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Data set includes

— 1,200 ———

HANDLES

IN 2022 BETWEEN THE MONT

COMPRISING

— 13K —204B——
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The Metrics: Definitions

Engagement Rate by Follower
The average number of engagements per
follower on a per-video basis.

Engagement Rate per View
The average number of engagements per
view.

Engagement Total
The total number of interactions (likes,
comments, and shares) on videos.

Hashtags per Video
The average number of hashtags on a per-
video basis.

Monthly Follower Growth Rate
The average monthly growth rate over the
report period.

Videos with Mentions
The percentage of a brand's videos that include
at least one mention of another account.

Videos per Week
The average number of videos a brand
publishes per week.

Views per Follower
The average number of views per follower
on a per-video basis.
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Using Rival 1Q to supercharge your TikTok

Track and measure your TikTok performance inside Rival IQ alongside all your other social metrics.

GET YOUR FREE TRIAL
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Key Findings and Takeaways

@ TikTok is out-engaging other Health & Beauty, Higher Ed, and

channels. Sports Teams dominate.

Median brands are earning an average eng. These industries are consistently at the
rate per follower of 4.1% on TikTok, which is top of the pack across other social
ox Instagram and way, way more than channels we study, so it's not too
Facebook and Twitter. surprising that their content is engaging

fans on TikTok too.

Mentions matter. Brands are producing less content
Brands are seeing an engagement boost @ for TikTok than for other channels.
when they include mentions in their videos, With the average brand posting just 1.8
and you can bet those mentions are helping videos per week, it's clear that brands are
with follower growth as well. still ramping up posting on TikTok.
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Videos per Week: Distribution

The average number of videos a brand publishes per week.

° ° 40% -
The average brand in this study
publishes about 1.8 videos per
week, or about 8 per month. Creating compelling videos for
: | 30% TikTok is definitely an

- The t.Op 25@ MOost active brgnds . investment for brands. The

published videos at least 5 times = median posting frequency here

per week on average. % 20% | Median is 1.8 Is about 2.5x lower than what

L videos per week. we see for Instagram posts in

- A full 30% of brands publish less S our annual social media

than once a week. I benchmark report.

10% I
0% . . II.--
1 2 3 4 5 §) 7 3 9 10+

VIDEOS PER WEEK
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Videos per Week: Account Size

The average number of videos a brand publishes per week.

The larger your account, the 5|

more likely you are to publish

more frequently. 4 It's not surprising to see this

correlation between follower
count and posting frequency. Of
course, having more followers
doesn't make you post more.
Rather, accounts that
consistently post a higher
volume of quality videos are
going to grow their accounts. As
they grow, we see the
Investment in posting grow
along with it.

+The smallest bin we studied
(TK-5K followers) averaged about
1 video per week.

VIDEOS PER WEEK

- Accounts with 1M+ followers post
3 or more times per week.

N N
O 69100 Qg\w“h

v
FOLLOWER BINS
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Videos per Week: Industries

The average number of videos a brand publishes per week.

There's a wide range of
frequencies as we examine
posting behavior by industry.

Media brands top the charts with
the average brand posting more
than four times per week.

- The
Non

east active industries,

orofits and Food & Beverage,

publish slightly more than once a
week (about five videos per
month).

Media

Health & Beauty
Retail

Fashion

Home Decor
Sports Teams
Tech & Software
Higher Education
Nonprofits

Food & Beverage

2.63

2.16

1.90

1.74

1.63

1.58

1.42

1.18

1.18

VIDEOS PER WEEK

¢ RIVAL IQ INSIGHT

Media and Health & Beauty live
near the top of the list on every
channel we study, so their
TikTok frequency is no surprise.
The same can be said for the
lower posting frequencies of
Higher Education and Food &
Beverage. One notable
deviation is Nonprofits; their
investment on TikTok is
relatively low compared with
their posting on Instagram.
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

What is Engagement Rate by View?

The average number of engagements per view.

This is what a 6%
engagement rate per view

looks like.
o -

o
600 ENGAGEMENTS 10,000 VIEWS

600 ENGAGEMENTS 10,000 VIEWS
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Engagement Rate by View:

The average number of engagements per view.

