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[bookmark: _Hlk59118294][bookmark: _Toc59116992][bookmark: _Toc59137431]Excusive Summary
Since short videos appeared in 2011, they have now become an indispensable part of netizens' lives. As the pace of life accelerates, short videos make more reasonable use of fragmented time and become a popular way of socializing. Among them, the sudden emergence of Tik Tok short video has attracted a large number of users. This article uses the PEST analysis method to analyze the macro background of the short video industry, and then analyzes the industry environment from several perspectives, including industry growth, concentration, marketing value, and industrial chain. Finally, based on the SWOT analysis method, it discusses the application of mobile short video. The advantages and disadvantages in the development and the opportunities and threats faced, combined with the above content, make suggestions for the follow-up development of Tik Tok.

[bookmark: _Toc59116993][bookmark: _Toc59137432]Introduction
Short videos are generally short videos within 5 minutes that take life skills, scientific knowledge, humor and fun as the mainstream media of new Internet media. Xiaokaxiu, Kuaishou, Miaopai, and Toutiao have entered this industry one after another. In particular, the short video of ByteDance's Tik Tok has attracted most short videos. Tik Tok is a social platform with PGC (full name Professional Generated Content, generally refers to the content produced by professional users, professional) + UGC (full name User Generated Content, generally refers to user-generated content), which is essentially a music short video sharing community. Users can choose their favorite music and recorded videos with a variety of props provided by Tik Tok. By adjusting the speed, the order of appearance, etc., it can be unique. Original works.
In January 2019, the number of daily active users of Tik Tok was 250 million, and in July 2019 it was 320 million. On January 5, 2020, the number exceeded 4 Billion. Only the "Datang Everbright City Tumbler" related videos have been viewed by more than 2.3 billion people. Tens of thousands of people have flocked to Xi'an to visit, and it became a reality for one person to lead a city on fire. Tik Tok has gradually become a knowledge and intangible cultural heritage dissemination platform. Teacher Xiang Bo’s chemistry class was watched by more than 130 million people; the voice-only ancient architecture class of the palace king was watched by more than 64.1 million people; among 1372 national intangible cultural heritage projects, 1,275 came to Tik Tok for publicity, and national intangible cultural heritage videos were praised 3.33 billion times throughout the year. The rapid development of Tik Tok is closely related to its own strategy and the overall environment.
[bookmark: _Toc59116994][bookmark: _Toc59137433]1 Macro Background Analysis of Short Video Industry-PEST
[bookmark: _Toc59116995][bookmark: _Toc59137434]1.1 Policy factors
The short video industry has enjoyed a lot of policy dividends in 2019. The five-year plan for industry development issued by the central government clearly requires the short video industry to increase by 30% by 2020, and various localities have also issued policies.
With the barbaric growth of the short video industry and its gradual formation, the country has also paid more and more attention to the standardization of the short video industry. The relevant regulatory authorities have issued the "Information Network Communication License" to supervise the access to the short video industry from the source. Users experience better content.
[bookmark: _Toc59116996][bookmark: _Toc59137435]1.2 Economic factors
With the influx of a large amount of capital, more short video platforms are born and active in the market, forming fierce competition, forcing companies to design better products and services.
In addition, in 2019, the annual disposable income of residents was 28,228 yuan, an actual increase of 6.5% year-on-year. The increase in residents' consumption level provides an economic foundation for the market demand of the short video industry.
[bookmark: _Toc59116997][bookmark: _Toc59137436]1.3 Social factors
Short videos have changed the way people obtain information through pictures and texts, satisfying the fragmented information acquisition needs of users, and the number of users has exploded. According to statistics from iMedia Consulting, the number of short video users in China reached 501 million in 2018. The average daily usage time of short video users exceeded 60 minutes, and they watched more than 7 times a day. The user stickiness continued to increase. At the same time, the data predicts that the user scale will grow to 722 million by 2020, and the user scale of the short video industry will maintain a steady growth in the future.
The 2020 Statistical Report on the Development of the Internet in China shows that despite the impact of the epidemic, the network environment is very good. As of March 2020, the number of Chinese Internet users has exceeded 900 million for the first time, and the Internet penetration rate has reached more than 64%. A strong group of netizens has undoubtedly created objective conditions for short video marketing and provided a solid user base.
[bookmark: _Toc59116998][bookmark: _Toc59137437]1.4 Technical factors
Short video is not an innovative product of the current era. It has evolved from the television era and PC advertising era. After nurturing consumers in the early stage, short videos have developed rapidly.

