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[bookmark: _Toc122045760]Executive Summary
The purpose of this report is to reorient TikTok's strategic direction, provide suggestions for innovation in customer service, and help the platform open up new development paths.
As a social content platform, TikTok has become popular rapidly in the form of short videos and is favored by many users around the world. However, TikTok still faces a series of related challenges, such as imperfect customer service, low stream conversion rate and fierce competition. In order to cope with future challenges, this report was conducted. This report uses PESTEL, Porter's Five Forces model and SWOT to analyze: Firstly, the external environment of TikTok is analyzed, and then the current situation of TikTok is analyzed. The research finds that the customer service problems faced by the platform mainly include four aspects: 1. User needs cannot be met; 2. Both the countries and users are sensitive to privacy protection; 3. The arrival of new technologies like 5G will reshape consumer demand; 4. TikTok has a huge stream, but creates low direct economic benefits.
In order to solve the above problems, this report puts forward relevant strategic suggestions: 1. Explore the needs of functional use according to different user groups; 2. Improve the privacy protection treaty to ensure the security of users' personal information; 3. Actively combine emerging technologies and iterate products; 4. Cooperate with third-party consumption platforms to improve precision product push.


0
[bookmark: _Toc122045761]1.Introduction
TikTok is a short video social platform owned by ByteDance. In just a few years since its launch in May 2017, TikTok has topped the global download charts for several times, surpassing Facebook and WhatsApp in terms of downloads in 2021.[12]  TikTok was the world's most downloaded app in the first quarter of 2022. Today, TikTok has racked up 3.5 billion downloads globally and more than 800 million monthly active users, and it has covered more than 155 countries and supports more than 39 languages.[1] It is an extremely rare content platform that can sweep the mainstream regions of Europe and the United States among China's overseas products.
TikTok hosts countless short videos on everything from dance challenges to painting clips to beauty tutorials.[1] One of the reasons for TikTok's popularity is its participatory storytelling model and an easy way to create short videos -- using TikTok's built-in features instead of editing backgrounds.[10] In addition, the platform has a unique algorithm compared to other social media platforms, which relies on "authoritative rankings." The ranking criteria are the creator's influence and authority in the relevant vertical. If the creator performs well in terms of influence and authority, his or her content on the TikTok platform can generate thousands of views even if he or she has a small number of followers. Its AI algorithm uses the "For You Page" (the "discover" bar in the app) to push content to users who are interested in similar content -- even if the content itself is amateurish.[11] Now, TikTok is forcing its competitors to adapt to the algorithmic threat: Meta's Instagram has declared it no longer a photo-sharing app and is pushing Reels in a big way. It is a short video content platform modeled after TikTok. The slight irony is that Reels content is now far more visible to users than traditional Instagram content.[9] 
Although TikTok has taken the lead in the industry and is widely loved and supported by its users, that doesn't mean it can maintain its current lead in the future, as competitors continue to learn from TikTok's algorithmic techniques and incorporate them into their products, TikTok's lead may be fading. In addition, TikTok still faces a series of related challenges, such as imperfect customer service, low stream conversion rate, and fierce competition, and this report was conducted to address the challenges ahead.[2] This report uses PESTEL, Porter's Five Forces model and SWOT to analyze TikTok: Firstly, the external environment of TikTok is analyzed, and then the current situation of TikTok is analyzed in combination with its own situation. Finally, the research findings of this report are obtained based on the analysis results, and strategic suggestions for customer service are finally proposed.

