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Abstract

With the development of cross-border e-commerce, TikTok Shop has been rapidly expanding in the
Thai market relying on the large user base of the TikTok platform. Firstly, by analyzing the scale of
cross-border e-commerce in the Thai market, it is found that it shows an expanding development
trend. Further, a SWOT analysis of TikTok Shop in the Thai market reveals that its overseas e-com-
merce system is not perfect enough and it does not understand the local market well enough. There-
fore, the development path of TikTok Shop in Thailand market is proposed to optimize the corre-
sponding measures to promote the continuous expansion of TikTok Shop’s market share in Thai-
land.
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Figure 1. Thailand cross-border e-commerce market value from 2013 to 2021
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Table 1. Comparison of major cross-border e-commerce platform operating models in Thailand
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