Figure 1-1 The development process of short video
The shooting and production functions of short video application software have reached the level of professional equipment. This kind of software can basically achieve the function of split-shot recording, and can also implant special effects such as zoom, AR, and fission. You can also choose the background independently in the subsequent editing process. music. Simple operability and multi-level experience make it easier for consumers to accept short videos and participate in the creative process.
[bookmark: _Toc59116999][bookmark: _Toc59137438]2 Industry environment analysis
[bookmark: _Toc59117000][bookmark: _Toc59137439]2.1 Industry growth
Since 2013, China’s short video market has developed rapidly and the number of platforms has increased rapidly. After nearly six years, China has more than 300 various short video platforms. The short video industry has huge development potential, and competition among short video platforms is becoming increasingly fierce.
From the analysis of user scale, as shown in Figure 2-1, Chinese short video users have more than doubled in two years after 200 years. The number of users in 2019 reached 62.7 billion, and it is expected to reach 72.2 billion in 2020.

Figure 2-1 2016-2020 China's short video user scale and forecast
Data source: iMedia Polaris Internet Analysis System
From the analysis of the short video market scale, as shown in Figure 2-2, the growth of the user scale and the attention of advertisers has driven the increase of the overall market scale. As of the end of 2018, the entire short video market has reached 116.9 billion, a year-on-year increase of 1094%. Traffic monetization and content monetization will continue to drive market growth. 

Figure 2-2 2016-2020 China's short video market scale and forecast
Data source: iMedia Polaris Internet Analysis System
From the analysis of the total monthly usage time of users, according to the "China Mobile Internet 2018 Annual Report" released by Quest Mobile, the increase in the total usage time of short videos in December 2018 accounted for 33.1%, as shown in Figure 2-3. It can be seen that the user habits of short video products are rapidly taking shape.

Figure 2-3 The year-on-year increase in the total monthly usage time of users in December 2018 accounts for the TOP10 industry segments
Data source: Quest Mobile, China Mobile Internet 2018 Annual Report
Note: Use total time increment = December 2018 value December 2017 value
Proportion of increment = total time increment of a sub-industry / increment of mobile market time
[bookmark: _Toc59117001][bookmark: _Toc59137440]2.2 Industry concentration
As of the end of 2018, China has more than 300 various short video platforms. According to the collated data of "iMedia Polaris Internet Analysis System", see Figure 2-3. As of April 2019, the number of monthly independent devices ranked first is "Tik Tok", monthly the number of independent equipment reached 382.98 million. The second place is "Kaishou". The monthly number of independent devices of "Kaishou" reached 293.93 million. Ranked third is the volcano video, which has 16.415 million monthly independent devices. It can be seen that among all the short video platforms, "Kaishou" and "Tik Tok" occupy an absolute dominant position.