[bookmark: _Toc122045762]1.1 PESTEL Analysis
This report uses PESTEL analysis method to analyze the external Environmental factors affecting enterprises from six categories: Political, Economic, Social, Technological, Environmental and Legal. 
From the political perspective, the policies to TikTok mainly include regulation and restriction. In addition to the influence of regional political factors, TikTok is also related to the emerging industry of short videos, and the problem the new industry facing is the imperfection of laws and policies, and the government also needs to gradually improve the regulation and supervision of the industry.[13] In terms of economy, TikTok has been less affected by the epidemic. However, as people's living habits have shifted from offline to online, more and more people are using TikTok for entertainment activities. In terms of society, the popularity of smartphones makes the threshold of TikTok participants lower and lower. More and more people join TikTok, a short video platform, promoting the development of the short video industry. In terms of technology, many emerging technologies and algorithms help TikTok realize various functions, including recommendation algorithm and video transmission technology, etc., laying a solid foundation for the development of the short video industry. A new round of technologies in the future may also trigger further development of the industry and have an impact on existing forms of entertainment. In terms of environment, TikTok is in a leading position in the industry, guiding the innovation of entertainment forms in the network environment, enriching people's entertainment life and contributing to the development of the network environment. In terms of law, TikTok is facing the same dilemma as the political environment. Different countries hold different attitudes and opinions towards TikTok, which makes its future development highly uncertain.
Political
In general, TikTok is facing a tough situation politically, and future trends could have a detrimental impact on the company's development.[20] This report mainly analyzes the impact of local policies on TikTok from the countries with the largest number of users, such as China, the United States and India.
[bookmark: _Hlk122040039]The Chinese government's policy direction on TikTok is to tighten regulation. With the increasing influence of the short video industry, the regulatory authorities have issued relevant policies for the short video industry. For example, on December 15, 2021, China Network Audiovisual Program Service Association released the revised version of "Rules for the Review of Short Video Content" (2021). [3] According to the regulation, "unauthorized cutting and adaptation of various audio-visual programs and clips such as movies, TV series, network movies and TV series" are illegal content. Under this influence, short videos of secondary creation such as film and television series may involve infringement problems. In addition, in the short video industry, the Chinese government hopes that the short video content can play a positive guiding role, and hopes that the platform will severely crack down on illegal and exposed videos or accounts, and prohibit minors from livestreaming, tipping, damaging the physical and mental health of minors and other social problems, so as to bring more positive impacts to the society.
The U.S. government's policy orientation toward TikTok is control and acquisition. On August 6, 2020, then-US President Donald Trump signed an executive order aimed at preventing TikTok from doing business in the US. If the order goes into effect as planned on September 27, 2020, it will prohibit any U.S. company or person from "trading" with ByteDance.[14] On August 14, 2020, Trump issued a second executive order stipulating that ByteDance must divest all assets supporting TikTok's U.S. operations and destroy all U.S. user data it had previously collected.[15,16] The results are still unclear, but overall, the U.S. government is leaning toward restricting and clamping down on TikTok.
The Indian government's policy on TikTok has been to ban it. India was one of TikTok's biggest overseas markets before the Indian government ordered TikTok and a series of other Chinese apps to be removed in 2021, but the ban effectively wiped out all of the Indian market for TikTok.
Economic
TikTok has been less affected by the economic downturn caused by the pandemic. Due to the impact of war and COVID-19, global economic activity has generally slowed down more severely than expected, and inflation is at the highest level in decades.[1] However, the economic downturn caused by the pandemic has relatively little impact on the development of the short video industry, mainly for two reasons.
On the one hand, due to the inconvenience of travel, more people choose online forms of entertainment. Short video products can well meet people's needs and have become the one that people spend the most time on their mobile phones, which contributes to the rapid popularity and development of TikTok.
On the other hand, great changes have taken place in people's way of shopping, from offline physical stores to online shopping. This change in consumption habits makes people increasingly rely on online lifestyle, which promotes TikTok's better development.
Social
As more people are covered by smartphones, the barriers to entry for TikTok's participants are falling, which is helping the short video industry. Repeated outbreaks in recent years have boosted people's reliance on their online lives, leading to the explosion and growing impact of short videos like TikTok.
Technological
The implementation of various technologies has provided a powerful guarantee for TikTok's rise. The underlying technology behind TikTok is real-time streaming, which transmits images from one side of the network to others in real time, the basic underlying technology used in short live videos. Other application-level technologies involved in the short video industry are mainly algorithmic recommendations (the formation of user profiles based on collected information, Then, according to the algorithm model, recommend the content that users like), image processing and recognition (identify and process the pictures in the pictures or videos uploaded by users), NLP language processing (extract the language in videos) and emotion recognition (video content emotion analysis). Algorithm recommendation and other technologies make short videos more accurate in operation and marketing, providing strong support for improving user experience and platform operation efficiency. But in the future, the arrival of VR, 5G and other new technologies will impact the existing landscape, which could be a challenge for TikTok.
Environmental
From the perspective of TikTok's industry environment, TikTok is in a leading position in the industry. Its technical advantages and user scale advantages enable the platform to continue to develop and maintain its dominant position. From the perspective of a wide network environment, TikTok meets people's needs for spiritual culture and constantly changes people's lifestyle.
Legal
As an emerging industry in recent years, the short video industry has imperfect laws and unclear boundaries, and countries around the world are constantly improving relevant laws and regulations, which may restrict the development of TikTok in the future. Meanwhile, it is also important for TikTok to respond flexibly to different laws.

