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Executive Summary
Since its launch overseas in 2017, TikTok has expanded to more than 200 countries and regions around the world in just three years, and is known as a representative of Chinese internet companies' internationalisation. The US is one of the main markets where TikTok has internationalised. TikTok has successfully entered the US market and attracted a large number of users, but like other Chinese internet companies has encountered the risk of being sanctioned by the US government, which has become a common concern for business managers and scholars in this field.
This paper examines the risks of TikTok's internationalisation strategy, using Porter's five forces theory and PESTEL theory to analyse TIK TOK's international and corporate competitive environment and to propose feasible future countermeasures for TIK TOK and other Internet companies attempting to enter internationalisation.
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[bookmark: _Toc134193961]Introduction
Beijing ByteDance Technology was founded in 2012 and serves as TikTok's parent business. ByteDance is recognised as the most important up-and-coming company in the Internet sector and is a rising star among the three Internet titans Tencent, Alibaba, and Baidu.（Behrman, 1989） 
The Tik Tok series of products under Byte Dance was a huge success in the Chinese market after its launch in 2016, however, the growth of domestic users was slow at the beginning of 2019 and the incremental user base could hardly meet the requirements of the company, so Tik Tok began to look for overseas markets to seek further corporate development and market expansion through the international path.（Boddewyn, 1989）
These days, worldwide developing Internet unicorn enterprises like TikTok, TopBuzz, Hypstar, and other Internet goods for international customers have coverage in over 150 nations and regions across the primary 75 languages of the globe.
TikTok was launched overseas with a "global product + localised content" strategy, replicating China's Jitterbug operation model, which is highly similar to the early Jitterbug in many aspects such as product positioning, product structure and technical architecture. For a long time, there was a "dual track" situation. Over the past two years, as Jitterbug and TikTok versions have been iterated, TikTok has retained and developed more features to adapt to global development, differentiating it from its prototype Jitterbug.（Boyacigiller, 1990）


[bookmark: _Toc134193962]Main body
[bookmark: _Toc134193963][bookmark: _Hlk128663694]2.1 Drivers elements of Tik Tok's internationalization
(1) Political
With the short video platform becoming an important channel for disseminating Internet content, it has gradually become an important object for domestic regulatory authorities to supervise Internet content. （Stokel-Walker, 2002）TikTok has been repeatedly punished by the relevant domestic regulatory departments for lax control of content review and suspected politically sensitive advertising. （Burrows M J, 2017）
(2) Economic
Internet advertising accounts for the majority of TikTok's revenue. Despite the fact that China's Internet advertising business is expanding and now accounts for a small portion of the worldwide advertising market, it still has a significant amount of opportunity for growth when compared to the global advertising market as a whole.（CHILD, 2002）A crucial stage in increasing TikTok's total income source is the company's worldwide expansion to capture more Internet advertising revenue in the global market. （Stuart, 2011）
A market research firm named eMarketer reports that the worldwide advertising industry hit a record high of $ 158 billion in 2018, with less than 20% of that market coming from China. This indicates that there is a larger source of advertising revenue in the global market.（Clive S, 2011）
[bookmark: _Hlk128663729](3) Social
Prior to 2012, the number of Chinese internet users continued to rise at a rate that was far higher than that of internet users worldwide.The growth rate of Chinese internet users has, however, slowed down since 2012 and is now lower than that of internet users worldwide. The high-growth barbarian period has over, and the domestic Internet demographic dividend has progressively vanished.（GuL, 2016） Globally, there is still a lot of room for development in the foreign market, which has been showing a consistent upward trend. 
Numerous excellent Chinese internet companies have looked for growth opportunities in emerging markets like India, Southeast Asia, Latin America, the Middle East, Africa, and other areas where the internet has not yet been widely adopted.（Hoffelder, 2012） These areas are characterised by a youthful population composition, a quick increase in Internet penetration and user numbers, and a significant demographic dividend. They are all traffic depressions for new users for Internet businesses like byte beat.（Hu SH, 2011）
[bookmark: _Hlk128663884](4) Legal
[bookmark: _Hlk128663899]Global Internet behemoths like Facebook and Google have been operating internationally for many years.（Huang P, 2016） They are knowledgeable about the procedures used in doing international business, including knowledge of multinational company governance, international marketing tactics, and other relevant subjects.（Huang Q, 2014） The managers and operators of TikTok, on the other hand, are probably not very familiar with the international legal system and lack of expertise, which might result in some knowledge asymmetry in the local business operations, affecting the development of TikTok.（Kenneth, 2015）

