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THE SYSTEM

Stop guessing. Build what works.

The Command Centre is not a list of viral tricks. It is a repeatable process that helps you make better decisions
before, during and after every post.

PLAN
1

Choose the person, idea, hook, structure and goal.

2 DO

Film simply, post consistently and record what you tested.

REVIEW
3

Look at retention, engagement, followers and real enquiries.

LEARN
4

Find repeatable patterns instead of reacting to one post.

UPDATE
<)

Use the evidence to improve the next round of content.

THE REAL GOAL

Views matter because they show distribution, but the real goal is a recognisable account that attracts the right
people, builds trust and creates qualified conversations.

TikTok Command Centre | Printer-friendly edition Page 2



IGNORANCE ON FIRE RESEARCH SNAPSHOT
TikTok Launch Crew | Command Centre

WHAT WE FOUND

The strongest learnings from the research

The guide combines general TikTok creative research with a UW-specific study of real recruitment content.

183 33 3

UW TikTok posts in the broad forensic video records studied UW creators studied in depth
sample

THE DISTILLED UW FORMULA

Specific human problem -> pattern interrupt / curiosity -> relatable story or proof -> simple explanation ->
believable possibility -> soft next step.

High-confidence practical findings

e Give the viewer a reason to care before explaining the business. The opportunity is usually the vehicle, not the
scroll-stopping idea.

e Specificity beats generic aspiration. Real situations, objections, numbers, time periods and recognisable pain
create stronger relevance.

e Different creator styles can win. Story-led transformation, objection-led education and entertainment/social proof all
appeared in successful content.

e Phone-native production is enough when the idea, hook and delivery are strong.

e Do not judge success on views alone. Private outcomes such as DMs, calls and Partner registrations matter more
once they are available.

IMPORTANT

No wording, sound, hashtag or format guarantees virality. Treat every framework as a probability-improving tool
and let your own repeated results become the strongest evidence over time.
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01 HOOK

Your first job is not to explain. It is to earn
the next second.

The hook works best when it combines relevance, curiosity or tension, and specificity - reinforced by the first
visual and on-screen text.

HOOK FORMULA
RELEVANCE + CURIOSITY / TENSION + SPECIFICITY

Hook families worth testing

DIRECT CALLOUT PROBLEM
If you are [specific person], you need to know this. If you keep struggling with [problem], this could be why.
MISTAKE CURIOSITY GAP
3 mistakes people make when [action]. Nobody tells you this about [subject].
CONTRARIAN CONFESSION
You probably do not need another side hustle. | nearly did not do this because | thought it sounded
ridiculous.
STORY/RESULT OBJECTION
For years | thought the only way to earn more was to work Yes, this is network marketing. Here is what that actually
more hours. means.
OPEN LOOPS

Do not give away the whole answer in the first sentence. Create a genuine reason to stay - then close the loop
later. Examples: 'But the bit | had not understood was..." or 'The third part is where most people get this wrong.'
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02 STRUCTURE

A strong hook only works if the rest of the
video earns attention.

The research reduces a winning post to six viewer questions: STOP -> CARE -> STAY -> REWARD ->
SHARE -> ACT.

STOP CARE

Why stop? Why me?

Hook, first frame, headline Audience, problem, specificity
STAY REWARD

Why next? Was it worth it?
Progression, pacing, open loops Proof, answer, payoff
SHARE ACT

Why send/save? What now?

Utility, identity, emotion CTA, follow, comment, DM

Retention rules that matter
e Lead with the interesting part, not the chronological beginning.

e One video should deliver one clear promise. Do not explain the company history, compensation, products and
onboarding all at once.

e Each beat should add information, proof, tension or change. Remove repetition and unnecessary setup.
e Write the payoff before polishing the hook. The ending must actually deliver what the opening promised.

e End when the value is delivered. A long outro can lose viewers after the useful part is finished.

COMMON HOOK FAILURE

Vague curiosity is weaker than specific curiosity. "You will not believe this' tells the viewer nothing. 'l used to rely
on overtime for this reason..." tells the right viewer exactly why they should care.
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03 DELIVERY

Longer is not automatically worse. Boring
IS worse.

The UW dataset does not support a blanket under-30-second rule. Let the idea earn its length.

4 N
DATASET FINDING

In the mature UW sample, 61-90 second posts had the strongest median relative performance at 1.25x creator
baseline and the highest median engagement at 5.83%. That does NOT mean every video should be 61-90
seconds.