[bookmark: _Toc122045763]1.2 Porter's Five Forces model
Porter's five forces are bargaining power of suppliers, bargaining power of buyers, threat of new entrants, threat of alternative products or services, and competition among existing competitors. According to the analysis results of Porter's Five Forces model, TikTok has strong bargaining power, but it faces greater threats from substitutes and competitors.
Among them, the bargaining power of suppliers mainly refers to the bargaining power of content producers on TikTok platform. Since their works need to rely on the platform for content transmission, their bargaining power is weak. The bargaining power of consumers mainly refers to the bargaining power of platform users. Because platform users have strong choices and wide range of products, they have strong bargaining power. The threat of potential entrants is weak, mainly for two reasons: first, the technical barriers of the industry are high, and the cost of entry is high; Second, there is user engagement, and it is not easy to compete for existing users; Alternative products or services pose a strong threat. Because TikTok has numerous alternative products and relatively weak user stickiness, alternative products of TikTok pose a high threat degree. The short video industry is an emerging industry with numerous competitors. Therefore, TikTok faces very exciting competition and its competitors are highly competitive.
Bargaining power of suppliers
TikTok's content producers rely on the platform to spread their content, so TikTok's suppliers have less bargaining power, which is an advantage of TikTok. In TikTok platform, suppliers are content producers, who generally use short video platforms for the purpose of gaining stream and making money or creating personal IP to expand their influence. There are three ways for them to make money on the platform: e-commerce to bring goods (including their own products or those of the e-commerce platform); Take advertisements (shoot videos to implant advertisers' products); Fans earn money from gifts. The bargaining power of content producers is related to their core competitiveness. The stronger the core competitiveness, the stronger the bargaining power, and vice versa. The core competitiveness of content producers is that creators can continue to produce good content, which can help attract content consumers. This report analyzes the bargaining power of content producers in three dimensions (YGC, UGC, PUGC) :
UGC bargaining power: non-professional ordinary users, mainly individuals, have relatively low bargaining power. The platform needs to consider how to maximize their value, such as how to recommend their published content and how to motivate them to continue to create on the platform.
PGC bargaining power: The main body is composed of professional elites, usually the accounts of professional institutions. Their bargaining power is medium, and the platform needs to negotiate the corresponding cooperation mode with the other party, and the other party needs to evaluate according to the brand degree, influence and professional ability of the other party.
Bargaining power of PUCG: In the form of UGC, professional content relatively close to PGC is produced, mainly by Internet celebrities and stars. These people have very high bargaining power, because they have professional teams to output quality content, and their own stream is very high, which is the focus of all major platforms.
Bargaining power of consumers
TikTok's buyers are content consumers -- users who use TikTok to watch videos or stream live streams -- who have more bargaining power. The main reasons why consumers use TikTok are to relax, get information and learn knowledge. Their bargaining power depends on their purchasing power, price sensitivity and advertising sensitivity. Generally speaking, consumers have wider online shopping channels, greater choice power and stronger bargaining power.[23] 
The threat from potential entrants
Potential entrants are less of a threat. For TikTok, the main threat from new entrants is other social platforms that want to enter the short video business in the future, like Facebook. However, there are two main reasons for the low competitiveness of potential entrants: first, high technical barriers and high cost of entry; Second, there is user engagement, and it is not easy to compete for existing users.
The threat of alternative products or services
Alternative products pose a greater threat. For TikTok, the alternatives mainly include different types of content social platforms like YouTube, Twitter, Instagram, Facebook and others, which spend a lot of money and manpower to grab users' attention.[5] As alternative products are numerous and mature, and user stickiness is relatively weak, TikTok faces a greater threat from alternative products. In addition, the advent of the 5G era and new technologies will also create new user demands and reshape existing market products.
[image: ]
[bookmark: _Fig._1._Leading]Fig. 1. Leading mobile apps worldwide in 2021, by downloads（in millions）
Data Resource：Statista[18]