Distribution

The average brand in our study o

earns an engagement rate by

: 0
view of 5.8%. The median engagement

| rate by view is 5.8%
| I I I B m

oo Qo %clo %QIQ
AL \’L . b(\ Ko

22.5%

Only about 20% brands earn
double-digit percentages for

engagement rate by view. 15%

% OF BRANDS

Low engagement rates by view are
an indication that boosting is a
substantial part of the reach for a
video. About 7% of brands average
less than 2% across all their
videos, suggesting they're boosting
an appreciable portion of their
videos.

7.5%

0%

QQPIQ ,L’b(olo 6°|° 6%0|0 \Qolo

Y AD

ENGAGEMENT RATE BY VIEW

¢ RIVAL IQ INSIGHT

Engagement rate by view is a
roughly comparable metric to
engagement per impression
that we see on other platforms
like Instagram. In our most
recent Instagram report, we
noted that brands have been
consistently earning 5.5%
engagement per impression.
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Engagement Rate by View: Account Size

The average number of engagements per view.

Starting with accounts larger 9% 8.9%
than 50K followers, we see an
upward trend in the average

¢ RIVAL IQ INSIGHT

Given the strong role that the

: =
engagement rate by view. = FYP algorithm plays in the
> 6% >0 world of TikTok, it isn't
BFaDdS V\/|th ZOOK‘1 M fO||OW€FS E 5.0% 5.2% Surprjsing to see q positive
nave an average of 7.6% eng. rate E 4 A% correlation between account
ner view, almost 46% higher than - size and engagement rate by
prands in the 10K - 50K range. é . view. Brands with large
< followings didn't get that way by
- The largest accounts, with more Z Creating meajocre content.
than 1M followers each, are Consistently producing high-
| ’ | engagement videos is a sure
reaching an engagement per view - way to grow your following
of almost 9%. O o

FOLLOWER BINS

Rival [Q

by NetBase Quid”




i

TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Engagement Rate by View: Industries

The average number of engagements per view by industry.

Sports Teams, Nonprofits, and sports Teams [ 1 .0%
Higher Ed t.op the list vyhen it Nonprofits NN 7%

comes to highly engaging o Educat As we see in other industry-level
content. Iigner ucation

studies we've done in the past,
Sports Teams, Nonprofits, and
Higher Ed gather relatively high
engagement from fans. For
each of these industries, viewers
are passionate about their
team, school, or causes much
more than they are for their
favorite brands.

Media
+ The Sports Teams in this report

average an eye-popping 11%
engagement rate by view. Tech & Software

Food & Beverage

]
On the low end, Health & Beauty, e

Home Decor, and Fashion brands Health & Beauty
are all below the report-wide Home Decor
average of 5.8%.

Fashion

ENGAGEMENT RATE BY VIEW
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

<BENCHMARK PERFORMER: ENGAGEMENT RATE BY VIEW>

Crate and Barrel

Crate and Barrel saw average engagement W S 1 9.2 K
rates by view around 5.52% on TikTok this - - | | FOLLOWERS
year with a tons of videos focused on = |y —

. . ' i i | @¢\r\aﬁteandbarrel of ' .
showing off their extensive product . V-0 S 4 2
catalogue. With so many home decor o268 (ST
products going viral and selling out on | e

12 dinthe

TikTok, this strategy makes sense, but didn't 2/ ' o T 22 4K
yield consistently high engagement totals . S | o
for the brand oy = VIEWS PER VIDEO

o TiK & 9 1 ' rateandbarrel ©
\ - : .

@crateand N'» ey ) . ... Itomsup!Dropa“@"if youneed to drink
‘ ¥ . re H20! #StayHydrated
' - orgeousGorgeousGirls #DrinkYourWater

elfCare #Wellness #10daysof
original sound - £¢ ren @ o
o

@crateandbarrel &

On the other hand, giveaway videos brought e oo

winner will get to bring home a set in the

in the highest engagement rate by view for Pkl it S
JJ breakin my heart - rennyxaudios
Crate and Barrel this year, which the brand . ENGAGEMENT PER VIEW

' . . TikTok fam @ See official rules:
https://bit.ly/3eUCj9q #Gi
might want to experiment more with. i ek
#NewYearGiveaway
JJ Suns - Official Sound Studio
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by NetBase Quid”®




N —

TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

(c!’ STANDOUT PERFORMER: ENGAGEMENT RATE BY VIEW>

Arsenal

o TikTok

aaaaaa

1.9M

FOLLOWERS

0.84

VIDEOS PER WEEK

Arsenal earned an outstanding eng. rate per
view of 14.9% with TikTok videos focused on
two main things: Arsenal team members
Kicking *ss, and a Q+A series with a popular
Dlayer.