- J
Practical length rule
Make the video only as long as needed to deliver the hook's

promise.

e For recruitment storytelling, 45-90 seconds is a sensible test range - not a compulsory target.

e A short idea should stay short. A useful story or objection answer can be longer if every section earns attention.
e Preserve natural delivery. Rigid scripts often sound less credible than clear talking points.

e Phone-native direct-to-camera content in normal locations can work. High production value is not a requirement.

e Use readable subtitles and purposeful visual changes, screenshots or B-roll when they strengthen the message.

CREATOR FIT

The research rejected the idea that one universal UW format exists. Successful creators won through different
strengths: transformation stories, myth-busting authority and entertainment/social proof.
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04 CALL TO ACTION

Do not turn every post into an advert.

A CTA should match the job of the post and the viewer's level of intent.

COLD / REACH

Follow, profile visit, simple comment

Build relevance before asking for commitment.

WARM / TRUST

Question, another video, profile, DM

They know enough to explore further.

HOT / CONVERSION

Explainer, registration, info call

Use a clear next step when intent is already there.

1.00x 0.91x

Median reach where no direct CTA was detected Median reach where DM/comment/link CTA was
detected

WHAT THAT ACTUALLY MEANS

Direct CTA posts also showed higher median engagement among the people who did watch (5.14% vs 3.78%).
This is correlation, not proof of an algorithm penalty. Use strong CTAs selectively - do not remove them from every
post.

G J

Useful CTA examples

e Soft reach: 'l have explained more on my profile.'

e Conversation: 'Ask me anything about this in the comments.’

e Follow: 'Follow if you want to see how | am building this around normal life.’
e Warm DM: 'Message INFO and | will send you the next step.'

e Higher intent: 'l am running a short info call on [day] - ask me for the details if you genuinely want to see how it works.'

TikTok Command Centre | Printer-friendly edition Page 7



IGNORANCE ON FIRE PLAN
TikTok Launch Crew | Command Centre

05 PLAN

Plan the post before you polish the
caption.

Start with the person, the idea and the desired viewer outcome. Packaging comes later.

DEFAULT CONTENT MIX TO TEST

30% relatable problem / reach | 25% personal story / transformation | 20% objection / myth-busting | 15% proof /
case study | 10% direct conversion.

Every planned video should decide

e Who is this for? e What is the progression?

e What is the content job? e What proves the point?

e What is the first-frame visual? e What is the payoff?

e What is the spoken hook? e Why might someone share/save it?

e What is the core promise? e What CTA fits this post?

e What is the open loop? e What variable are we testing?

4 )

WHAT TENDS TO UNDERPERFORM

Generic motivation, business explanation before interest, direct ‘join/DM/comment’ framing in every post,
corporate montage with no story, uncontextualised lifestyle clips, and recycled Live clips without a fresh hook.

- J

ONE IDEA RULE

A recruitment TikTok should not try to explain the entire compensation model, customer proposition, company
history and onboarding process at once. Deliver one promise cleanly.
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06 DO

Make it easy to film and easy to
understand.

Strong ideas should not get stuck waiting for perfect production.
Before you press record

e Know the hook and payoff before you film.

e Use the creator's real vocabulary - not corporate or Al-sounding language.
e Speak to one imagined person rather than ‘everyone'.

e Prepare screenshots or B-roll only if they help prove or explain something.

e Choose a likely duration range, but do not force the video to fill it.

Pre-publish creative check

Is the value clear in one sentence? Is it obvious who should care?

Does the first frame make sense cold? Is the hook specific?

Does every beat add something? Does the payoff deliver the promise?
Is there a reason to save/send? Does it sound like a real person?
Can it be understood with sound off? Is there one clear CTA if needed?

Does the cover make sense on the profile?

0O 0 0000
O 0 0O 0 00

Is the topic clear in speech/text/caption?

DO NOT WASTE TIME ON PACKAGING FIRST

If the idea, hook, progression or payoff is weak, changing hashtags will not fix the viewing experience. Fix the
video before polishing metadata.
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07 REVIEW

Diagnose the stage - not the whole post.

Analytics are clues. Use them to decide what to test next instead of simply calling a post 'good' or 'bad'.

Observed pattern Likely area Next test

Very early drop Hook / first frame Rewrite first line; show result earlier.