Figure 2-3 The monthly number of independent devices of each video platform as of April 2019
[bookmark: _Toc59117002][bookmark: _Toc59137441]2.3 Short video marketing value
Short video marketing refers to the general term for all marketing activities that use the new media of short video as the carrier. In terms of form, it mainly includes open-screen advertising, talent cooperation, aggregating e-commerce, and content native advertising. The marketing value of short videos is mainly reflected in three aspects：a large group of high-quality users, diversified content forms and easy to spread.
[bookmark: _Toc59117003][bookmark: _Toc59137442]2.4 Industry chain analysis
The short video industry value chain has be shown in Figure 2-4:
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Figure 2-4 Industry chain structure of the short video industry
In the short video industry value chain, it can be divided into the following three types. First, the social type. The social short video platform is typified by foreign Instagram, and its content can be roughly divided into entertainment, food, celebrity, life, etc. as themes. Nowadays, the number of active monthly short videos of Ins has already exceeded 100 million, which has become one of the important functions of ins. Ins' "one-click sharing" function can be interconnected with large social short videos such as Weibo and Facebook to quickly realize real-time sharing and dissemination of short videos. Second, tool type. The tool-based short video platform is represented by the domestic Meipai, which is a short video platform owned by Meitu Xiuxiu. As we all know, Meitu Xiuxiu is famous for its powerful automatic retouching functions. Meitu is the main short video of Meitu Xiuxiu. Short video shooting comes with features such as beautiful pictures, filters, and facial repair. Third, the media type. The media-based short video platform is represented by Microsoft's Vine, which is closely related to media news. All major mainstream news media will release the latest short video news on Vine, so that the latest news can be spread and known at the fastest speed.
Among them, the content production end covers two types, through the user-generated content (User Generated Content, UGC) production, to promote the wide range of sources; through the professional generated content (Professional Generated Content, PGC) to do a good job of head traffic drainage. However, the content is single, the theme is single for entertainment services, the quality is uneven, and the review is large, which is not suitable for large-scale dissemination. Therefore, the introduction of professional production content PGC, thanks to professional knowledge and qualifications, PGC covers vertical fields of professional, traditional media staff, self-media team and professional entertainment team, professionally improve the quality of short videos, from the promotion aspect, more Suitable for widespread dissemination.
The audience is divided into 2 types. Viewing audiences are the basis of all revenues of short video platforms, because viewing audiences have greater cross-network externalities for advertisers and e-commerce companies. The sharing audience satisfies their desire for expression and supplements the content of the platform by sharing life, scenery, and food.
[bookmark: _Toc59117004][bookmark: _Toc59137443]3 SWOT analysis
[bookmark: _Toc59117005][bookmark: _Toc59137444]3.1 Advantages
[bookmark: _Toc59117006][bookmark: _Toc59137445]3.1.1 UGC mode enhances user stickiness
The so-called UGC model refers to the original content of users. In the Tik Tok APP, users can shoot some original videos and put them into it, and then expand the exposure of the video in some way to attract more people to pay attention to the video, so as to increase their own "fans" . This mode of operation has greatly attracted the participation of users. As long as there is creativity, it is possible to win the attention of others.
In the production of short videos, users often use special effects to shoot videos. Unlike other video software, the Tik Tok APP has launched real-time hair coloring, that is, users can choose their favorite hair color to record videos. Once this feature is launched, It is loved by users. Since this feature has not appeared in other short video software, it has attracted the attention of users. In daily life, people usually use the beauty camera to take photos by themselves, or use some software with the beauty function to beautify the photos after shooting. If the beauty function is combined with the short video, what effect will it produce? ? The beauty function of Tik Tok short video achieves this. It can make users more beautiful and make users appear in the public view with a better posture, so that it can attract many users to try it out. In addition, in terms of video editing, Tik Tok short videos are also very distinctive. After shooting the video, users can choose slower or faster special effects to present these videos, and even add other interesting special effects.
[bookmark: _Toc59117007][bookmark: _Toc59137446]3.1.2 Powerful personalized recommendation engine
Tik Tok is based on the powerful AI engine of the Bytedance Group. According to the user's attention, forwarding, comment, like and end broadcast in the video information stream, different tags are attached. Each time it is recommended according to the tag, if it is judged as a user by the AI ​​engine Interested content and videos with related topics will be weighted, and the amount of recommendation will gradually increase, so as to make superimposed recommendations. This kind of personalized recommendation allows users to see the videos they are interested in with their fingers, so that users don't have to spend time to filter, so that users can become dependent on the comfort zone provided by Tik Tok. Sometimes after the user has "mining" (browsing the videos with related topics of his own tags), the engine will recommend the videos that he has watched again.
