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Love Love Love 
From Push to 
Communities



Every brand wants

to be loved





Traditional 

marketing

is dead





75%+ of consumers

donõttrust brands





45% of consumers say they 

believe product reviews by 

content creators are more 

authentic than brand ads.
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70% of GEN zs

say they believe product 

reviews by content creators 

are more authentic than 

brand ads.



Marketing spend

is shifting to social media

Consumer Product Marketing Budget

Allocated to Social Media

Average percentage of marketing budget
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Social media users

surpass TV viewers

Total reach per channel in Europe

Reach per channel in millions



Social media is a

new store front

Social Commerce Revenue  Worldwide

Douyin

TikTok

Global revenue through direct sales on social media in billion U.S. dollars

Highest Revenue -generating 

Platforms in Social Commerce

Global revenue in billion U.S. dollars (2024)
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Content creators zijn zeer 

krachtig maar soms ook 

onvoorspelbaar





Prettysocial
media
korte  uitleg





Bekende  

partnerships
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PSM 

partnerships
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C A S E  -  Q U A T T  

W A R M T E P O M P E N  

DEC ô24

Tim Dijkman
H E A D  O F  S O C I A L

P A P E R  D I G I T S
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Upper Funnel

Mid Funnel

Lower Funnel
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Upper Funnel

Mid Funnel

Lower Funnel
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Spray & Pray
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Upper Funnel

Mid Funnel

Lower Funnel
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