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Abstract:This report provides a critical evaluation of the marketing activities of Douyin Ltd. using the Technology Acceptance Model (TAM), along with a discussion on its future development. Initially, the marketing activities of Douyin are defined, and the macro and micro marketing environment is analysed, providing an understanding of Douyin's marketing strategy and its influence on the target market. Subsequently, the effectiveness of Douyin's media selection, as well as the success metrics and control methods for its marketing activities, are assessed. On this basis, the TAM model is applied to deeply evaluate the acceptance and usage behaviour of Douyin's users. Following this, issues and shortcomings within Douyin's marketing strategy are summarised from the perspective of the TAM model. Ultimately, suggestions to improve Douyin's marketing strategy are proposed in relation to these issues and deficiencies. The report's conclusion emphasises the importance of the TAM model in understanding and improving Douyin's marketing strategy.
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I. Introduction
1.1 Overview and Background of Douyin Ltd.
Douyin is one of the largest short video sharing platforms in the world, developed by ByteDance Ltd. (now renamed as Douyin Ltd.) and launched in 2016. Originally operating only in the Chinese market, it launched its international version, TikTok, in 2017, and rapidly garnered enormous success globally. Douyin has captivated a broad user base with its innovative video editing tools, powerful recommendation algorithms, and diverse community interaction features. In 2022, Douyin's gross merchandise volume (GMV) reached 208 billion USD (approximately 1.41 trillion RMB), a 76% increase from 2021. The overseas platform TikTok saw its GMV in Southeast Asia increase more than threefold, reaching 4.4 billion USD (Yun, 2023). In terms of user numbers, the daily active user count on the Douyin platform has exceeded 900 million visits (E-commerce News, 2023).
The platform offers users the opportunity to share creativity, express themselves, and even build influence. Consequently, Douyin has become a vital channel for many brands and businesses to conduct marketing activities. Whether through advertising or direct interactions with KOLs or users, Douyin provides businesses with valuable marketing opportunities.In relation to Key Opinion Leaders (KOLs), according to statistics, the combined fan count of the top 20 KOLs on Douyin has now surpassed 1.8 billion users (Xin Dou Data, 2023).
How to effectively carry out marketing activities on Douyin and measure their effects has become a focal point for many businesses and marketers. Therefore, for Douyin, scientifically and effectively improving and measuring the effectiveness of its marketing activities is a crucial issue at present. Against this backdrop, scientific theoretical frameworks and assessment tools are particularly important.
1.2 Definition and Importance of the Technology Acceptance Model
The Technology Acceptance Model (TAM) is a classic theory in Information Systems (IS) and consumer behaviour studies, proposed by Davis in 1986 to predict and explain individuals' acceptance behaviour towards information technology (Davis, 1989). The main constructs of TAM include "Perceived Usefulness" (PU) and "Perceived Ease of Use" (PEOU).
Perceived usefulness refers to users believing that the use of a particular technology will enhance their work efficiency. In the context of social media platforms, it can be understood that users believe using a specific platform can enhance their efficiency in information acquisition and communication. In Davis's study, he found that perceived usefulness is a crucial factor influencing users' acceptance and use of technology (Davis, 1989). Perceived ease of use is about users believing that the use of a certain technology will not require too much effort. This is another significant factor, as users may opt out of using a technology if they find it challenging to use (Davis, 1989). In TAM, perceived ease of use influences perceived usefulness, both of which in turn affect users' attitudes towards and intentions to use the technology (Venkatesh & Davis, 2000). This implies that to understand why users choose to use a particular technology, or how to improve technology to enhance user acceptance, we need to understand their perceptions of usefulness and ease of use.
TAM has been widely applied in various technology acceptance and usage studies over the past decades, such as social media, e-commerce, and mobile applications (Venkatesh & Bala, 2008). It has proven to be a powerful tool capable of accurately predicting users' acceptance and usage behaviour towards new technologies. In this report, we will use TAM, particularly its two key constructs, to assess Douyin users' behaviour and acceptance, allowing us to critically evaluate Douyin's marketing activities. This will also facilitate the exploration of issues and inadequacies in Douyin's marketing strategies, and the provision of improvement suggestions.

