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According to TikTok internal data and the data of smartphone users by age from  
TikTok penetration rate by age is: L1+2: 91%; L3: 81%; L4: 84%; L5: 23%. MAU of 
20220630 was collected.
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Android penetration gap: performance, age structure, others (eg. sharing behavior)
大盘占比Android vs iOS in US: 45% vs 55%
大盘年龄分布数据Age distribution (from GWI): 
Android: L2: 1%; L3: 8%; L4: 22%; L5: 69%
iOS: L2: 3%; L3: 22%; L4: 25%; L5: 51%
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OS: here it used internal data for TT
GWI: Android-41%, iOS-54%
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Age gate
Not login -> age 
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PGC+publisher (news)
M10N 
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给排序，最重要的三件事
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Speaker:
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Speaker:

● PGC feedback
○ I’ll talk through the feedback we’ve heard from publishers. I want to point 

out  that much of this feedback is shared by PGC creators. During the May 
research trip, high-tier creators also mentioned analytics and editing tools 
as their top priorities. So, to a certain extent, I think the feedback we hear 
from publishers will also apply to top PGC creators. 

● What do PGC accounts need need?
○ As we heard yesterday, they’re looking for advanced analytics in order to 

understand and improve their content. Also, they rely on this data to 
monetize via sponsored brand deals.

○ Secondly, they’re looking for improved creation tools, like a better backend 
experience and easier collaboration tools for organizations. 

○ Last but not least, we’re hyper focused on improving our moderation. The 
publisher NR rate is roughly double the creator NR rate, and we’re seeing 
many of our top publisher accounts impacted. 

For more detail on how we’re addressing this feedback, I’ll turn it over to

Moderation / analytics / creation 
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Speaker: 

● did some extensive research into all of the accounts which were on 
YouTube but not TikTok. Across 7 priority markets

○ From there, we removed all inactive accounts (which was more than 50%). 
○ We removed kids accounts and accounts that were mislabelled
○ From there, we confused on accounts which make up  
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Speaker
- Overall, our PGC Taskforce has several workstreams.
- First, we are working with Local Ops teams to onboard publishers as well as 

optimizing our current portfolios within 7 key markets: US, UK, France, Germany, 
Italy, Spain, and Brazil. I’ll let speak more about this shortly, but 
our goal is to close the gap with YT in ~6 months, which would mean onboarding 
1,115 publishers by end of February.

- Next, we kicked off a workstream recently with a XFN group a longer-term strategy 
for how we want to handle IP on our platform. Meaning, based on our business 
goals and compliance needs, what is our approach to rightsholders.

- Meaning, there is a full spectrum - at the extreme end is full, longform IP 
licensing (e.g., OTT platforms like Netflix), which we have agreed at that 
for now is a business model we don’t want to undertake. 

- On the other hand, we could be agnostic, and not engage with 
rightsholders beyond our IP compliance. Somewhere between those 
extremes is where we want to operate, and we are building that strategy as 

as list of proposed partners.
- I’ll let  speak about the next 3 workstreams.
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Speaker:

- 1,115 on the right at the bottom.  
- Above that a callout to Logos of parent companies that showcases the handle 

clusters. 
- Showcase that we are dependent on hitting parent company goals.
- Possibly have the % that are coming from conglomerates vs single handle accounts 
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Speakers: 
Creator M10N, 1min+, support operation for PGC -> grow non-UGC videos
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The algo team’s mission is to continue to bring the best forU page experience to our users 
and inspire users to share their creative ideas. We are also supporting all product 
innovations. Among all the work ongoing, we think there are 3 work streams that are most 
critical for US growth, especially for growth among L45 growth.

First, it is new user feed optimization. New user feed leaves the first impression for TikTok 
users and largely decides whether a newly acquired user want to use TikTok in the long 
run. In the last half, we resolve multiple feed quality issues in new user feed, and decrease 
the unwanted content ratio from 10% to 5%; we also discover the impact of login 
experience to new user retention rate and work with partner team on investigation and 
improvement. In the next half, new user feed is still a key workstream and we are aiming for 
2% retention gain and 3% staytime gain.

Besides, we will keep diversifying US content ecosystem. This is a large workstream for 
US in the last half. Long video staytime ratio increases by +10% from 20% to 30%, and 
lipsync ratio drops from 12% to 5%. Besides, we see growth in verticals including 
entertainment culture and social. We also come up with a metrics called bpscore, brand 
perception score, to measure the content ecosystem perception from a non-user 
perspective. The metrics is improved continuously over the last 6 months.

Finally, it is continuous model and ML technology improvement. It is the foundation of 
delivering relevant and inspiring user experiences and the foundation of all product 
innovation. We are aiming to build the most advanced recommendation system in the 
world. To do that, we first need to keep improving engineering excellence and make the 
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system robust. This is critical considering multiple 2% styatime or 1% retention fixes happen 
in the last few months. Finally, we will continue adopting the most advanced technologies to 
tackle different challenges. 
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Speaker
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Speaker: *establish TT as a useful content - #2, #1; also note that #3 and #4 also 
are achieved by PGC taskforce 
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