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Abstract. With the significant improvement of digital media coverage, the 
self-media industry has evolved from a single platform to a multi-platform 
ecology. Cross-platform differentiated operation has become the key to 
improving communication efficiency and user contact effect. However, 
there is still widespread homogeneity of content and low platform strategy 
matching, and the differences in customer group positioning and streaming 
methods of different self-media have also increased significantly. However, 
in the past, the research on cross-media operation only focused on the IP 
operation of the same product or role. Therefore, this article is intended to 
explore the differences in the adaptability of different attribute platforms to 
the same bloggers, in which dimensions the differences in the same bloggers' 
operation and communication strategies on different platforms can be 
reflected, and how to formulate optimization strategies to adapt to dual 
platforms or multi-platforms to improve the overall user reach. This study is 
mainly qualitative, supplemented by quantitative, statistically analyzes 
multiple cases of different platforms, and adopts the theory of integrated 
marketing communication. This article will adopt the content analysis 
method and the case analysis method. The result of this study is the 
difference in the traffic distribution mechanism of the self-media platform. 

1 Introduction 
In recent years, with the development of the Internet, self-media has gradually emerged. Its 
rapid communication mode and strong interactivity are the advantages that other media 
carriers cannot ignore. Therefore, more and more enterprises are using self-media in 
marketing. For food self-media marketing, the macro environment is the primary condition 
for food self-media marketing. The economic growth trend of today's society provides 
economic guarantee for the development of food self-media marketing, and the 
popularization of food awareness of Internet technology has been broadened. Young netizens 
(20-39) account for 31.7%, which is relatively important. Therefore, the number of audiences 
covered is affected by it, and the content reaches the target audience better in this range. 
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Information transmission is more effective, the pace of exposure is fast, and the content is 
fast from release to reaching the audience. Information transmission is more effective, the 
pace of exposure is fast, and the content is fast from release to reaching the audience. This 
article uses the method of literature analysis to find and read relevant materials and literature. 
The advantage of this method is that it can analyze the case analysis well, choose a typical 
platform as the research object, and analyze the operation logic of the platform through multi-
dimensional disassembly and comparison. The research follows the path of "case selection - 
data collection - dimensional analysis - conclusion distillation", and analysis the 
characteristics and differences of each platform mechanism from the four dimensions of 
traffic distribution mechanism, user interaction mode, business value realization, content 
production and platform adaptation by combining single-case in-depth analysis and multi-
case comparison. This article takes food self-media accounts as an example to study the 
cross-platform self-media operation and communication strategy and user contact effect as 
the main research content. Data collection relies on the platform's public data, industry 
reports, academic documents and media reports to ensure the credibility of research, which 
is conducive to the progress of research. 

2 Literature review  
Judging from the operation mode of personalized recommendation platforms, the 
domestication and streaming methods of different self-media platforms are significantly 
different. For example, the study found that different platforms use different content 
generation and recommendation networks. TikTok centralized traffic pool, more than 80% 
of which gives more than 10,000 fans, while Xiaohongshu is biased towards decentralization 
and search-driven, and 50% of the traffic is for amateurs under 1,000 fans [1]. The 
differentiated platform operation mechanism leads to different operation strategies for the 
same account.  

From the perspective of short video communication strategy and operation, based on the 
different characteristics of different production subjects, resulting in the differentiation of 
realization methods, the diversification of short video types provides the feasibility for 
enterprises to implementFor example, the same beauty brand launched three forms of plot 
short videos, evaluation short videos and live streaming on TikTok at the same time, with a 
total exposure of 120 million in 30 days. The brand only focuses on evaluation and pseudo-
daily notes in Xiaohongshu, with a total exposure of 32 million in 30 days diversified 
marketing [2]. 

From the perspective of cross-platform contact effect of different users, the platform 
adopts differentiated content distribution in terms of geographical and cultural preferences to 
achieve the contact effect of different users [3]. Therefore, the cross-media operation of the 
same account should also fully consider the algorithm bias at the platform content level to 
improve the reach effect. 