1.3 Report Structure
This report is divided into five parts. In the introduction, we provide a brief overview of Douyin and TAM. In the second part, we critically assess Douyin's marketing activities. In the third part, we summarise the problems and shortcomings of Douyin's marketing strategies. In the fourth part, we propose suggestions to improve Douyin's marketing strategies. Finally, in the conclusion, we summarise the entire report.

II. Critical Evaluation of Douyin's Marketing Activities
2.1 Concept and Importance of Douyin's Marketing Activities
Douyin's marketing activities cover a broad spectrum, from direct advertising placements to collaborations between brands and key opinion leaders (KOLs), to launching user challenge activities and targeted promotions through its powerful recommendation algorithm. The traffic conversion method of short videos follows the basic principle of "content production — traffic harvesting — traffic conversion", and hence, content quality is a critical determinant of the communication effect (Lin et al., 2019). Many brands are continually exploring suitable short video marketing strategies to achieve "brand-effect" conversion through the Douyin platform. Whether a brand can combine the characteristics of the Douyin platform with product promotion requirements to conduct suitable short video marketing activities becomes a critical step that determines the outcome of the brand's new media marketing campaign (Zhang & Wang, 2020). Concerning KOLs, top-tier KOLs possess characteristics of strong fan stickiness, wide coverage, leadership in professional content production, and central points in social networks, thus they can expand the communication channel and transmit high-quality content in various ways, connecting with more users (Wu, 2023).
Moreover, the distinctiveness of Douyin lies in its openness to user content creation, which infuses its marketing activities with high interactivity and user participation, potentially generating a viral dissemination effect. The importance of its marketing activities lies in their ability to not only help businesses expand brand awareness and increase product or service exposure but also effectively attract and retain the attention of target users, creating continuous interaction with users. In the current digital age, users' attention is increasingly viewed as a valuable resource, and Douyin is one of the primary battlefields in this competition.

2.2 Douyin's Macro and Micro Marketing Environment and Their Impact
The macro marketing environment refers to the broad environmental factors that influence business marketing decisions, including socio-cultural, economic, political-legal, and technological environments. In Douyin's context, the technological environment is of utmost importance. With the rapid development of mobile internet, short videos have become a mainstream content format. Furthermore, the application of artificial intelligence and big data technology allows Douyin to provide highly personalised content recommendations, thereby enhancing user experience. The native adaptability of the younger generation of internet users to social media platforms facilitates the successful dissemination and effectiveness of marketing via Douyin (Chang & Tian, 2018). However, the development of new technologies also introduces new issues, such as user data security and the potential for information silos due to algorithmic operations, which influence Douyin's marketing activities.
The micro marketing environment primarily encompasses the internal environment and market environment of a business. For Douyin, a key factor in its internal environment is its innovative corporate culture and open platform strategy, enabling it to rapidly adapt to and leverage market changes. At the same time, Douyin faces intense market competition, particularly from other social media platforms. As platforms like Kuaishou and Xiaohongshu rise, Douyin, as a leading brand in the short video industry, faces challenges such as limited market expansion and insufficient user stickiness, which have significant impacts on its marketing strategies and activities (Chen, 2022).

2.3 Douyin's Target Market Analysis
In analysing Douyin's target market, it is important to note that its user base is very diverse, encompassing not only young people but also the middle-aged and elderly. However, in market segmentation, it is evident that Douyin's primary target market leans towards younger users, especially those aged between 15 and 30 years old. The gender ratio among users is 4:6, with a majority of female users (Teng, 2019).
The choice of this target market is based on two reasons. First, users in this demographic are more familiar and accepting of new technology and media formats and are more inclined to share and receive information on such platforms. Secondly, users in this age group typically have more free time and purchasing power, making them highly valuable to other beneficiaries. For this group of users, Douyin's primary advantage is its superior user experience and rich, diversified content. This not only sets it apart in the competitive social media market but also establishes a robust brand image in the minds of users.
Douyin's marketing mix primarily includes four elements: product, price, place, and promotion. In terms of the product, Douyin offers a rich and varied content platform that allows users to freely create and share videos. Price-wise, Douyin's basic services are free, with advertisements and transaction commission as its primary sources of revenue. In terms of place, Douyin is primarily distributed through mobile app stores and its official website. Regarding promotion, Douyin utilises various methods such as SEO, SEM, and social media marketing.