Fans ate up watching videos of their favorite

football club scoring goals or breaking away on | _' s ~» 764 K
. . : ‘ L% - 75
the pitch, and Arsenal curated this VIEWS PER VIDEO

engagement by focusing on short videos

srihsearsenal &

Q ls):itoon!@;::;)‘z.sf‘i(f;TThis is the easiest
. . @arsenal © -
fe a t U rl n g O r eve n | O O p | n g th e m O m e nt Of The perfection celebration... Get it on rep - eliginalseHne=atzen o
| ey - 14.99,
trl U m p h . JJ original sound - arsenal | | q) el ®
ENG. RATE PER VIEW
. . . . @arsenal @
A Q+A with fan fave Kieran Tierney back in Thvsewarkies inone match ® fasenl
February was a successful gamble for the team i

that led to big engagement totals.
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

What is Views per Follower?

The average number of views per follower on a per-video basis.

This is what a 20%

| | view / follower rate
100K looks like.
: Followers
SPACE!

0
o —
20,000 VIEWS ® 100,000 FOLLOWERS

20,000 VIEWS 100,000 FOLLOWERS
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Views per Follower

The average number of views per follower on a per-video basis.

The average brand in our

study earns about 17.6 views
per 100 followers on each video
they post.

Though the percentage of brands
that earn a higher number of
views dwindles, almost 20% of
orands earn more than 70 views
ner 100 followers per video.

On the low end, more than 35% of
orands earn fewer than 10 views
ner 100 followers, on average.

% OF BRANDS

40%

30% |

20%

10%

0%

¢ RIVAL IQ INSIGHT

On TikTok, the For You Page is a
strong driver of reach for any
account. Still, following

accounts to stay up to date with
The median brand earns their content is a thing. We find

views equal to 17.6% of it useful to benchmark how

their followers. : :
many views an account will

achieve, on average, as d
Qolo

function of followers.

00,0 Q:LQQIQ %QQIQ , QQIQ 600'0 6QQ|0
\

60’1

o

’LQ 20 SN

VIEWS PER FOLLOWER BINS
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Views per Follower: Account size

The average number of views per follower on a per-video basis.

In general, we find that the
larger the number of followers,
the lower the views per follower.

- Accounts with fewer than 5,000
followers average about 50 views
ner 100 followers on each video.

- That ratio decreases with accounts
petween 200,000 and 1 million
followers averaging just /7 views
ner 100 followers on each video.

VIEWS PER FOLLOWER

60% |

45%

30%

15%

0%

50.5%

30.2%
17.2%
10.2%
I 7.0%
0\6 Q¥ 0‘6 AN

FOLLOWER BINS

3.8%

¢ RIVAL IQ INSIGHT

[t isn't surprising to see that the
views per follower declines, on
average, as accounts grow in
size. This dynamic is one that
we also see on other platforms
like Instagram. Smaller
accounts tend to post less
frequently, which also helps
increase the views on each
individual video.

Rival [Q
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Views per Follower: Industries

The average number of views per follower on a per-video basis.

Higher Education, Sports Teams,
and Nonprofits top the list of
industries earning views per
follower.

Health & Beauty rounds out the
list of brands that are above the
median rate for views per follower.

Media and Tech & Software brands
lag behind the cross-industry
median, earning less than 11% on
average.

Higher Education
Sports Teams
Nonprofits
Health & Beauty
Retail

Home Decor
Fashion

Food & Beverage
Media

Tech & Software

¢ RIVAL IQ INSIGHT

VIEWS PER FOLLOWER

As we see across all social
media channels, Higher Ed,
Sports Teams, and Nonprofits
tend to rise to the top for
metrics having to do with reach
and engagement. Each of these
industries has an audience with
high affinity and passion for
their cause. Higher Education
accounts are relatively small
compared to Sports, driving
their average views per follower
higher in this analysis.