[bookmark: _Toc134193964][bookmark: _Hlk134101659]2.2 Factors in the competitive environment of Tik Tok internationalised companies – the example of the USA
In the development of the short-form video industry, the United States was the first country where short-form video emerged, and short-form video platforms have long faced the pressure of competitors and substitutes competing for market share.（LIEBERMAN, 1998） as well as the influence of suppliers and buyers in the production supply chain.（Loprinzi CL, 2007） As a fully commercialised platform, the short-form video industry has the market components and operating characteristics of the industry and can therefore be analysed using the most authoritative theoretical model, the Porter's Five Forces model, to determine the current state of competition in the industry.
(1) Competition among existing competitors
In the process of economic development, enterprises in the same industry often present mutual constraints in order to market share, the growth of one enterprise will inevitably weaken the market resources that threaten other enterprises, making them change their competitive strategies.（Meng, 2017） The current competition between short-video platforms in the United States has become increasingly fierce, in the U.S. short-video platform market, in addition to occupying the first place in the download list of TikTok, there are Likee, Lasso, two products, a comparison of their respective product characteristics is shown in the table：
	Product’s name
	Product positioning
	Content production methods
	Market position in the US
	Development strategy

	Likee
	Decentralized social short video platform
	UGC (main) + PGC
	accompanist (appstore rank: 63)
	Decentralised distribution + virtual account filling

	Lasso
	Social short video platform
	UGC (main) + PGC
	laggard (appstore rank: 598)
	Social platform diversion + hashtag challenge + copyrighted music


We can see from the table above that TikTok is the only market leader and that there isn't a significant rival at the moment. The lts centralised distribution advantage can not only guarantee the platform's content's quality to ensure user stickiness, but the uncertainty it causes can also be a powerful incentive for user-generated content (UGC) or small-flow KOL to keep producing; concurrently, the tagging challenge for the video platform can empower social advantages, which Likee obviously cannot be compared to, and lasso because of its subsequent entry, for TikTok's user traffic to provide ample space for the original accumulation, so that TikTok's social infusion advantage lost. As TikTok's social features gradually improved, Lasso's social infusion advantage was lost. However, it is important to note that TikTok's exclusivity for short videos will result in joint competition from other platforms.（Miller RG, 1996）
(2) Threat of potential competitors and substitutes
As the industry continues to mature and develop, users will develop a sense of belonging and dependence on the platform or platform products they are familiar with due to their feelings of use and habitualness, for example, US users identify with the use of facebook. （N, 2014）For this reason, the problems accumulated over time with the use of individual platforms can lead to a reduced sense of interest and provide a user market for potential competitors in the industry.
With the only distinction between short and long videos, TikTok, which came in first, and YouTube, which came in second, are very similar in terms of their core business models. At the same time, it is clear that the most effective strategy for attracting users to UGC is to use hashtag challenges to encourage users to create independently. TikTok, a social media powerhouse, has been developed in the US for many years and benefits from specific political and economic resources. TikTok offers a platform for content creators, and its large content pool is both its best asset and biggest possible problem. Facebook should concentrate its efforts here in terms of the legal framework and music that is protected by copyright.
(3) Bargaining power of suppliers
In the short video industry chain, the upstream supplier core is the content production end of the platform. By the aforementioned TikTok production domain, it can be found that short video suppliers, also known as creators, are divided into two layers: one is the head content creator, mainly composed of high-quality KOLs, incubated by various stars as well as MCNs; the second is the middle and long tail content producers, mostly composed of grassroots users and vegetarians.
Head content creators bargaining power analysis, head creators have absorbed a lot of traffic and have a certain scale of development in other competing platforms but with the rapid growth of MCN incubators, the content industry is growing rapidly, making the original head creators attractive and replaceable.
The bargaining power of middle and long-tail content creators is analysed. Firstly, middle and long-tail content creators are severely squeezed by the head content creators, and their content expansion requires the support and resources of the platform. The bargaining power of the middle and long-tail content creators is consequently low.
(4) Analysis of the bargaining power of purchasers
Teenagers and adults between the ages of 25 and 35 make up the majority of the short video user population. Short videos are still the most frequently used feature, and current affairs news is among the top 3 content categories that users pay attention to (70.4%). Users' initial motivation for using short videos is the platform's quick transmission of interesting content, which accounts for 60.8% of the market, followed by film and entertainment (55.6%), and life and health (60.8%). However, since there are more platforms to choose from and more formidable competitors, including Facebook, YouTube, and Instagram, as well as competing products of the same kind, buyers' negotiating power is higher.
TikTok can sustain a strong momentum by differentiating its strategy, developing its own target user base, maintaining its existing resources, and optimising its content and algorithms using its superior traffic. A five forces model analysis of the US short-form video industry reveals that TikTok faces medium bargaining power from suppliers, high bargaining power from buyers, medium threat from potential entrants and substitutes, and medium peer competition.