2.4 Douyin's Media Selection and Effectiveness
Douyin's media selection primarily includes social networks, search engine optimisation (SEO), search engine marketing (SEM), and content marketing. Among these, social networks are Douyin's most critical marketing channel, including its own platform and cross-sharing with other social media.
Since its launch in 2016, TikTok has amassed over 900 million daily active users on its platform (E-commerce News, 2023). This user base sets it apart from its competitors in the same category. Moreover, TikTok enables content sharing through website links, image QR codes, and other forms with other social media platforms such as WeChat, DingTalk, Teams, Line, and more. By leveraging its platform advantages, popular marketing content can be widely shared, harnessing the phenomenon of explosive transmission described in the Information Viralization Theory, ensuring that marketing content becomes known to a larger audience.
Furthermore, Douyin extensively adopts content marketing strategies. It encourages brands and KOL collaborations to create and share entertaining short videos, enhancing brand recognition and user stickiness. In marketing, brand promotion on Douyin must formulate product or service positioning strategies based on the platform's relevant algorithms. This ensures that brands' marketing content reflects their unique characteristics and resources while maintaining relative "verticality", thereby forming a healthy competition based on content marketing (Dong, 2020). This media selection proves highly effective. On the one hand, Douyin successfully attracts a substantial number of users and forms an active community through these channels. On the other hand, by accurately targeting and personalising recommendation algorithms, Douyin can provide users with content that interests them, thereby increasing the effectiveness of advertising.

2.5 Success Measurement and Control of Douyin Marketing Activities
The primary indicators for Douyin to evaluate the success of marketing activities include user growth rate, user activity, video views, and user engagement (e.g. the number of comments, likes, and shares). These metrics reflect users' acceptance and participation in Douyin content, thereby assessing the effectiveness of marketing activities. In terms of control, Douyin monitors these indicators in real-time and conducts data analysis to adjust its marketing strategies and activities. Additionally, Douyin utilises methods like A/B testing and has even adopted over 80,000 A/B tests in a single year to optimise product features and marketing activities experimentally. Their data analysts believe that "this is a process of continually approaching its local optimum" (Chen, 2021).

2.6 Assessing User Acceptance and Usage Behaviour of Douyin using the TAM Model
2.6.1 Perceived Usefulness (PU)
Perceived usefulness refers to users' cognition of the practicality of technology, i.e., they believe using the technology can enhance their work efficiency or quality of life. Research shows a significantly positive correlation between perceived usefulness and Douyin users' continued usage intention (Qiu & Chen, 2020). Firstly, Douyin provides a platform for users to easily share and watch various types of short videos, satisfying users' needs for entertainment, learning, and socialising. Secondly, for those wishing to self-promote or sell products via Douyin, its vast user base and precise recommendation system make it an effective marketing tool. Finally, Douyin's innovative features, such as AI recommendations, diverse special effects, and music libraries, enhance user experience and satisfaction.

2.6.2 Perceived Ease of Use (PEOU)
Perceived ease of use refers to users' belief that using a particular technology will not require much effort. For Douyin, its design philosophy is simplicity and ease of use, enabling users to quickly learn and enjoy the process of use. Douyin's interface is clear and intuitive, and the operation process is simple to understand, even for first-time users. Additionally, Douyin's smart recommendation algorithm can suggest content that users may be interested in based on their behaviour and preferences, significantly reducing the time and effort users spend searching for information. At the same time, Douyin has designed a user-friendly system for businesses, facilitating product showcasing, data analysis, and customer communication, thereby enhancing the perceived ease of use for merchants. Despite Douyin's great performance in ease of use, due to the mature development of mobile social entertainment apps, the development of functional usage processes tends to be simplified and "idiot-proof", leading to users' weakened awareness of ease of use during usage. Moreover, because the user group of mobile short videos is generally younger and has a deep understanding and proficiency in the internet, their attention to perceived ease of use is not high, significantly reducing the impact of perceived ease of use on Douyin users' continued usage intention (Qiu & Chen, 2020).