Rival [Q
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

(BENCHMARK PERFORMER: VIEWS PER FOLLOWER)

The Onion

Satirical news outlet The Onion is well-known
online for headlines that'll make you stop short
and laugh, but struggles occasionally to get
readers to move beyond the headline. The
media brand worked hard to entice viewers to
stick around for a 30- or 60-second TikTok with
short, fun content that visually illustrates their
comedic takes on current events.

If The Onion wants to increase views per follower
above the median of 17.6%, they'll want to
increase their videos per week for more chances
to grab a like, comment, or share, and adding
hashtags more consistently will also help new
users find their hilarious videos.

4 ol T
K -— i ¥
" N >
(L

Local Weirdo Charged With
Giving Everyone
—_ Heebie Jeebies

- 3“ : G Moon will be visible for
—— first time in 12 hrs! g
Increasingly Worried Man . B i 4
Hasn’t Yet Come Across Any ‘ o % - 25
#§ Guacamole in Burrito - S e

&

1

4 | : bonion &

Weirdo Charged With Giving Everyone
bie Jeebies

: ’ iginal sound - theonion
@theonion @

Increasingly Worried Man Hasn't Yet Cor
Across Any Guacamole In Burrito

JJ original sound - theonion

@theonion &

.. This is going to be amazing ., #moon
#astronomy #space

JJ original sound - theonion

208K

FOLLOWERS

4

VIDEOS PER WEEK

93K

VIEWS PER VIDEO

15.3%

ENGAGEMENT PER VIEW

Rival [Q
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

CQ!’ STANDOUT PERFORMER: VIEWS PER FOLLOWER)

¥% James Madison University

James Madison University slays on social year
after year in our annual Higher Education
Social Media Engagement Report, and their
TikTok performance is no exception.

The university is at the front of the pack for
colleges and universities with views per
follower thanks primarily to a heavy dose of
campus nostalgia. Alums and students alike
ate up TikToks that featured JMU's mascot ana
school traditions, and the university's strong
hashtag game helped videos reach any and all
Dukes scrolling the FYP on TikTok.

{4

( i ‘El\“"‘ =, !‘

&> £ 3 ‘ T ,"" you even go to #JMU if you haven’t

S > “tten stuck behind the train? &8
N .. _reenscreen #question #jmudukes #elfitup
{f\z\\ p #godukes #train #help

~ Roman Holiday Sped Up - Jadyn

. amesmadisonu

.
@jamesmadisonu / : o |

Whether it’s your first time at the dining hi  » y

— 7 - s 7 ~ . = — - — - — -— i ’- - :
‘ ‘ /,JIL ‘- . “’.",' ; :L “: ‘ [ A >
il /MU D-Hall hacks e | & A\
} by JMU Dining ' ) srp k2 ,
= d o - = \ ¥ i’ r 19
g N \ N \ : :

or your hundreth, try out these @JMU Din )
hacks next time you stopby & & @& & # -
#jmutok #fyp #foodhacks #hack #goduk -

#dininghall #ootd

|
g
e

JJ Sunroof - Nicky Youre & dazy
@jamesmadisonu

If you’re seeing this, tell Duke Dog he slayed.
#jmu #jmutok #GameTok #fyp #blueridge
#dukedog #godukes #trending #dayinmylife

JJ So Many ppl have use this sound omg -
@love y'all &

2.55K

FOLLOWERS

4

VIDEOS PER WEEK

12K

VIEWS PER VIDEO

9.36%

ENG. RATE PER VIEW
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

What is Engagement Rate by Follower?

The average engagements per follower on a per-video basis.

This is what a 1%
engagement rate / follower

looks like.
o -

1,000 ENGAGEMENTS 100,000 FOLLOWERS

1,000 ENGAGEMENTS 100,000 FOLLOWERS
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TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

Engagement Rate by Follower: Distribution

The average engagements per follower on a per-video basis.

i : 40%
On a per-video basis, the average :

eng. rate per follower from the

median brand earns an We share this engagement rate
engagement rate (by follower) 30% to help brands understand their
of 4.1%. " TikTok performance relative to
- other social media channels.
- About 33% of brands earn an % 0% The median brand earns Engagement rates pe.rfo//.ower
engagement rate of more than 8%. & an average eng. rate per thatbrands are egrning rignt
X now on TikTok dramatically

follower of 4.1%.
- A third of brands also average an O outpaces that of other
engagement rate of less than 2%. o I channels, with Instagram being

I the next closest.

