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HOW TO HACK TIKTOK

TikTok’s fully immersive experience is totally different from that of 
other social platforms. It’s a main-screen experience that grabs your 
attention, rather than something to flick through while multitasking. 

This creates a unique opportunity for deep engagement and 
authentic community-building.

TikTok runs on a collective energy, fueled by Gen Z, the most 
connected and digitally expressive generation. It’s an expression of 
how users are feeling at the moment, genuinely sharing their true 

selves. 

However, just because youth culture is the driving force behind 
TikTok, it does not mean that only brands focused on the younger 
consumers can take advantage of the platform. We are seeing an 
ever-increasing number of mature adults embracing the platform. 
Here, two trends are interwoven: 1) Our forms of expression are 

becoming more playful, driven by generations not ready to grow up; 
2) more premium, professionally produced content is gaining 

momentum alongside user-generated videos. 

Moreover,  TikTok has an unduplicated audience, only 31 % of 
European Instagram users are also on TikTok, enabling even an 

established and mature brand to discover new audiences. TikTok is 
creating new opportunities for the most forward-thinking brands to 

develop immersive and authentic consumer interactions.



1. Speak natively and 
involve creators

In order to attract consumers, brands should create content natively within the app, and use the same 
language as the platform’s users. This platform has a specific tone of voice, and a proper way to edit, script, 
and apply music. Videos on TikTok should not be transferred from Instagram or Youtube, which is perceived 
as a tone-deaf among  the TikTok adept. 

The positive here is that the platform provides a solution — Creator Marketplace for businesses, where 
brands can recruit relevant creators, who are TikTok natives, and who know the inner workings of the platform
—tapping into their loyal community that already trusts their opinion and listens to their recommendations.

It’s all about trust. Either involving a TikToker or a creative agency to launch a branded hashtag or a challenge, 
brands should allow the creators to do what they consider relevant and of high potential. So, the sooner 
brands abandon the conventional strategies they’re used to on other social media platforms and embrace 
TikTok best practices, the more momentum they’ll generate.

C E L I N E

Noen Eubanks, 18-year-old TikTok star, renowned for his eccentric e-boy style and silly lip-syncing became Hedi Slimane's 
muse for The Dancing Kid collection and the face of Celine’s campaign. This demonstrates the sartorial approach of 

bringing the streets to the runway, or bringing the TikTok idol to the French house. In order to develop a young audience, 
brands are looking to the platform’s growing pool of talent.
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2. Choose your content pillar

People don’t come to TikTok just to follow a brand or engage with a product. They want to engage with a 
relevant content, embrace diverse topics, and enjoy something clever and cool. A brand’s content needs to 
mirror the values and content of its target audience. 

Brands should keep their eye out for trends that fit the brand’s essence, and be TikTok-wise enough to choose 
the most appropriate content strategy among a wide range of so-called content pillars and tools that can ignite 
their creativity and foster engagement. Brands can either engage with original challenges and hashtags or 
create its own meme, dance movement, or song to go viral organically.

More mature and established brands can benefit from micro-learning or skill-creator trends. By incorporating 
professional or educational videos powered by TikTok tools, brands can greatly diversify their content and create 
enjoyment through learning and exploration. The platform has already seen users' interest in educational 
videos, with more than 7B views of the hashtag #LearnOnTikTok. 

M O N C L E R

To interact with a new generation, Moncler launched the TikTok 
challenge #monclerbubbleup with an exclusive song release and a 

network of TikTok celebrities — Charli d'Amelio, one of the most 
followed TikTok stars, Bella Poarch, Michael Le, and Abby Roberts. 

The challenge gained over 6.7B views and #monclerbubbleup 
became a top viral hashtag for the year. 

T H E  O R D I N A RY

As beauty hacks and 15-second skin-care tutorials began trending 
on TikTok, beauty brands began migrating to the platform. Along 

with casual and mood content, The Ordinary started to drop 
educational videos hosted by dermatologists and beauty experts 

that have become very popular among the platform’s acne-positive 
teens and young people seeking a personalized approach and 

transparent communication from brands.
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3. Execute quickly and 
embrace change

TikTok trends emerge and change too quickly, never enjoying too long of a life span. Thus, brands should not 
plan their campaigns far ahead. The strategy is literally to be executing content the same week as the launch. 

Sometimes a brand can becomes a hero of UGC without any effort. In this case, it’s important to react quickly 
and catch the wave at any given moment. Brands should encourage people to be creative and leverage 
users’ content while it’s being hyped.