[bookmark: _Toc134193965][bookmark: _Hlk128663916]2.3 Steps to operate in TikTok's international markets
(1)Unfrezzing: Using app shops for product distribution
[bookmark: _Hlk128664108]ByteDance Company faces the same problem when it determines to launch TikTok to the international market other than China 's domestic market. The TikTok team hasn't committed a lot of resources to the foreign market and currently lacks expertise operating in that sector. They also struggle to recognise potential there. However, the distinction between Internet products and physical products is that Internet products can more easily enter any global market with the aid of a global network and mobile devices all over the world, while physical products must take into account more complicated issues like international sales channels and international logistics arrangements. 
TikTok was created and released globally on Google Play and the iOS App Store in July 2017. The official app marketplaces for Android and Apple mobile phones worldwide are Google Play and Ios App Store, respectively. The great majority of mobile terminal devices exist because to them. Through the use of these two application stores, TikTok is able to provide products to end users at a very low cost. TikTok only needs to tick off more nations in the application store's developer's background in order to distribute the application market across more than 150 countries (regions) simultaneously, pass various nations' application audit standards, and match various nations' language materials.
[bookmark: _Hlk128664138](2) Change: Advertising Promotion
TikTok is still in its early stages even though it can be downloaded from the Apple App Store and Android App Store in the majority of nations worldwide. The international app store Google Play, now has more than 4 million apps, and apple 's app store, which focuses more on the quality of apps, now has more than 2 million apps that users can use. In order to be found and used by users in so many applications, it is not enough to simply go to the store. Application developers must employ numerous strategies to increase products' visibility, build their appeal to local users, and make them more valuable.TikTok leverages the network of advertising agencies in the worldwide market to promote and distribute items in order to swiftly join the local market and sell their goods to more people.（Pavlik, 2020） For instance, TikTok works with advertising companies like Facebook to promote items. In its capacity as an advertising platform, Facebook assists TikTok in reaching people worldwide with its products by way of a more sophisticated ad network.
(3) Refreezing: Achieving full overseas exposure
Through institutional operations, TikTok has established foreign business institutions in the developing global market and established extensive business partnerships with local partners. Using TikTok's introduction into the Japanese market as an example, the TikTok Japan team actively expands the local stars and artists resources in the hopes that the star effect would draw in more people. The local operating team has managed to reach a cooperation with HORIPRO, which is owned by the local Japanese red artist Rimei Ishihara.（Peng Y, 2016） The second-largest company in Japan is HORIPRO. The amount of artist resources available to it has a significant impact on the modern entertainment business. While doing so, it should be noted that the TikTok user base and the audience of these artists are essentially the same. It is easy to work together since they are youthful groups who enjoy trying new things, aren't afraid to express themselves, and are interested in fashion and pleasure.（Peng Y, 2016）
Due to the success of TikTok in other countries, such as North America, Europe, Southeast Asia, South Asia, and many others, TikTok has also built several overseas business institutions in numerous other markets to satisfy the demands of local business growth. Through the creation of vast business networks and the ongoing growth of local operations, these foreign companies have attracted hundreds of millions of users to TikTok. In the Indian market, where TikTok users are the largest, TikTok has increased its investment in local resources by investing in factories. TikTok 's parent company ByteDance is preparing to invest an initial estimated $ 100 million in the construction of a data center over the next 6-18 months, according to Indian media ETtech. Over the next three years, India is expected to invest $ 1 billion in infrastructure and information security。（Sposato M, 2018）



[bookmark: _Toc134193966]Conclusion
In this paper, we analyse the risk formation mechanism based on relevant literature, followed by the PEST and five forces models to analyse the macro environment and competitive environment that TikTok is currently facing in the international arena. We learn that TikTok is facing a situation where it is full of time to continue to expand itself in the international market, so it has to internationalise. At the same time, the analysis of Tik Tok's international competitiveness shows that Tik Tok is still very competitive in the international arena and can further expand and develop.



[bookmark: _Toc134193967]Recommodation
[bookmark: _Toc134193968]4.1 Internationalization International Motivation According to Enterprise ' s Own Situation
It is important to first identify the drivers behind why businesses want to internationalise in order to achieve the success of international growth.（Perry, 2004） Enterprises may only contribute to the formulation of an international strategy that is consistent with their own development by clearly defining the motive for company development.（PP, 1994）
Only one-fifth of all Internet users worldwide are located in China. Chinese internet enterprises are at a competitive disadvantage because, for the same cost input, international Internet products may reach five times as many people as Chinese Internet products.（PrestidgeA, 2013） Therefore, to achieve the scale effect and better prepare for future global competition of Internet companies, international expansion is the only way to improve market, organisational, human resource, and other aspects of globalisation.（Provost, 2013） Because ByteDance acknowledges the flaws and shortcomings in its own development process and makes clear its own motivation for global development, TikTok is able to have a clear strategic purpose, continue to develop strategic planning, and implement the strategy.（R, 2019）
Identification of their own development's flaws and inadequacies, as well as clarification of the driving forces behind global development, are essential for other Internet businesses and goods. Internet businesses typically have to contend with growing competition, more stringent government regulations, and an increase in users.（Rani N, 2015） These challenges could result in excessive competition, which would highlight the Internet giants' monopolistic practises while placing more serious survival threats on smaller businesses. Good Internet businesses should be aware of this critical backdrop as soon as possible, weigh their own strengths and limitations, and base their strategic judgements on the demands of their own strategic development when deciding whether or not to expand their business internationally, and make sure they have strong reasons for advancing the creation and application of their own strategy.（Rao, 2001）