1.0% 2.0% 3.0% 4.0% 5.0% 6.0% 7.0% 8.0% >8.0%
ENGAGEMENT RATE BY FOLLOWER BINS

0%
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Engagement Rate by Follower: Account Size

The average engagements per follower on a per-video basis.

On average, brands with larger
accounts see lower engagement
rates (by follower) on average.

- Accounts with less than 50K
followers see their average
engagement rates come in above
the median brand at 4.1%.

+ The largest accounts, those with
more than 1 million followers, see
their per-video average
engagement per follower come in
just under 2%.

ENGAGEMENT RATE BY FOLLOWER

9%

6%

3%

0%

3.9%

6.4%
5.5%
3.8%
I 3.3%

¢ Q¥ Q¥ Q¥
Q2 A 0P

’LQQ\U@

FOLLOWER BINS

1.9%

7'\N\

¢ RIVAL IQ INSIGHT

There are multiple factors that
drive engagement rate,
including average video reach
and content quality. As we saw
in the previous section, larger
accounts tend to earn fewer
views per follower, on average,
and that lower reach will
contribute to lower engagement
rates (by follower).
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Engagement Rate by Follower: Industries

The average engagements per follower on a per-video basis.

Higher Education and Sports
Teams top the list for
engagement rate (by follower)
with performance well beyond
the cross-industry average.

Nonprofits, with an average
engagement rate of 6.4%, round
out the top 3 industries.

Health & Beauty and Home Decor
brands perform well below the
cross-industry average.

Higher Education
Sports Team
Nonprofits

Food & Beverage
Media

Retail

Fashion

Tech & Software
Home Decor

Health & Beauty

- [EEU

ENGAGEMENT RATE BY FOLLOWER

¢ RIVAL IQ INSIGHT

Similar to the performance we
saw for views per follower,
Higher Ed, Sports, and
Nonprofits out-earn other
industries for the average
engagement rate by follower
metric. Combining above
average reach with content
their audiences are excited
about is a surefire way to yield
high per-follower engagement.
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(BENCHMARK PERFORMER: ENGAGEMENT RATE BY FOLLOWER)

Converse

Retail brand Converse saw average
engagement rates by follower arouna
4.18%, which is about in line with the all-
industry benchmark.

The retail brand was most successful with
TikTok videos that showcased influencers
and celebs like Lexi Hidalgo and Tyler, the
Creator. Pithy captions and playful videos
helped the brand stand out, but focusing
too much on their product line instead of
the Converse experience landed the brana
squarely in the middle of the pack for
engagement rate by follower.

o e >
o2

e 'j' ;
S " TikTok
@converse

6

>

| coONwvErRS”T

o W ‘ *)
,‘_.',9 :,/'l. :';_‘//. 3 +
, ' vr,{ , < : | d ?&Tok
v | Gcom
r/ Keeping,lt Real '

. ‘ 4

[ converse @&
, 109.4
K save you the trip, they’re sold out now :/
c onverse #valentinesday
original sound - Converse
@converse @ 1213

Wait, we sell clothes too?! #converse
#conversebyyou #conversesoho »

JJ original sound - Converse

@converse @

There’s different sides to everyone W
but Tyler, the Creator is about
embracing them all and keeping it %

JJ original sound - Converse

344K

FOLLOWERS

3

VIDEOS PER WEEK

40K

VIEWS PER VIDEO

3.24%

ENGAGEMENT PER VIEW

Rival [Q

by NetBase Quid”




TIKTOK BENCHMARK REPORT | JAN. 1, 2022 TO APR. 30, 2022

(‘!’ STANDOUT PERFORMER: ENGAGEMENT RATE BY FOLLOWER>

& Patagonia

Outdoor clothing retailer Patagonia climbs
high above its fashion industry competitors
on TikTok with a whopping 51.7%
engagement rate by follower.