It can be seen from the current literature that the current research has many levels such as 
algorithm domestication and international dissemination. However, most of the existing 
research focuses on a single platform or specific cases, and lacks systematic analysis of cross-
platform. Therefore, this study is not limited to a single platform, but to study the differences 
in customer group positioning and streaming methods of different self-media. Compared with 
previous research perspectives, it is more innovative, and traditional research achieves 
differentiated positioning from a cross-media perspective. cooperative operations, 
communication differences under different cultures and other issues. 

There are significant differences in algorithm logic, user preferences and content ecology 
between different short video platforms. The operation of the short video platform is 
conducive to expanding communication channels, expanding the audience, and improving 
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the communication effect. More and more social science academic journals have opened and 
operated short video platforms, but the overall effect is uneven, and they face problems in 
driving force, attractiveness, authority, interactivity, cohesion, synergy and other aspects [4]. 

The operation mode of a single platform cannot adapt to the diverse consumption habits 
of users. The traditional service operation model can no longer adapt to rapid environmental 
changes. In 2020, the COVID-19 pandemic suddenly broke out, and the offline contact 
channels for customers narrowed. There were a large number of "unwilling to answer the 
phone, not like to read text messages, and not wanting to go to the store" and "channel lost" 
customers, and it was difficult to carry out marketing services [5]. 

The market power of digital content platforms comes not only from the natural market 
barriers built by economies of scale, bilateral markets, network effects and user stickiness in 
the platform ecosystem, but also from the market entry barriers formed by the differentiated 
attributes of content products and the accumulation of massive Digital content platforms may 
impose unfair treatment on upstream copyright parties or creators, sub-authorization 
restrictions on midstream competitors, and impose various usage restrictions on downstream 
copyright users or end consumers. Therefore, the overall regulatory concept of digital content 
ecological supervision should be introduced, combined with the application scenario of 
copyright elements to expand the existing types of abuse behavior, and refine the analysis 
dimension of competitive damage according to the product differentiation theory. Copyrights 
[6]. 

With the popularization of mobile short video technology, the development of 
"publishing + short video" has become the focus of attention in the current publishing 
industry. Through an empirical study on the dissemination of short videos of publishing 
institutions with the TikTok account of publishing institutions as the research object, the 
analysis found that the development of short videos of publishing institutions is generally 
still in the exploration stage, and the quality and effect of short video dissemination need to 
be improved. In the future, institutions should clarify the strategic goals of short videos, 
establish differentiated style positioning, and build a professional production team on the 
basis of learning from the innovative communication strategy of new media [7]. 

TikTok and Xiaohongshu require self-media to adopt differentiated content distribution 
strategies. The excessive use of algorithm technology in new media causes users to be trapped. 
"Information cocoon" is one of the focuses of recent network user behavior research. By 
studying the power mechanism of network group polarization in the new media environment, 
it can provide reference for the government to control online public opinion [8]. 

3 Case analysis 

3.1 Case selection and data collection 

This study selected three self-media accounts for typical case analysis: Guangdong authentic 
food, Jinger food, and Xiaoa food. The selection is based on: it is typical and adaptable to the 
research theme. At the same time, it is laid out on the dual platforms of TikTok and 
Xiaohongshu. The account operation time is long, and the data is complete and coherent; it 
is a self-media account, without binding brands, companies and artists to divert, and the 
traffic data is independent and has reference value; the traffic base is large and the operation 
time is long, shaking Yin has a fan base of about one million to avoid trial operation and 
chance; Xiaoa Gourmet has significant differences in the operation content and traffic data 
on the dual platform, which is convenient for analysis and comparison conclusions. 

In terms of data collection, the main collection types include account content, such as title 
type, cover, content form, duration and topic tags and playback volume, likes, collection, 
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comments, forwarding and changes in the number of fans and other account traffic, account 
release content frequency and release time, update rhythm, interaction with fans and reply 
frequency, account realization form, whether there are commercial advertisements, live 
broadcasts or window products. 