[bookmark: _Toc59117008][bookmark: _Toc59137447]3.1.3 Emphasis on individualization and integration with multiple fields
Users rely on Tik Tok's diversified content, diversified special effects and personalized selection of themes, and cross-penetration of social, e-commerce, health and other fields, forming a new video creation mode. For example, users uploading their own different singing styles with "Raising the Wind" as the background music are all the rage. There are also "Learning to Meow", "We Are Different" and so on.
In fact, many short video apps can add background music, but Tik Tok short video is the best one. In the music selection interface of the Tik Tok APP, we can see many different types of music groupings, such as popular music, hot song charts, etc., which can meet the needs of different users. If you can't find the music you want in the search bar, you can click "click to recommend" under the search bar, and then fill in the song title and song link, so that you can use it after the song is online. In the production of short videos, users can add some of their favorite music types to render different emotions, or make corresponding performances according to the selected music.
[bookmark: _Toc59117009][bookmark: _Toc59137448]3.1.4 Strict content supervision
Nowadays, new media communication has become the trend of the times, but while new media has made great development, problems have gradually increased. For example, during the dissemination of short videos, some people use the platform to sell fake goods or spread bad information through short videos. In fact, a similar situation occurred in Tik Tok at the beginning. In response to this problem, Tik Tok quickly dealt with it, rectified some prohibited videos, and blocked accounts. Later, in the supervision of content, Tik Tok became more important, and a stricter review system was developed. When uploading a video, if the video does not meet the regulations of Tik Tok, it cannot be uploaded. In addition, if there is any violation during the live broadcast, it will be cut off directly. It is Tik Tok that attaches great importance to the review of video content, which creates a good network environment for the majority of users, which is also unmatched by other short videos.
[bookmark: _Toc59117010][bookmark: _Toc59137449]3.2 Disadvantages
[bookmark: _Toc59117011][bookmark: _Toc59137450]3.2.1 The content lacks depth and is too entertaining
The duration of Tik Tok is limited to 15 to 60 seconds. For those who are deeply involved in the content, they can only get a taste of the content, and the flood of entertainment information makes people follow other people's thoughts imperceptibly, and they are unable to think deeply, forming a mental anesthesia. This has hindered Tik Tok's entry into the market of highly educated and high-consumption groups, and the lack of depth has become a bottleneck on the road to the comprehensive development of Tik Tok.
[bookmark: _Toc59117014][bookmark: _Toc59137451]3.2.2 Unclear profit points
After pushing the advertisement, users can directly slide down and not watch or click and are not interested. The push based on the push mechanism of Tik Tok will reduce the amount of advertising. Push. At present, there are also purchase links for the same video and anchor on Tik Tok, but these links have to jump to third-party shopping platforms without exception. Devotion is draining others. If Tik Tok cancels the link and jumps itself without professional after-sales team support, the anchors will also face the inability to realize their tens of thousands of fan resources and affect the enthusiasm of creation.
[bookmark: _Toc59117015][bookmark: _Toc59137452]3.2.3 "Information Cocoon Room" narrows user information contact
In the information field, users are habitually guided by their own interests to form an "information cocoon room". Users can click on disinterest, like, forward and other operations to trigger the Tik Tok push mechanism, and Tik Tok will accurately deliver content that users are interested in. Users are not interested in pushing content. As a result, the types of information received by users are becoming more and more single, and the scope of receiving information will be reduced, confining the user's field of vision, making user information contact gradually narrow.
[bookmark: _Toc59117016][bookmark: _Toc59137453]3.3 Opportunities
[bookmark: _Toc59117017][bookmark: _Toc59137454]3.3.1 Official and mainstream media settled to help development
On August 31, 2018, under the guidance of the Mobile Bureau of the State Cyberspace Administration of China and the Beijing Cyberspace Administration of China, Tik Tok launched the launch ceremony of the government media account growth plan in Beijing, the strategic support force, the Ministry of Foreign Affairs, the Ministry of Ecology and Environment, and the National Health Commission Dozens of government and media organizations have released official Tik Tok accounts. The plan provides a docking platform for the government, media organizations and organizations with video processing capabilities. The government media through professional training provided by training organizations, production upgrades, hundreds of millions of followers, recruitment of positive energy partners, etc. Video production capabilities and video dissemination capabilities are conducive to promoting socialist core values, spreading positive energy, and creating a positive and positive video space for netizens, especially the younger generation. The presence of official and mainstream media also shows from the side that Tik Tok has always actively responded to national policies and promoted the main theme.