The brand posts just about once a week ana
almost always features short videos overlaid
with nostalgic filters and sounds without so
much as a product shot for miles around.
-ans race to the comments to compliment
Patagonia’s social media team on videos that
Nit just right, keeping the brand at top of
mind for customers without hitting them over
the head with a hard sell.

@patagonia &

We got a big day ahead of us. #fyp</
#wakeup #allthewayup

JJ Use if Nostalgic - 7uiceee

69K

FOLLOWERS

1.26

VIDEOS PER WEEK

110K

VIEWS PER VIDEO

19.1%

@patagonia & ENG. RATE PER VI EW

Good morning—You are gonna make it.
#fyp> #goat

yatagonia &
ttle, yeah. #fyp>/ #noonesgonnaknow

lizzo marry me - Noble Son

JJ original sound - obelias_
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Monthly Follower Growth Rate:
Account Size

The average monthly growth rate over the report period.

1 VA
Across all account sizes, brands A

on TikTok are growing their -
.20 =
followers at least 2-3% on a = S5% TikTok is very much a growing
H = 5.25%
monthly basis. c;> platform, and we see brands of
| = 4.1% all sizes finding success in
Smaller accounts, those with less o growing their accounts. This
than 50K followers, are averaging = 3% 3 0% shouldn't be surprising given
mOnth|y grO\/\/th of more than 5% cj) 2 504 that TikTok has been the most
| | ; downloaded app for the last
- The larger accounts in this study T 1.75% several years.
are also growing at a rate of 2.5% S
Or more per month. =
0%
S S N
C);\Q N Q'CDQ 50”LQQ ,LQQ\(\;\\h 7'\@

FOLLOWER BINS
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Hashtags per Video

The average number of hashtags on a per-video basis.

Brands include about four 20%

The median ¢ RIVAL IQ INSIGHT

hashtags per video on average. number of
hashtags is
Hashtags are a erful way t
- Brands lean towards fewer 15% | 4 per video. & 7P Jul way to
o land content in the all-
hashtags, with just 34% of brands important #FYP. Be sure to note
including 5 or more hashtags in your brand’s individual hashtag
their videos. 10% engagement to pick the right
number of hashtags for your
- 15% of brands include one or videos.
fewer hashtags in their videos. o | I I
0% | | | | | | | | |
0 1 2 3 4 5 6 7/

8+

% OF BRANDS

HASHTAG COUNT BINS
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What is Videos with Mentions?

The percentage of a brand's videos that include at least one mention

of another account.

The average brand doesn't
mention other accounts very
often, only in about 14.5% of
their videos.

- About 14% of brands include a
mention in more than half of
their videos. Wow!

- Almost 20% of brands never
mention another account.

% OF BRANDS

24%

18%

12%

6%

0%

0,0 '\Q

The median brand

%QQI Q D(QQI Q 600l \\)

Qolo
i A pO”

N\ A O

% OF VIDEOS WITH MENTIONS (BINS)

includes a mention
in about 14.5% of
their videos. I

¢ RIVAL IQ INSIGHT

Mentions help non-followers
find new videos that are related
to brands and accounts they
already love. These numbers
suggest that brands are
favoring original content over
replies or mentions.
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Effect of Mentions on Average
Engagement per View

. . 7%
Brands that include mentions °

¢ RIVAL IQ INSIGHT

% OF BRANDS

consistently in their videos tend
to see higher per view . Don't be afraid to start
engagement rates. conversations with mentions on
TikTok. These numbers show
- Brands that use mentions in that aiming to include a
10%-20% of their videos have the >0 mention every fifth video (or
highest per-view engagement rates. more frequently) will boost
engagement while helping grow
. Brands that never mention other 1.75% esligliter QoIS B (eI jforis
accounts have the lowest per-view discover your brand.
engagement rates, only 4.5%. .

’%QQIQ ) D(QQIQ S D(QQIQ

QQIQ QQIQ 00,0
\ N W £

A

% OF VIDEOS WITH MENTIONS (BINS)
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<BENCHMARK PERFORMER: VIDEOS WITH MENTIONS)

SINNYDIPPED

SkinnyDipped

Snack brand SkinnyDipped ran in the middle
of the pack for Food & Beverage brands on
TikTok this year when it comes to both
engagement rate by follower and videos with
mentions. The brand mentioned other
handles in about 15% of their videos.

