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Abstract
1
 

Background/Objectives: This paper mainly analyzes customer engagement from the perspective of douyin 

advertising and provides strategies for the development of the short video industry. Methods/Statistical analysis: 

In this study, we try to provide new suggestions for advertising through the analysis of related cases in the review 

papers. Findings: In recent years, the Internet market penetration of short videos has been increasing.In addition, 

under the influence of the epidemic in 2020, not only web celebrity live broadcast, but also more bricks-and-mortar 

stores have launched live broadcast to advertise and sell products. However, the degree of customer participation 

in live broadcast is different. Improvements/Applications: The perspective of douyin advertising, this paper mainly 

analyzes the factors affecting customer participation behavior and puts forward corresponding strategies to help 

the development of enterprises. 
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I. INTRODUCTION 

According to the 2019 data report, the number of 

daily active users on January 1, 2020 exceeded 400 

million. Last year, it was only 250 million. In 2019, it 

increased by 150 million. Merchants, especially 

during the epidemic period, have come to tik tok to 

conduct live broadcast sales. Behind the live 

broadcast is product endorsement and advertising. 

However, as an entertainment platform, it is easy 

for many advertisements to cause discomfort to other 

users, which makes it difficult for customers to 

participate. Thus, one of the most important factors 

that affects customer engagement is advertising. 

Therefore, from the perspective of douyin 

advertising, this paper mainly analyzes the factors 

affecting customer participation behavior and puts 

forward corresponding strategies to help the 
development of enterprises. 

II. LITERATURE REVIEW 

Chan et al.[1]believe that customer participation in 

the service process can provide customers with more 

choices, create customized products or services 

together with service providers, and better avoid the 

risk of inappropriate results[3]. Su[2] think if the 

customer participation is higher, the chance of the 

creation of management resources(such as time, skills, 

products and services) is bigger.  

It is easier to produce more beneficial experienced 

stimulation. Pilar [4] etc by analyzing the 

questionnaire survey to 807 enterprises. And he 

pointed the customers participation has positive effect 

on enterprise product innovation and sales 

performance[5]. 

III. ANALYSIS OF INFLUENCING FACTORS 

OF CUSTOMER PARTICIPATION BEHAVIOR 

 

A. From the perspective of douyin algorithm 

In the short video cultural communication from the 

perspective of new media, lu xin[7] analyzed douyin 

and realized the accurate positioning with the help of 

big data algorithm.  

According to the user's recent browsing habits and 

viewing habits implementation effect push, accurate 

push advertising information. At the same time, the 

background collect users of different excitement, 

conducive to the precise creation of advertising 

creators, to meet the user's taste, real-time push but 

not disgusting. 

According to the analysis from this perspective, 

customer engagement is closely related to the content 

quality of the advertisement itself. 

It is required to fully improve the content attraction 

of advertisements when selling online live broadcast, 

so as to increase the viewing time of advertisement 

videos of douyin users and increase the amount of 

clicks and push.  

 

B. From the perspective of advertising content 

In the evolution and reconstruction of the mode of 

public opinion monitoring in the era of big data, liu qi 

mentioned that in the era of media integration, 

resource sharing has weakened the creativity of local 

radio programs, and the means of imitation seems to 

be the most economical and effective. 

Although local radio programs do not have the 

platform advantages and popularity of central media, 

they still follow the style and mode of central media. 

However, if the monopoly of regional 

communication in the face of national and whole 

network competition is broken, then simple imitation 

will become an embarrassing situation like "doing 

nothing but imitating others"[8]. 

From this perspective, customer participation is 

closely related to the innovation of advertising content. 

Therefore, the content of advertisement must be 

actively innovated to form the interest value drive. Put 

an end to the blind imitation, can not always "follow 

the lead" to treat the symptoms but not the root cause, 

which not only produces the aesthetic fatigue of the 

public, but also damage the corporate image, and even 

lead to "powder off". 

C. From the perspective of advertisers 

Henry Jenkins once said that fans are like nomads, 

always on the move, and with the fragmentation of the 

Internet, it's easy to be distracted[9, 10]. 

From this analysis, customer participation is 

closely related to their own emotional needs and 

emotional resonance. 

Therefore, live broadcast advertising should 

consider the preferences of the audience and generate 

emotional resonance through the drive of emotional 

value. 

 

IV. STRATEGIES TO IMPROVE CUSTOMER 

ENGAGEMENT 

A. Advertising push: arouse interest in watching 

and expand the range of advertising radiation 

When making advertisements, merchants should 

fully integrate the consumer taste associated with their 

products into the advertising content to stimulate the 

interest of the audience.  

Through the interest value orientation to increase 

the user's viewing time, provide thumb up volume, 
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and so on, so as to increase the push volume, expand 

the radiation range, and improve customer 

engagement. 

 

B. Advertising content: strengthen content 

innovation to form core competition 

When selling their own products, advertisements 

should be relevant to the products and have a high 

degree of correlation with the characteristics of the 

products. 

And the combination of product characteristics, the 

integration of the corresponding cultural elements and 

the trend of The Times, the formation of the core 

competitiveness of advertising. 

Only in this way can customers stay in the "foot" 

and attract customers to participate. For example, 

haidilao has special service model. 

 

C. The advertisers 

Advertisers themselves: to set up their own 

distinctive people, the formation of a unique label 

When doing live broadcast and advertising, sales 

staff can gradually form their own unique image, 

which can stimulate customer memory and make 

people impressed. This also gives advertising a silent 

boost, increasing customer engagement. 

Advertisers and fans: enhance the emotional 

resonance of fans, strengthen the viscosity of fans 

When advertising should stand on the needs of 

customers to give them spiritual emotional 

satisfaction, so easy to enhance the trust and 

dependence of fans, strengthen the viscosity of fans. 

In this way, customers will be more willing to 

participate in the interaction, comments and other 

links, and it is also conducive to the realization of 

product transaction in a short time. 

 

V. CONCLUSION 

In this study, we proposed a strategy for advertising. 

Therefore, in this study, we conducted various case 

analyzes of Gwango. As a result, ad push can arouse 

interest for viewing and expand the range of ad 

radioactivity. 

Strengthening Content Innovation for Forming 

Core Competition When selling a product of its own, 

advertising can form its own label to set its own 

unique person with the advertising content associated 

with the product. become able to. 

The results provide significant suggestions to 

advertisers through strategies such as ad push and 

content. 
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