U S E R  G E N E R AT E D  C O N T E N T

#GucciModelChallenge with 232.5M views first took off this summer 
with no encouragement from the brand. TikTok creator Morgan 
Presley launched a trend where users pretended to be Gucci 
models wearing extremely clashing outfits. Later, Gucci asked 

Presley to make a video with the same voiceover, posted it to the 
brand’s account, and started reposting UGC response videos. All this 
led to far more engagement and organic growth than brands trying 

to engineer the zeitgeist.

A U S T R I A N  A I R L I N E S

#JerusalemaDanceChallenge, started by South Africans, became 
a viral sensation on TikTok. It was replicated by millions of users all 
over the world as a gesture of supporting one another during the 
pandemic. The Austrian Airlines crew also performed the dance, 

and even though they caught the trend and produced a high-
quality video, they posted it too late (in December after the 

challenge had already peaked in the summer).
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4. Unlock your brand’s 
artistry and authenticity 

Overwhelmed by social content and immune to traditional advertising, digitally savvy audiences have a great 
desire for authenticity. Instead of highly curated and polished content, brands ought to produce more easy-to-
consume and easy-to-enjoy videos that feel more like real life.

TikTok is famous for its real content that the audiences want to share and relate to. This is why “behind the 
scenes” content has worked so well for brands. The success lies in enabling viewers to have a real sense of 
what the brand stands for, the people behind it, and in the end, a no-filter, honest view of the brand’s 
personality.

Experts say that this genuine and honest approach is particularly appealing to Gen Z, who are seeking 
transparency and authenticity (Influencer Marketing Hub, 2020). Candid content, a signature of TikTok,  is 
something that brands should increasingly adopt.

B A L M A I N J A C Q U E M U S

When joining TikTok, Balmain very naturally blurred the line 
between the high fashion house and its public. Balmain's 
Olivier Rousteing began to interact with TikTok users by 
documenting his design process and backstage prep, 

capturing the last moments before events and fashion shows. 
Such impromptu videos can quickly show the brand’s 

personality and spirit.

Being a master of community-building in the digital age, 
Jacquemus keeps up its transparent and direct narrative on 
TikTok. One will never see the brand bombarding with logos 

and advertisements. On the contrary, the brand invites 
consumers into a world of what Jacquemus loves and 

experiences every day. They post imaginative, relaxed, and 
fun videos such as “Monday like…”, #setisready, etc.
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5. Think of TikTok as 
the new TV

E . L . F.

If we drop our conventional way of understanding television, we may find some similarities between the young 
booming platform and the media that once was thought to replace theatre and cinema. Both mediums are made 
for main-screen viewing, grabbing our attention with immersive sound and visuals. The parallel also lies in the 
frequency and consistency of TikTok videos, which can be compared to upcoming TV episodes (without taking 
content length into account).

On TV, there are channels people constantly switch, searching their favorite shows, whereas on TikTok there are 
hashtags that actually perform the same function as TV channels. Thus, knowing the hashtag, users can find 
their way to new content published under a tag they already enjoy.

This simple approach works to the benefit of brands, as it allows them to hook users in and build anticipation for 
new “episodes” of content.

The beauty brand e.l.f. decided to launch its own TikTok reality show 
Eyes.Lips.Famous, engaging with its audience in a completely 

unique way. The brand asked participants to submit their audition 
videos using the show’s hashtag. Selected by celebrity judges and 

influencers, the three finalists then had to compete for a $5,000 
contract to represent e.l.f. on TikTok for an entire year. Every week, 
the finalists needed to complete challenges given to them by the 

judges, creating new posts under the reality show hashtag.

G U C C I

To iterate their Accidental Influencer Project, Gucci posted a 
series of meme videos under the hashtag #accidentalinfluencer 
with models performing a bespoke Gucci choreography created 
for TikTok. The brand’s aim was clear: to generate interest and 
make the viewers wait for the next episode. This effort was a 

building block, creating exposure for Gucci on TikTok, eventually 
leading to the very successful #GucciModelChallenge led by 

users and TikTok creators.

HOW TO HACK TIKTOK



5

Develop a steady stream of content under a hashtag; a series approach works 
well on TikTok.

2

Choose the content pillar the aligns to your brand DNA, target, and 
communication objectives.

4

Develop the best ideas within the authentic tone of TikTok. Structured and 
hyper-polished production are not required.

3

Keep your eye on trends, and be ready to execute quickly for content 
production and launch.

5 Guiding Principles for Winning on TikTok

1

Adopt the same language, scripting, and native editing techniques as the 
audience. Work with creators to build trust.
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Spring is uniquely placed to identify, 
concept, and deliver innovative  
content and brand experiences.

If you’d like to discuss how Spring can help you,  
please reach out to us at 

Antonella.denicola@springstudios.com
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