Some of the brand's most engaging TikTok
videos of the year mentioned fellow snack
brands or influencers. SkinnyDipped really
made the most of fan engagement with
replies to comments on videos daring the
brand to try various flavor combinations or
even to roll out discounts by request.

iy

ﬁ:‘mv to xojnrxo\'s comment
) can u try it with a
pretzel? ¥

1

: _ pov: it’'s 11 PM on April 20th
' - ) =4 and the munchies are |
‘ 1 < 0= startlng to hit [ HAS

o Id bfy '-.‘ "f"j: e sllmlll’i‘g

.leLLlS_D[QMQ_XL(lU_\AlLQDLl_ A

20% OFF 7

@m@

|

- ONE MORETI

J

' "“’ikt . ;
. t

255 kinnydipped &
h; ~ : opuff lifesaver & #skinnydipped
f-:..=L " aopuff #munchies #snacks
@skinnydipped & 4 PK 24 CUPS B ‘ reenscreenvideo

Reply to @xojnrxo we had to & B link in bio ‘. : original sound - material growl @2/

#skinnydipped #GameTok #chocolate
#pretzels #foodie #satisfying

JJ original sound - ozu &

—

@skinnydipped &

Reply to @fifib2001 it's time
#skinnydipped #chocolate
#peanutbuttercups #peanutbutter #sale

JJ Yoncé - Atsuko Okatsuka

25K

FOLLOWERS

13

VIDEOS PER WEEK

102K

VIEWS PER VIDEO

1.25%

ENGAGEMENT PER VIEW
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~ » (‘!’ STANDOUT PERFORMER: VIDEOS WITH MENTIONS>

Sol de Janeiro

Health & Beauty brand Sol de Janeiro saw a ton
of engagement thanks to videos with mentions.
Their secret? UGC. The brand clearly keeps an
eagle eye out for fans posting love letters to
their beloved products and reposts them for a
major engagement boost. Listening for UGC is
a smart strategy for any brand on TikTok, and
works especially well for product-focused
brands like beauty or CPG.

Like many Health & Beauty brands, influencer
collabs also led to soaring engagement rates,

especially when Sol de Janeiro mentioned the

influencer in the video description, which they
did in about a third of their videos.

@soldejaneiro &

Don’t worry... we're sending her a new B

Bum Cream & #soldejaneiro

#bumbumcream #accidentshappen
#bodycream #bodylotion #bodybutter
#skintok #beauty #beautytok #fail #epid

#fyp #foryou #wildnight

#tiktokmademebuyit #bestfriends #oop4

JJ original sound - Sol de Janeiro

o' TikTok d-
@soldejaneiro
| :
\‘
*me or brazilia : 11

15K soldejaneiro &

- i en here since day 1 & @carcarr23

- Q umbumcream #soldejaneiro #beautytok
L P p #bodycream ##tiktokmademebuyit
"B odylotion

l original sound - Sol de Janeiro

19

@soldejaneiro &

@anitta we're obsessed with YOU too &
#soldejaneiro #bumbumcream #obsessed
#braziliancrush #anitta #beautytok #fyp
#foryou #bodycream #bodybutter
#bodylotion #tiktokmademebuyit
#girlfromrio #anitta®¥y

JJ i am obsessed with this - mallorie

87K

FOLLOWERS

4.35

VIDEOS PER WEEK

86K

VIEWS PER VIDEO

6.81%

ENG. RATE PER VIEW
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About Rival I1Q

Rival 1Q is a social media analytics toolkit that helps you:

Supercharge your Stay ahead of your

social landscape competition

Tragk re;ults ALross all social Conduct competitive analysis in
profiles, including engagement, minutes. Monitor your industry,
mﬂugncers, social bios, and create benchmarks, and evaluate
sent|mer.1t—for you and your competitor activity in time to respond
competitors. before the market shifts direction.

Do more with your

social data

Dive deeper into your Facebook,
Twitter, Instagram, TikTok, YouTube,
and Linkedln analytics with automated
insights, boosted post detection,
hashtag analysis, and so much more.
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