E-Commerce Letters FLTRi55PFig, 2025, 14(11), 1300-1310 Hans X
Published Online November 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14113563

R PIBKIEE R TR bl B3R Rt

—E&TFHHSE R

i

x| & 2
RO EBE R B, 10T Bk

ks H . 20254F10A 12H; FHAHEM: 20254F10427H; KA H: 2025411 4 19H

H E

BEE ELBM N DL B2 8T B 5 TR @R R&E A, MRS B 4 i SV s R R
K LBk ARG T EIORINRE, BEMHENEN. RERARSS RS IR,
HETHHETEE “FAAZE” “FMNER” 5 “REEN” = MR R RMAESR. ZER
Sy RIx BRI P A S ME . TR L DR EMEIER 5 RS, B F s 5B
FARMEMNV I RBIX LE AT, B T RN R R RO B @At S A . HRgR
RKE, TR IR “RERE4E” Bt P e S QIR Rsh “HrEB4E” , BPIsE
BT R R

XKiEid

PP, RBSRISIESE, WpdL, FHBkzh, MR

Breakthrough Strategies for E-Commerce
Enterprises amid User Growth Bottlenecks
—A Comparative Analysis of ByteDance and Tencent

Binghong Liu

School of Commerce, Liaoning Vocational College, Tieling Liaoning

Received: October 12, 2025; accepted: October 27, 2025; published: November 19, 2025

Abstract

As the internet population dividend gradually fades and market penetration approaches saturation,
user growth bottlenecks have become the core challenge constraining the sustainable development
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of e-commerce enterprises. This paper systematically analyzes the causes of these bottlenecks, in-
cluding macro-market saturation, soaring traffic acquisition costs, and intensifying homogenized
competition. Based on this analysis, it constructs a strategic framework for e-commerce enterprises

”» o«

encompassing three dimensions: “internal exploration”, “external expansion” and “fundamental in-
novation”. This framework corresponds to enhancing customer lifetime value, pioneering new growth
trajectories, and restructuring business models and product forms. Through comparative case stud-
ies of ByteDance and Tencent, two representative enterprises, the applicability and effectiveness of
this strategic model across different developmental stages are validated. Findings indicate that
companies must transition from a “traffic mindset” reliant on user scale growth to a “value mindset”
focused on deepening customer value and innovation-driven approaches to achieve sustainable de-
velopment.
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Figure 1. Diagram of the practical teaching system of automation major
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Table 1. Strategies for e-commerce enterprises to overcome growth bottlenecks
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Table 2. Comparison of ByteDance’s overseas expansion results
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Figure 2. Growth trend of ByteDance’s domestic advertising and e-commerce revenue
(Data source: ByteDance Bond Prospectus)
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Table 4. Tencent’s key revenue sources
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Figure 4. Tencent’s financial technology and enterprise services revenue
share evolution (Data source: Tencent Annual Report)
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