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Abstract

In the context of digital technology-driven transformation and upgrading of economic forms, social
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e-commerce platforms are facing the dual dilemma of fading traffic dividends and imbalance of
business ethics. Based on the theoretical framework of the AARRR model, this study systematically
deconstructs the operational paradigm of TikTok, a social e-commerce platform, to achieve expo-
nential user growth through the collaborative operation of user acquisition, user activation, user
retention, revenue acquisition and recommendation dissemination. It is found that in the process
of expanding the scale of users, the platform needs to simultaneously build an intelligent content
generation algorithm system, upgrade the user data privacy protection system, and build standard-
ized product quality control to achieve a dynamic balance between commercial value and social re-
sponsibility.
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Table 1. AARRR five-stage model
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Figure 1. Beijing TikTok Technology Co., Ltd. main business segments
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