By comparing the number of likes, favorites and comments on the two platforms, the 
difference in platform traffic can be intuitively reflected. You can analyze whether the 
account content and account operation are suitable for the platform in combination with the 
traffic difference. 

You can compare and analyze the number of comments and content of the two platforms 
to analyze the different interaction habits of users of the two platforms. Through the analysis 
of the account response rate, change the investment focus of the account on the two platforms. 

Compare the difference between the number of posts and comment replies between the 
two platforms, analyze the focus of the operation investment of the two platforms, and 
compare the content form and duration. Through the above comparison, the cross-platform 
operation logic of the account is derived. 

Analyze the number of commercial content of the two platforms, such as the number of 
advertising and delivery, analyze the strength of the commercial realization capacity of the 
two platforms. Analyze consumer attitudes through liking and commenting content, and 
summarize whether the platform and account content are suitable for commercial realization. 

3.2 In-depth analysis of single case and comparative analysis of multiple 
cases 

In-depth analysis of the single case selection account "Guangdong Authentic Food". This 
account has 1.523 million followers on TikTok and 240,000 followers on Xiaohongshu. The 
number of TikTok fans is about 6.3 times that of Xiaohongshu, and the number of content 
published by the TikTok account is more than ten times that of Xiaohongshu. The total 
number of TikTok interactions of this account is about 20.6 times that of Xiaohongshu. 
Through the statistics of the top and the most popular content, it can be concluded that on the 
TikTok platform, the number of likes of popular works is about 50,000, while the number of 
likes of works with exactly the same content is less than 100 in Xiaohongshu, which is 
disproportionate to the number of fans on the two platforms. It proves that the track of 
introducing Guangdong traditional cuisine to the account to strengthen the sense of cultural 
identity through ingredients and processes is more suitable for the TikTok user group. From 
this, we can summarize the reason for the success of this account in TikTok: in terms of 
operation, resources tend to TikTok, large investment, fast content release frequency, and 
more interaction with fans; the form of publication content is adapted to TikTok, only short 
videos are released, the average duration of the video is about one minute, the duration of the 
popular video is one minute, and the visual effect of the video Strong impact [9]; studying 
the needs of TikTok users to facilitate user browsing and adapt to user habits. 

Multi-case analysis combines the accounts "Jinger Gourmet" and "Xiaoa Gourmet". 
Through comparative analysis, it can be found that "Guangdong Authentic Gourmet" and 
"Xiaoa Gourmet" both take TikTok as the dominant platform. The operating resources are 
greatly tilted to TikTok and excessive concentration on a single platform will lead to waste 
the potential of another platform. However, the performance of the two accounts of "Xiaoa 
Food" in Xiaohongshu is extremely poor. The content adaptation strategy of the two accounts 
in Xiaohongshu is different. "Guangdong Authentic Food" adopts a homogeneous operation 
strategy. Xiaohongshu publishes the same content as TikTok, but the frequency is low; 
"Xiaoa Food" intersperses landscape guidance while updating food content. The vertical field 
is not clear. Jing'er Food is the only account with successful cross-platform operation, and 
the traffic performance of Xiaohongshu is similar to that of TikTok. 
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In summary, it can be obtained that the traffic distribution mechanism of Xiaohongshu 
and TikTok is very different from user habits. The copy of the account operation strategy that 
has been successful in TikTok cannot be adapted to the Xiaohongshu platform. It needs to be 
personalized according to the account content: the content should be adjusted into a mixed 
form of pictures and text + short videos, the cover design should be more exquisite, and the 
title should be biased towards store exploration, grass planting or tutorial form to make 
differentiated optimization and increase practical content that is different from TikTok. For 
example, the detailed seasoning ratio and step time of the cooking process; add interactive 
guidance to the user's habits, such as answering questions in practice, to meet the needs of 
users' collection and learning, and strengthen the stickiness of fans to form a virtuous cycle; 
in cross-platform coordination, it can form a direct cashing of Xiaohongshu after planting 
grass or TikTok cashing after Xiaohongshu planting grass. Cooperation should not only be a 
content distribution channel, but also participate in the commercial closed loop. Xiaohongshu 
has higher requirements for content verticality. Mixing content in different fields will lead to 
sluggish traffic. Clear vertical positioning is the key to the success of cross-platform 
operation. 