[bookmark: _Toc59117018][bookmark: _Toc59137455]3.3.2 Attached to ByteDance Group, with a solid user base
ByteDance Group is one of the first technology companies to apply artificial intelligence to mobile Internet scenarios. Its software uses user behavior collection and analysis, in-depth data mining and processing, and intelligently recommends information for users. As of July 2019, the global DAU (daily active users) of Bytedance Group's products exceeded 700 million, and the Tik Tok DAU (daily active users) exceeded 320 million.
[bookmark: _Toc59117019][bookmark: _Toc59137456]3.3.3 High market share at home and abroad
Tik Tok DAU (daily active users) exceeded 400 million. App store download data shows that the first, third and fourth quarters are ranked in the world's most downloaded apps list Ranked No. 1 alone, with a total download volume of more than 738 million times, surpassing Facebook and Messenger, becoming the second most downloaded app in the world after WhatsApp. Tik Tok expands its overseas market with the concept of local operation of global products, becoming China's first short video App that is popular globally. 
[bookmark: _Toc59117022][bookmark: _Toc59137457]3.4 Threats
[bookmark: _Toc59117023][bookmark: _Toc59137458]3.4.1 Increasing competition in the short video industry
Kuaishou and rising stars' Xiaokaxiu, Miaopai, etc. pose a threat to Douyin, although they have their own characteristics, their main functions are similar. In order to consolidate their market position, they adopted strategic adjustments and strengthened the promotion of their products. The number of daily active users showed a geometric growth trend, which has challenged Tik Tok's market position.
[bookmark: _Toc59117025][bookmark: _Toc59137459]3.4.2 Video review is difficult and costly
Tik Tok’s review mechanism is mainly based on algorithm review, supplemented by manual review. Tik Tok has a manual review team of more than 3,000 people. For any Internet company, this is a very huge cost and will severely limit the development of Tik Tok.
[bookmark: _Toc59117026][bookmark: _Toc59137460]3.4.3 Cross-platform sharing is imperfect, affecting user experience
When a user needs to share a video, only in Tik Tok App friends, groups, or other software under ByteDance can share with one click. If you need to share to WeChat, QQ, Weibo, etc. across platforms, you need to download short videos to In mobile devices, select social software from mobile devices to share on other platforms. This will result in a waste of storage space on the user's mobile device, loss of time and consumption of money. Secondly, social software on different platforms cannot be shared with one click. There are cross-platform barriers, which do not meet the efficient needs of users for timely sharing, are inconvenient for users to communicate and use, and also reduce the exposure of video content on other platforms, which affects users. Attractiveness and market influence of Tik Tok.
[bookmark: _Toc59117027][bookmark: _Toc59137461]4 Conclusion
In recent years, Tik Tok short videos have been loved by the public. This is closely related to the marketing and promotion strategy of the Tik Tok platform, that is, to capture and use the current hot spots, and through continuous advancement of technological evolution, introduce new interactive gameplay to inspire users Creation, triggering the participation of the whole network. For example, the use of various special effects makes the video more interesting and fun, and mobilizes the participation of the general public. In addition, the positioning of the short video of Tik Tok is more precise. In order to expand its influence, Tik Tok has also invited many celebrities to participate in it, to give full play to the celebrity effect, which makes many celebrity "fans" also participate and increase the number of Tik Tok users. In addition, Tik Tok has also conducted in-depth cooperation with the government, which not only exerts its own social effects, but also brings good economic benefits to itself.
[bookmark: _Toc59117028][bookmark: _Toc59137462]5 suggestions
The reason why Tik Tok short video can achieve tremendous development in a short period of time is closely related to the marketing and promotion strategy of Tik Tok. Based on its own actual situation, it has conducted a detailed analysis of its own audience situation, and Carry out the promotion work according to the psychology of the broad audience.
[bookmark: _Toc59117029][bookmark: _Toc59137463]5.1 Accurate product positioning
Tik Tok Short Video encourages users to shoot original content independently, so it advocates personalization and innovation, and this is because Tik Tok Short Video positions its product audience as young people. In modern society, young people are the beneficiaries of technological advancement. Due to the relatively streamlined content of short videos and the large amount of information, they are more likely to be loved by young people. In addition, Tik Tok short video takes music as the entry point. During the video creation process, users can use their favorite music as the background music of the video. In addition, new songs will be promoted on the software every week, and sometimes Tik Tok will invite some big-name stars to settle in, which is also a manifestation of marketing methods.
[bookmark: _Toc59117030][bookmark: _Toc59137464]5.2 Advertising