[bookmark: _Toc134193969][bookmark: _Hlk128664460]4.2 Make Full Use of Information to Determine Target Market
[bookmark: _Hlk128664563][bookmark: _Hlk128664581]TikTok takes many factors into account when selecting the target country, including the user characteristics of the target country, the overall size of the market and the scale of industry development, as well as the investment and business risks that may occur in the target country.（Ronen, 1985） These factors are often crucial first steps for companies that have just entered the international market.（Rothaermel, 2006）
Internet enterprises might consider North America, Southeast Asia, South Asia, and Europe as the current important development regions when doing international business based on TikTok's expertise researching foreign target markets. The top focus for worldwide Internet business is in these four areas, namely the United States in North America, the United Kingdom in Europe, Indonesia in Southeast Asia, and India in South Asia, however other nations can also be exploited to meet their own growth goals.（S, 1974） Other nations may likewise change their priority in accordance with their own demands for development.  
Of course, these experiences can only be used as examples. For other businesses, it is crucial to keep learning more about the target market, master information symmetry, and consider a variety of key decision-making factors, such as the target market's country environment, industry environment, scale and prospects for industry development, and other relevant factors. This will help them make more informed and strategic decisions.

[bookmark: _Toc134193970]4.3 Promote business strategies in phases according to business conditions.
TikTok uses a dynamic method based on its expertise and market changes rather than a static company plan.（Sivakumar, 2001） When TikTok first enters uncharted regions, it does it in an entirely unintentional and informal manner without investing any resources, but this aids in identifying the markets that have space for organic development without advertising.  
Then, TikTok will start investing resources in markets where natural growth is good, working with local agencies to help get more information about the local market. Once the user base in the local market starts to grow rapidly and the local market information is no longer sufficient for further development of the product, TikTok will need to establish an overseas presence in the target market to help it establish extensive contacts with local partners. Further, TikTok can choose to invest in a local factory in order to consolidate its local leader advantage, which gives it greater operational initiative. It can also choose to invest in acquisitions to strengthen its position as a leader.
Other domestic internet businesses can use TikTok's stepwise, progressive business plan as an example. Internet businesses and their goods are increasingly becoming global in scope, which can be attributed to the company's improved environment-adaptation capabilities.（Brewer, 2007） Businesses have spent more money and resources in the global market as a result of this process, and they have also learned more about the market, which may help them make decisions about their businesses that are more profitable.

[bookmark: _Toc134193971]4.4 Get a first-mover advantage in international markets.
Internet products need to concentrate more on first-mover advantage in the market and grasp it early to develop a competitive edge. Many businesses have entered the international market as a result of missing the first mover advantage when looking back at the growth of domestic internet companies, and there is no shortage of giant companies.（Chittoor R, 2015） 
Consider the Internet behemoth Tencent as an example. Tencent formerly promoted WeChat (the overseas version of WeChat) to the foreign market, but despite significant marketing expenditures, WeChat failed to gain the support of local consumers. Using the Indian market as an example, WeChat just began to enter the Indian social market in 2014, by which time WeChat's global rival WhatsApp had already been expanding in India for about two years, amassing millions of users and gaining an entry-level advantage. WhatsApp's first-entry advantage was boosted at the same time since Internet goods have a powerful network effect, swiftly acquiring market share and gradually taking over consumers' thoughts. Therefore, even if wechat missed the first-entrant opportunity by subsidising users, it was difficult to change user habits and had to withdraw from the Indian market. （Zhang J, 2015）
In contrast, TikTok has avoided the problems encountered by Wechat in the process of internationalisation. In comparison to other later competitors around the world, TikTok has a stronger competitive advantage because it developed its globalisation strategy earlier, entered the global market earlier, and fully utilised the first mover's advantage in terms of resources, costs, and increased user transfer costs. Other local internet companies must to acknowledge the significance of the first mover advantage for the growth of their global businesses. Internet companies should take advantage of the chance to establish their own strategies early and then implement timely strategies to make their business take advantage of the market earlier in certain markets that have not yet reached full development or where there are niche markets that have not yet been satisfied.
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