Competition between existing competitors
TikTok's dominance is shaky, and its competitors are more competitive. In the competitive landscape, TikTok has a big lead in the world in general, but there are many competitors, including Byte, Triller, SnackVideo, etc., and the competition is very fierce. Meanwhile, Meta, Google and other giants have gradually entered the game, and TikTok-style short videos have gradually been built into major social platforms as a standard feature.

[bookmark: _Toc122045764]1.3 Swot Analysis
This report uses SWOT analysis to synthesize and summarize the internal and external conditions of the enterprise, and then analyzes the strengths and weaknesses, opportunities and threats faced by the organization, and puts forward alternative strategies for the future.
In the SWOT Analysis, TikTok's main opportunities include: More and more forms of online entertainment are being accepted by the public, the continuous development of emerging technologies, the change of consumption habits caused by the epidemic, and the huge potential of online consumption market. These opportunities show that TikTok has a broad market prospect, the market penetration needs to be further explored, and the arrival of new technologies will further expand the market of online entertainment. 
However, threats TikTok facing include policy unsupport, downward economic situation and rapid changes in market demand, which are mainly related to the region and epidemic. Threats TikTok facing mean that although the platform is in a dominant position in the market, it still faces huge challenges and risks. How to deal with changes in policy requirements and market demand and not be replaced by other companies, TikTok has a long way to go.
What’s more, TikTok's strengths are also obvious. Its overall users are younger, its consumption potential is strong,[19] its recommendation algorithm and other technical advantages are obvious, and its market share is high. These advantages help TikTok to beat other rivals and occupy the market advantage. 
In terms of weaknesses, it mainly includes low stream conversion rate, users will feel their privacy is violated, low user stickiness, fierce competition, and more alternative products. Because the short video industry is an emerging industry, relevant laws and platform treaties are not perfect, and it needs to be gradually explored. In addition, many organizations and enterprises want to gain profits in the short video industry, and the user engagement in this industry is relatively low. The platform must continuously produce attractive content to retain the current users. How to secure its leading position among the numerous challengers is not easy for TikTok.
[bookmark: _Table1._Swot_Analysis]Table1. Swot Analysis
	
	Strengths
1. The overall users are younger and have strong consumption potential
2. Obvious technical advantages such as recommendation algorithm
3. High market share
	Weaknesses
1. Low stream conversion rate
2. Users feel their privacy has been violated
3. Low user engagement
4. Fierce competition and many alternative products

	Opportunities
1. Online entertainment is becoming more and more accepted by the public
2. Emerging technologies continue to develop
3. The epidemic has triggered a change in consumption habits
4. The online consumer market has huge potential
	Opportunity & Strength Strategies
1. Take advantage of your position of strength and constantly explore new ways to play
2. Make full use of emerging technologies and explore boldly
	Opportunity & Weakness Strategies
1. Precise connection between consumers and products
2. Carry out differentiation strategy, grasp user needs well, and improve platform functions