4 Discussion 
Based on the analysis of different dimensions of data traffic distribution mechanisms: 
Research shows that the traffic allocation methods of Xiaohongshu and Douyin platforms are 
quite different. Xiaohongshu's traffic mechanism is based on the combination of the 
discovery page and the CES scoring system, while Douyin mainly uses personalized 
algorithm recommendations and decentralized distribution mechanisms. Therefore, when 
operating the same account across platforms, it is necessary to fully consider the unique 
traffic distribution mechanisms of each platform to meet the specific needs of each platform 
[10]. 

Analysis based on different user interaction methods dimension：exactly the same. The 
main user group of Xiaohongshu consists of young women in first and second-tier cities so 
the user base values quality of life and has a strong ability to pay. Douyin has a larger user 
base and covers people of all ages, but is more price-sensitive and focuses on the general 
entertainment field. Therefore, when conducting cross-platform operations for the same 
account, it is necessary to fully consider the user characteristics of each platform and adopt 
different forms of posting and content with more specific orientations [11]. 

Analysis based on the dimension of achieving commercial value：Regarding how food-
related self-media accounts can achieve profitability through operation. Comparatively 
analyze and summarize the different monetization methods of food-related accounts on 
Douyin and Xiaohongshu in terms of live-streaming sales and advertising cooperation. Study 
how to create high-quality content while achieving commercial gains under the rules of 
different platforms, clarify the impact of commercial value realization on long-term cross-
platform operation, and find more stable, effective, and convenient ways for monetization 
and long-term cooperative operation. 

Analysis based on the dimensions of content production and platform adaptation： The 
content generation logic, presentation forms and styles of food-related self-media on various 
platforms. Compare the differences in content creation, expression style, topic selection, and 
communication methods between Douyin and Xiaohongshu in terms of their operational 
strategies. Exploring the various strategies generated by the content and their compatibility 
with different platforms, as well as the impact of different content strategies on the reach of 
the users. 
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5 Conclusion 
The results of this study show that there are significant differences in the traffic allocation 
mechanisms of various self-media platforms. This further leads to the conclusion that the 
traffic allocation mechanism of Xiaohongshu mainly combines page traffic and the CES 
scoring mechanism, while Douyin places greater emphasis on personalized algorithm 
recommendations and centralized distribution mechanisms. This research focused on the 
food-related self-media accounts on Xiaohongshu and Douyin as the research subjects. It 
mainly conducted an investigation from four major dimensions: the distribution mechanism 
of traffic, the interaction methods of users, the realization of commercial value, and the 
production of content and its adaptation to the platform. The user groups and platform 
functions are different. Xiaohongshu mainly attracts users who value quality of life and have 
strong payment capabilities, while Douyin focuses on people of all age groups. In terms of 
commercial value, Douyin focuses on live-streaming for product promotion, emphasizing 
real-time conversion. While Xiaohongshu places more emphasis on advertising partnerships, 
focusing on product recommendations. In terms of content production and platform 
adaptation, Xiaohongshu mainly focuses on practical product recommendations, while 
Douyin tends to attract attention through entertainment. 

Cross-platform accounts should adjust their content streaming methods flexibly 
according to the above platform characteristics to adapt to the platform features. This research 
provides many valuable references for future studies in this direction, mainly influencing the 
content of cross-platform creation. Future research should focus more on in-depth studies in 
different fields or multi-platform integration research. 
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