 
audience based on user’s actions within your app. 
Finally, you can create an Engagement Custom 
Audience of people who saw, clicked or engaged 
with your content directly on the platform. 

Lookalike audiences
Similar to what you can do on other social platforms, 
TikTok allows you to find audiences that are like 
your existing customers. To ensure that your 
Lookalike audience is built as efficiently as possible, 
TikTok recommends a size of 10,000 people in your 
source audience.

...TIKTOK AD TARGETING OPTIONS 

Ad tags
Advertisers can add up to 20 keywords for each 
advert which helps TikTok’s algorithm better match it 
with your target audience and, as a result, maximise 
performance of your campaign.
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WHAT TYPE OF TIKTOK 
ADS ARE THERE?
As of November 2020, there are six different 
ad formats to choose from on TikTok:

In-feed ads
The In-feed is the standard video ad format which 
looks exactly like the organic content users see in their 
feed. It can be maximum 60 seconds long, but TikTok 
recommends the optimal length of 9-15 seconds. This 
is the only ad format (currently) available to book via 
TikTok’s self-serve ad platform. 

TopView* 
TopView is a full-screen ad unit that captures full user’s 
attention in a premium and brand-safe placement. It 
can be up to 60 seconds long, and it appears and auto-
plays when the app is opened. It guarantees millions of 
views within a 24-hour period, delivering a great deal 
of engagements for your brand. 

TopView Lite* 
Similar to Top View, TopView Lite ads appear instantly 
when a user opens the app. However, this ad format 
allows you promote much shorter-form content such as 
three seconds image or a three to five seconds video. 
What’s great about this inventory is that only one 
specific advertiser can take over a category each day, 
giving you 100% share of voice.

Branded Hashtag Challenge* 
This ad format allows brands to partner with TikTok’s 
marketing team to create a sponsored hashtag 
challenge to invite users to share content on their 
behalf. Sponsored hashtags are displayed on 
the discover page to drive brand awareness and 
engagement and are available in three to six day 
packages which include creative guidance and set 
up support.

Branded Effects*
Following in Snapchat’s and Instagram’s footsteps, 
TikTok has launched their own 2D, 3D and AR 
ad format. This ad unit enables users to have an 
augmented reality experience with any brand, allowing 
them to trigger and control the effects to create 
memorable moments on TikTok.

First Commercial
Rolled out in October 2020, the First Commercial video 
ad format guarantees that your ad will be the first 
one a user sees when opening the Discover tab in the 
Snapchat app – when attention is at its highest. If your 
goal is to drive maximum exposure for your product or 
service, and to increase awareness of your brand, this 
ad format may be the right solution for you.

* These ad formats are not available via the standard self-serve
ads platform and you would need to speak to TikTok’s
partnership team to book this inventory.
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HOW TO CRAFT A 
WINNING TIKTOK AD 

Be authentic
Tell your target audience why your business 
matters and how it can positively impact their lives. 
We recommend experimenting with user generated 
content (UGC), as TikTok users respond better to 
content that looks organic. Consider tailoring your 
promoted content to your target audience personas 
to connect with them and tell a better story. 

Make your ads stand out
Enhance your message and better engage your 
audience with sound, music or voice-over. As there 
are no text limitations on TikTok, we suggest that 
you implement text overlays to your creative to 
add context. 

A/B test to find the 
best creative approach 
We recommend that you play with different video 
lengths to see what works best and delivers the 
most optimal results for your brand. TikTok made 
it easy for advertisers to test creative and, as a 
result, improve performance. The Automated 
Creative Optimisation tool will allow you to upload 
all your creative in one go and automatically create 
and find the best performing combinations of your 
creative assets – what’s not to like?!

Creative is one of the most (if not the most) important 
consideration when running ads on TikTok. 
Here are some tips to get you started. 
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...HOW TO CRAFT A WINNING TIKTOK AD 

TikTok ad specs

Ad format Specs Safe zone Ad copy

Single Video Length: 5–60 seconds 
(9–15 seconds recommended)

Resolution: Horizontal (960x540)
Square (480x480)
Vertical (540x960)

From left: 44px
From right: 140px
From top: 130px
From bottom: 483-484px

Text: 12–100 characters

Call to Action: Learn more, Download, 
Shop Now, Sign Up, Contact Us, 
Apply Now, Book Now, Play Now

Single Image* TopBuzz & BuzzVideo
1280x720px/1200x628px

Vigo
1280x720px/1200x628px/375x604px

Helo
1280x720px/1200x628px/640x640px

Text: 12–100 characters

Call to Action: Learn more, Download, 
Shop Now, Sign Up, Contact Us, 
Apply Now, Book Now, Play Now

*   TikTok and Pangle do not support image ads. 
You can however convert multiple images to 
video with Use Video Template. 
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PROS AND CONS OF 
ADVERTISING ON TIKTOK
So what’s to love about advertising on TikTok 
and what could be improved?

Pros Cons

Inexpensive CPM 

Effective reach and 
engagement

Free creative tools

Restricted targeting 
capabilities

Limited ad formats 
and objectives 

Not yet available in all 
European countries
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GET STARTED WITH 
TIKTOK ADS
Advertising on TikTok may seem a bit daunting at first, 
as it’s different to other social platforms that you’re 
familiar with. But once you get to grips with it and 
unleash your brand’s creative side, it could drive 
impressive results for your business.

The paid social landscape is constantly evolving and 
staying ahead of the curve is key for brands that want 
to stay competitive and front of mind. At iCrossing 
we pride ourselves on being Growth Partners and 
can help unlock your brand’s full growth potential.
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Sandra Frankowska
Paid social strategist

Hello, my name is Sandra and I first got into social media when I joined 
MySpace back in 2006. I was amazed by how easy it was to connect with 
people from around the world, while sitting in my bedroom in a very quiet 
town in Poland. When I turned 18, I decided to move to England to study 
business advertising and digital media communications. That’s when I quickly 
realised how fast-paced and exciting the social media landscape really is. 
Here I am now, 12 years later and still as excited about it as I was then. 
I love my job because not one day is the same and I get to work with 
amazing clients, helping them grow their social media presence.

Katie Spooner
Senior paid media analyst

Hi, I’m Katie and I grew up on Twitter. In 2015 I graduated with a degree 
in Film, but an affinity to social media led me to where I am today. 
My background in film and love of visual media means I’m a big fan 
of platforms such as Instagram, TikTok, YouTube and Pinterest, and the 
creative challenges they pose for advertisers. Paid social is an exciting 
place to be working at the moment, with a wealth of new platforms, 
products and innovations to test for our clients. The satisfaction of watching 
a carefully crafted campaign yield amazing results is truly hard to beat.

MEET YOUR iCROSSING 
SOCIAL SIDEKICKS
The paid social landscape is constantly 
evolving and staying ahead of the curve 
is key for brands that want to stay 
competitive and front of mind.

At iCrossing we pride ourselves on 
being Growth Partners and can help 
unlock your brand’s full growth potential.

To find out more get in touch at
results@icrossing.co.uk



30 Panton Street
London
SW1Y 4AJ

Tramshed Tech
Pendyris Street
Cardiff
CF11 6BH

13 Black Lion Street
Brighton
BN1 1ND

Visit www.icrossing.com/uk for more advice, 
or contact us at results@icrossing.co.uk
- we’d love to help!