	Threats
1. Not supported by the policy
2. The economic situation is going down
3. Market demand changes rapidly
	Threat & Strength Strategies
1. Make good use of network effects and constantly create new product content to attract users
	Threat & Weaknesses Strategies
1. Improve relevant privacy protection treaties and protect privacy



Opportunity & Strength Strategies
Based on the analysis of TikTok's Opportunity and Strength, the Opportunity & Strength Strategies of this report are drawn, including making good use of TikTok's dominant position, constantly exploring new gameplay, making full use of emerging technologies, daring exploration, etc. Because TikTok is faced with a broad market prospect and the development of the industry is still continuing. To maintain its leading position, TikTok should, on the one hand, continuously dig deep into users' needs, optimize and improve constantly, and meet users' experience. On the other hand, product innovation should be constantly carried out, and new ways and functions should be developed by actively combining the emerging information technology. Only in this way can we continue to maintain our dominant position and not be overtaken by other enterprises.
Opportunity & Weakness Strategies
Based on the analysis of TikTok's Opportunity and Weakness, I have drawn the Opportunity & Weakness Strategies of this report, including accurately connecting consumers and products, making differentiation strategies, grasping user needs, and improving platform functions. TikTok itself is still in the process of development and improvement, and there are still many shortcomings. Therefore, it is necessary to actively understand and meet the service demands of users, provide personalized products and services for different users, and improve the relevant functions of customer service to improve user experience.
Threat & Strength Strategies
Based on the analysis of Threat and Strength on TikTok, the Threat & Strength Strategies of this report are drawn, which are mainly aimed at making good use of network effects and constantly creating new product content to attract users. TikTok itself is in a dominant position in the industry. Its scale advantage can help TikTok generate strong network effects and continuously attract new user groups to join the platform. Therefore, TikTok needs to maintain its dominant position, optimize the platform's user experience and content output quality, and continuously expand the user group through network effects of the Internet. 
Threat & Weaknesses Strategies
Based on the analysis of Threat and Weaknesses of TikTok, Threat & Weaknesses Strategies in this report are mainly for the improvement of privacy protection related treaties and privacy protection. In the current era of highly developed information, various information of users is relatively easier to obtain, and the phenomenon of information abuse is becoming more and more common. The state and users pay more and more attention to the protection of information.[26] Therefore, the platform must pay more attention to the protection of user information, and improve the user privacy protection treaty according to local laws and regulations. On the other hand, it can meet the needs of customer service and indirectly improve the competitiveness of the platform in the industry.

[bookmark: _Toc122045765]2. Main Findings
[bookmark: _Toc122045766]2.1 User requirements cannot be met
The existing functions are not enough to meet all the needs of users, such as the inability to obtain interested product information, etc., which will directly affect the user experience of consumers and reduce their satisfaction and user stickiness. Whether a platform can meet the needs of users is the main reason to retain users. In Internet products, consumers have great power to choose what they use. When the needs of users cannot be met, they may choose to give up the current product and choose other products.
[bookmark: _Toc122045767]2.2 Both the state and users are sensitive to privacy protection
With the continuous development of technology, the platform becomes more and more easy to obtain users' personal data, which leads to the concern of the countries and users on privacy protection. Once the platform violates users' personal privacy, it will face joint legal and moral sanctions. Therefore, privacy protection is the focus of the platform in the future. In addition, the increasing attention of users to its privacy protection also indicates the emergence of new demands, which is exactly the opportunity TikTok needs to further improve its customer service, which can help TikTok gain higher user recognition and market share.
[bookmark: _Toc122045768]2.3 The arrival of new technologies will reshape consumer demand
TikTok's rapid growth is based on breakthroughs in new technologies and algorithms that provide its users with better customer service, but that doesn't mean TikTok can stay ahead of the market simply by relying on its chosen technologies. Emerging technologies may bring about major changes in real life. Breakthroughs in emerging technologies such as 5G, which are being constantly explored, will certainly create new consumer demands, which will undoubtedly impact the existing market pattern and put forward higher requirements for existing products.
[bookmark: _Toc122045769]2.4 It has a huge stream, but low direct economic benefits
TikTok has a huge user base and can create huge stream every day, which means attention from the crowd. However, such stream cannot bring direct economic benefits to the platform. How to realize the rapid and efficient transformation of stream and economic benefits is a problem that e-commerce enterprises have been facing, and TikTok is no exception. There are three main revenue methods for TikTok platform: (1) Advertising revenue generated by stream realization: TikTok generates revenue by connecting with advertisers and displaying their content on the platform with its strong stream; (2) Rewards for livestream gifts: The platform needs to extract a certain percentage of commission when users give gifts to anchors; (3) E-commerce delivery commission: The platform will extract a certain percentage of commission for e-commerce delivery orders.[17,24] But the existing three stream realization methods have their limitations, can not efficiently transform the stream.[6] So TikTok can explore and try something new in this regard.