Opening holds, middle drops Progression / pacing Cut setup; remove repetition; move
proof.

Good completion, low shares Payoff / shareability Increase usefulness, proof or
identity.

Good views, weak comments CTA / conversation Ask one answerable question.

Good views, weak follows Positioning Clarify the reason to follow.

Search topic, low search traffic SEO clarity Align speech, text, caption,
hashtags.

Trend views, weak profile action Audience mismatch Use a niche-relevant angle.

Metrics worth bringing back

e Views, video length, average watch time and completion/full-watch rate.
e Retention curve, traffic source and search queries where available.

e Comments, shares, saves and profile visits.

e New followers and returning viewers where available.

e Relevant DMs, explainer sends, info-call registrations, calls held and Partner registrations.
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08 LEARN

One post is an anecdote. Repeated
comparable results become a rule.

The system gets stronger when you change one or two variables at a time and record what happened.

HYPOTHESIS

Worth testing.

EMERGING PATTERN

Repeated signal, not yet a rule.

ACCOUNT RULE

Repeated evidence strong enough to guide planning.

RETIRED RULE

A previous belief your data no longer supports.

LEARN

-

BUILD YOUR OWN BASELINE

After roughly 20-30 strategically consistent posts, you can start building a meaningful personal benchmark. After
30-50 posts, compare hook families, content archetypes, lengths and CTAs against both reach and qualified
enquiries.

The experiment rule

Record the hypothesis before posting.

Change one or two meaningful variables, not everything at once.

Compare against similar posts with similar audience, topic and length.

Use seven-day mature data where practical rather than minute-by-minute volatility.

Repeat winners. Refine promising ideas. Retire tactics that create vanity views but no useful audience action.
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09 COMMENTS & DMS

Attention only becomes useful when you
handle the conversation well.

Comments are both conversations and content research. DMs are mainly for orientation and agreeing the next
step - not explaining everything.

CONFIRM INTEREST

What caught their attention?
2 AGREE NEXT STEP
Explainer, landing page or short info call.
3 SET A TIME
When can they realistically watch/attend?
4 FOLLOW UP
Return at the agreed point and ask what stood out.
5 MOVE OR CLOSE

Answer genuine questions, move forward or close politely.

CONTENT FEEDBACK LOOP

Repeated objections, professions, fears and questions are free content research. Turn them into future FAQ,
myth-busting, story and persona-specific videos using the audience's real wording.
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10 YOUR WEEKLY RHYTHM

Keep it simple enough to repeat.

A practical system only works if you actually use it. Start with a sustainable cadence and build from real
evidence.

PLAN Pick 3-5 ideas, one audience per post, a hook, payoff and CTA.
DO Film in batches if that helps. Keep production native and clear.
POST Record exact time, topic, hook, length, CTA and test variable.
REVIEW Bring back mature analytics and real enquiry outcomes.
LEARN Write one clear next test and repeat the best patterns.

FINAL PRINCIPLE

Create a specific promise for a specific viewer, deliver it with forward motion and proof, then make the next action
obvious.

STOP -> CARE -> STAY -> REWARD -> SHARE -> ACT

Use this guide on its own, or set up the ChatGPT Command Centre so your planning and learning
become personalised to your own account over time.
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SOURCE & GUARDRAILS

Use the creative mechanisms. Keep claims
accurate.

This guide condenses the research and training used to build the TikTok Command Centre.
Core source documents

e TikTok Winning Post Playbook 2026 - hooks, retention, payoff, shareability, CTA, SEO, packaging and diagnostics.

e UW TikTok Winning Formula Research Report - 183 posts, 33 forensic records and three UW creators studied on 1
October 2026.

e TikTok Playbook 2026 - account strategy, positioning, content pillars, series, search, community and analytics.

e TikTok Recruitment Playbook - David Ross - recruitment-first positioning, visibility, lead quality and
commitment-based next steps.

COMPLIANCE REMINDER

Do not copy an unsafe claim just because the creative structure worked. Avoid guaranteed earnings, easy-money
claims, misleading job framing and unverified current offers. Use accurate personal experience and believable
proof.

RESEARCH LIMITATION

The UW dataset measures public content performance. It does not contain private DM, call or Partner-sign-up
data, so it can identify what earns attention and engagement but cannot prove which posts recruit the most
Partners.

- J
Your own repeated account data should become the strongest practical evidence.
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