III. Applying the TAM Model to Identify Shortcomings in Douyin's Marketing Strategy
3.1 Limitations of Perceived Usefulness
Despite Douyin attracting a considerable number of users due to its diverse content and innovative features, some issues remain with its marketing strategy when viewed through the TAM model. A significant issue lies in content quality control. Given the sheer volume of users and variety of content, ensuring content quality presents a significant challenge. This is especially critical for perceived usefulness, as users may develop a negative perception of Douyin if they find the content meaningless or of low quality, subsequently affecting their activities on the platform. Therefore, Douyin needs to implement more effective quality control measures to increase users' perceived usefulness.
Furthermore, advertising is another issue that requires attention. While advertisements provide revenue for Douyin, excessive advertising may reduce users' perceived usefulness. 

3.2 Challenges of Perceived Ease of Use
Although Douyin excels in user interface design and algorithmic recommendations, it faces some challenges concerning user privacy protection and data security. As Douyin collects extensive user data to optimise its recommendation algorithm, it has sparked concerns among users and regulatory bodies about data privacy. If users feel their data is insecure, or if Douyin's data collection and use appear overly intrusive, they may find Douyin less user-friendly, negatively impacting its marketing strategy. To mitigate this issue, Douyin needs to respect users' privacy while providing personalised services. 

3.3 Factors Affecting User Behaviour
While perceived usefulness and ease of use significantly influence user behaviour, Douyin's marketing strategy must also consider other factors affecting user behaviour. Among these factors, social influence plays a crucial role in the acceptance of new technologies by users, and a key factor that needs to be considered in terms of the social impact of Douyin is its influence within social networks. Additionally, Douyin should consider the cultural backgrounds of users, as different cultural contexts may affect user acceptance of Douyin. Simultaneously, Douyin must remain vigilant to changes in the competitive environment. New competitors and technologies may influence user behaviour, and Douyin needs to stay alert to respond to potential challenges.
 

IV. Recommendations for Improving Douyin's Marketing Strategy
4.1 Enhance Content Quality and Optimise Advertising Strategy
To address perceived usefulness issues, Douyin needs to invest more effort in content quality control. On the one hand, it can deploy more refined content screening algorithms to filter and eliminate low-quality or rule-violating content. On the other hand, it could incentivise the creation of high-quality user-generated content, for instance, by establishing an excellent content reward programme to attract more high-quality content creators.
In terms of its advertising strategy, Douyin could experiment with more personalised ad targeting strategies. Given its wealth of user data, Douyin can target ads more precisely based on user interests and behaviour, not only improving ad conversion rates but also reducing user aversion to advertisements.

4.2 Strengthen Data Privacy Protection
Douyin must proactively take measures to protect user privacy and alleviate user data security concerns. Firstly, it can provide clearer, more transparent data collection and use policies, so users understand how their data is used. Secondly, it can grant users more data control, allowing them to decide if they permit Douyin to collect certain types of data.
In addition, Douyin can employ more secure technologies, like differential privacy, to enable data analysis and optimisation while simultaneously protecting user privacy.

4.3 Utilise Social Influence to Respond to Competitive Environment Changes
To better influence user behaviour, Douyin can take fuller advantage of its social network influence. For instance, Douyin could introduce some social features or optimize existing social features. This might include adding a team account feature on top of the existing co-created video feature, or improving the automatic acceptance or rejection functionality for invitees in group chats, in order to increase user engagement.
In the face of a changing competitive environment, Douyin needs to stay vigilant. For instance, it can regularly perform competitor analysis to understand new market competitors and technological developments. Moreover, Douyin must also pay attention to regulatory changes, Especially the policy changes related to the Internet, promptly adjusting its strategies to avoid legal risks.

V. Conclusion
This report offers an in-depth, critical evaluation of Douyin's marketing strategies and proposes some possible improvements. By applying the TAM model, it understands the key factors influencing user acceptance and use of the Douyin platform, including perceived usefulness, ease of use, and social influence. Although Douyin has achieved significant success in the market, its marketing strategy still encounters certain issues and challenges. Specifically, in areas such as content quality, advertising strategy, data privacy protection, and leveraging social influence, Douyin needs to engage in deeper contemplation and improvement. Based on the analysis, specific improvement recommendations have been suggested, including enhancing content quality, optimising advertising strategy, strengthening data privacy protection, and harnessing social influence. In the future, Douyin must continue to monitor user needs and expectations, and changes in the market and technological environment, to continuously improve and optimise its marketing strategy.
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