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Abstract

With the rapid development of short video and live-streaming platforms, TikTok live-streaming has
become an important channel for beauty brands to carry out product marketing. Therefore, this ar-
ticle studies the beauty live-streaming marketing on the TikTok platform, and systematically analyzes
the current situation, problems, and optimization strategies of TikTok beauty live-streaming market-
ing. It is pointed out that there are currently problems in TikTok beauty live-streaming marketing,
such as serious product homogeneity, weakening of brand value caused by frequent price wars, rising
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customer acquisition costs and low private domain conversion efficiency, lack of content innovation
and lack of user loyalty; in response to these problems, optimization strategies are proposed, includ-
ing creating exclusive live-streaming products and unique selling points, building a value-oriented
multi-level price system, integrating the closed-loop conversion of public domain and private domain
traffic, and innovating promotion forms to improve user conversion effects.
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Table 1. TikTok beauty live-streaming user profile and consumption characteristics
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Table 3. Price band distribution of TikTok beauty live-streaming products
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Table 5. Types and characteristics of TikTok beauty live-streaming anchor
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