At first, Tik Tok short video did not carry out large-scale publicity, mainly through word of mouth among users. When users gradually recognized the Tik Tok short video, large-scale advertising began. First of all, with the "China Hip Hop'' has cooperated, the number of users gradually Increase, which makes Tik Tok's popularity increase dramatically. In addition, after each program is broadcast, contestants will be invited to record short videos, attracting more users to participate. From the above process, we can know that in the cooperation with variety shows, they are all aimed at variety shows with more audiences or more topics. The reason for this is that the current competition is very fierce. Broader programs. In addition, it is more natural to place advertisements in such programs.
[bookmark: _Toc59117031][bookmark: _Toc59137465]5.3 Integration with traditional media 
Under this complicated and changeable situation, neither short video marketing nor traditional marketing methods can guarantee full coverage of marketing, which affects the comprehensive investment income of advertisers. Through the integration of resources, the advantages of the two are brought together, and the characteristics of short video marketing and the authority of traditional media are used to create a three-dimensional, diversified and humanized communication model, and the existing marketing model is continuously optimized. Multi-channel marketing methods continue to improve service functions, thereby increasing the company's product sales and increasing the company's comprehensive influence. 
For example, the “Vibrato Beautiful Wonderful Night” Zhejiang Satellite TV Autumn Gala, which has been held for two consecutive years, is a perfect integration between short video APP and traditional media. Beiguo.com commented: As the annual IP of Tik Tok, the wonderful and wonderful night of Tik Tok, Zhejiang Satellite TV Autumn Festival is not only an audio-visual feast on the same stage, and an annual popular award, it reflects the short video platform's impact on the entertainment industry, the perception of popular trends, and the productivity of hot content should also not be underestimated.
[bookmark: _Toc59117032][bookmark: _Toc59137466]5.4 Cooperation with the government
In April 2018, Tik Tok Short Video reached a cooperation with Xi'an Tourism Development Committee and launched the "Four One Plan". The so-called "four ones" refers to the following aspects. One is a plan, that is, a cultural city boost plan. In this plan, through the operation and guidance of a dedicated person, we will provide strong support for some videos shot in Xi'an to increase the exposure of such videos. The second is a set of challenges, which refers to launching a city theme challenge. That is, through the challenge, users can better walk into Xi'an, feel Xi'an, and discover more Xi'an elements, so that more people can understand Xi'an. For example, in the "Walking Bowl Challenge" in the Tik Tok fire before, many "trembling friends" traveled all the way to Xi'an just to drink a few bowls of liquor and drop a few bowls. The third is a road, referring to the Tik Tok short video will invite some Tik Tok expert experience groups, inviting them to experience in-depth in Xi'an, and present a tourist route with Tik Tok characteristics to the public through experience. In addition, a guide to tourism routes will be released, and some interesting and characteristic cultural landscapes of Xi'an will be transmitted to the world in a vibrato to promote the development of Xi'an tourism. The fourth is a piece. Tailor-made a "Vibrato version" of the photo travel documentary for Xi'an, and promote Xi'an tourism to the world through the short video of Tik Tok culture.
[bookmark: _Toc59117033][bookmark: _Toc59137467]5.5 Star effect
At present, in various marketing methods, the use of celebrity effect is more common. With the help of celebrity's popularity, Tik Tok's influence in society can be expanded. For example, when the Spring Festival is approaching in 2018, Tik Tok launched a "grab red envelope" gameplay, that is, inviting some stars to give red envelopes to Tik Tok's "fans". These stars have a strong appeal and can attract many "fans" attention. In another example, Yue Yunpeng reposted a video on Weibo, looking for someone who resembled him. Once the video was broadcast, it attracted the attention of many "fans", which also reflected the powerful appeal of a star from the side. In addition to cooperation with variety shows, Tik Tok will also invite some contestants to record short videos, which also increases the number of users of the brand from the side.
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TV age


Short videos on television are often in the form of commercials, well-produced but lacking in interaction.


PC age


Video patch is the main form. In this stage, more attention is paid to the interaction between users and content, and users' interaction habits and consumption habits begin to be cultivated.


Mobile age


The main carrier of short video is a professional short video platform with advanced technology, diverse forms, rich content and interaction, and obvious social properties.


The user scale and forecast	
2016	2017	2018	2019	2020E	1.53	2.42	5.01	6.27	7.22	The growth rate	
2016	2017	2018	2019	2020E	0.58199999999999996	1.07	0.251	0.152	



The market scale and forecast (billion yuan)	
2016	2017	2018	2019	2020E	19.600000000000001	55.8	116.9	233.5	380.9	The growth rate	
2016	2017	2018	2019	2020E	1.8460000000000001	1.0940000000000001	2.335	0.38700000000000001	




Monthly independent equipment (10 thousand)	
TikTok	KuaiShou	HuoShan	XiGua	HaoKan	38298	29393	16415	16349	11684	
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