[bookmark: _Toc122045770]3. Conclusion
The purpose of this report is to reorient TikTok's strategic direction, provide suggestions for innovation in customer service, and help the platform open up a new development path. After analysis by PESTEL, it is found that TikTok is in a relatively complex external macro environment, in which political and legal factors are severe, while economic, social, technological and environmental factors are favorable to TikTok's development prospects. After that, Porter's Five Forces model was used to analyze, and it was found that the bargaining power of TikTok platform suppliers and the threat of potential entrants were weak, while the bargaining power of consumers, the threat of alternative products or services and the competitiveness of competitors were strong. Finally, this report uses SWOT to analyze TikTok's strengths and weaknesses, opportunities and threats, and puts forward strategic suggestions from different dimensions. Finally, it is found that there are three main problems in customer service: user demand cannot be met, sensitivity of user privacy protection, and 5G technology will change user demand. In the future, the platform can take relevant measures to solve these problems. Therefore, in the end, this report puts forward relevant strategic suggestions on customer service to solve these problems.
[bookmark: _Toc122045771]4. Recommendations
Based on the research and analysis of several previous tools, the report has four main findings: unmet user demand, state and user sensitivities to privacy, and the arrival of new technologies such as 5G that will reshape consumer demand, have high stream, but create little direct economic benefit. Based on the above findings, this paper puts forward several relevant strategic suggestions from the perspective of customer service, so as to help TikTok develop better.
[bookmark: _Toc122045772]4.1 Explore the needs of functional use of different user groups
User groups can be divided according to different standards, and different products and services can be provided for different groups to meet the diversified needs of users and improve their satisfaction.[25] For example, consumers can be divided from the perspective of whether they have purchase needs, and product recommendation and identification functions can be provided to help users get information about their desired products while watching videos. [4] In this way, relevant functions of customer service can be improved, user satisfaction can be improved, stream conversion rate of the platform can be improved, and revenue of the platform can be increased. 
[bookmark: _Toc122045773]4.2 Improve the privacy protection treaty to ensure the security of users' personal information
With the passage of time, users pay more and more attention to the protection of personal privacy. The platform should improve the platform privacy protection treaty according to local laws and regulations and solicit users' suggestions, and make the treaty information open and transparent, so that users can clearly perceive that their personal information will not be abused by the platform.
[bookmark: _Toc122045774]4.3 Actively combine emerging technologies and iterate products
Future emerging technologies will change our lives and consumption demands, so TikTok should actively accept emerging technologies and constantly update and improve its existing products so as not to be eliminated by the future market, and TikTok has a huge user base that makes it capable for TikTok to experiment and explore in different ways. For example, by combining the recently emerging metaverse technology and VR technology, TikTok can further study how to better integrate the platform with these new technologies in the future, so as to provide users with better products and services.
[bookmark: _Toc122045775]4.4 Cooperate with third-party consumption platform to improve precise product push
Precise product push can not only meet consumers' demand for obtaining interested product information in videos, but also effectively improve the conversion rate of platform stream. However, it is difficult to grasp this degree without causing consumers' psychological aversion, which requires constant exploration by the platform.[22]
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