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How micro-creators drive real business results

Engagement & Interactions

The campaign generated strong engagement across creators. Engagement peaked during Week 3 and Week
4, mainly in the middle of the weeks, indicating that the audience was most active and receptive during these
periods. This pattern suggests that posting content mid-week aligns better with the target audience’s online
behaviour. Claude Morgan provided the highest engagement for this campaign (11%)
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In addition to Claude Morgan above, these creators also delivered noteworthy results during the campaign.

Most Views

Q Darren Isaac @ Arif Sufri

Most Comments Most Likes

o Afiq Rafik
— i




SHERMAINE WONG

WE ARE AN
AWARD
WINNING

We streamlined creator marketing in Southeast Asia with
measurable results, fast brand-creator matching, and
scalable UGC powered by our full Al-driven platform.



LAST YEAR.

Powering brands with authentic CGC with access to real-time optimization based on platform signals.

8/10 255

NPS Score
rated highly by our brands

900

brand campaigns completed

agencies & brands across
industries, proven track record with
global & local brands

8500 $650,000

vetted creators ,
producing diverse, high-quality content matched to campaigns paid out to creators
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CReATIVE

WERE MEASURING

THE WRONG THINGS.

REACH IMPRESSIONS CPM
A TV metric. Looks like progress. Cheap attention

We're noton TV. Rarely is. IS not trust.

THESE METRICS WERE BUILT FOR TV.
CREATOR MARKETING WORKS DIFFERENTLY.



EReATIVE
STOP RUNNING CAMPAIGNS.

START BUILDING ENGINES.
ENGINE v

— Always on

CAMPAIGN

— Run once, done — Measured in revenue signals
— Measured in impressions — Gets stronger over time

— Spikes, then disappears — Compounds each month

— Start over next quarter




CReATIVE
LET ME SHOW YOU

WHAT THIS LOOKS LIKE.

Market: Singapore and Malaysia
TikTok & Instagram - 3 months

CASE STUDY

i INTRODUCING

@ p rO p O d ™ SUPER VALUE pack ~ SUPER VALUE pack

THE ULTIMATE

ALL-IN-ONE LAUNDRY SOLUTION

THE BRIEF

Drive choice — not just recognition — for Dettol Propod.

The obvious move What we did

2-3 big influencers 150 micro-creators
High reach. Low trust. Smaller reach. Much more trust.
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HOW WE DID IT

01

Pick by signal,

not followers

12% engagement at 6k followers
beats 0.4% at 500k. Every time.

02

Brief for the

moment, not the brand

Dettol was in the story.
It wasn't the story.

THREE DECISIONS THAT
MADE IT WORK.

03

Build a network,

not a list

Each creator owned a different
community. Together: one
distributed channel.




150 CREATORS.

2 MARKETS sGmy
3 MONTHS.




THIS IS WHAT TRUST LOOKS LIKE.

Under 25k followers each. No scripts. Real people talking about their lives — with Dettol in it.

clarissehoon
ok followers (1G) 24.6k followers (1G) ok followers (TT) 2k followers (TT)
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1K FOLLOWERS OR 28K —
SIZE DOESNT DECIDE IMPACT.

The smallest creator had 1,000 followers. Every single one beat industry benchmarks.

& Add sound

> started" apprecna\’
_laundry,care.pre

GONG BROWN SUGAR

(E3) Your Story

28k followers (TT)

@tiff.nie_
1k followers (IG)

4k followers (TT)

13.2k followers (TT)
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CReATIVE

WHAT IT DELIVERED

NOT JUST VIEWS.
REAL BRAND OUTCOMES.

Reached different types of consumers — not just TikTok Shop integration cut the time from watch
one audience to buy

High saves and shares — content people

Made Dettol feel used, not advertised
wanted to keep

Trust built across multiple communities, not just
one niche

Woven into daily routines. Not placed in ads.

Comments full of questions and recommendations




CReATIVE

THREE NUMBERS THAt lINK
CREATORS TO REVENUE.

ENGAGEMENT CONSIDERATION  CONVERSION

Did they stop?

Under 2% = missed N Saves = want to return » Branded search uplift

5%+ = broke through Shares = told a friend TikTok Shop click-through
6.15% = Dettol Comments = purchase intent Brand tracker shifts

MEASURES ATTENTION MEASURES INTENT MEASURES REVENUE



EreATTVE
THE WINDOW IS OPEN.
IT WONT STAY THAT WAY.

/1

Paid ads are getting

more expensive
and less trusted

Creators are where real
attention still lives.

/2

Micro-creators are
stillunderpriced
We've run 500+ campaigns

across SEA. Access at this
cost and scale will not last.

/13

Creator content
keeps working —
ads stop whenyou

stop paying
A post from 6 months ago still drives

views today. You're building an
asset, not renting airtime.

Your competitors are already briefing creators. The question is who's doing it with a system.



( CULT CREATIVE > ({:} LET'S TALK

ONE QUESTION
BEFORE YOU LEAVE.

IS YOUR CREATOR STRATEGY
BUILDING AN ASSET
OR BUYING A MOMENT?

SHERMAINE WONG

FOUNDER & CEO e P WE’RE AT THE EXHIBITION BOOTH
CULT CREATIVE A O IF YOU WANT TO LEARN MORE
SHERMAINE@CULTCREATIVE.ASIA i




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16

