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Abstract:

There have been increasing concerns over the impact of
personalized recommendations on people’s behavior since
many social media platforms used by modern people
have such algorithms. Notably, influences on people’s
purchasing behavior are usually analyzed to provide
useful implications for both consumers and companies.
This article investigates the impact of personalized
recommendations on TikTok on people’s purchasing
decisions. A primary research method, a survey, is
used to gather people’s opinions toward personalized
recommendations. It reveals that people of different
age groups respond differently toward personalized
recommendations but it is certain that the recommendation
system on TikTok has an impact on people regarding their
purchasing decision.

Keywords: personalized recommendation, impact, pur-
chasing decision

1 Introduction

1.1 Context

context to study how personalized recommendations
differ from non-personalized recommendations and
how they affect consumer behavior.

As a result, a research question “To what extent does

In 2023, TikTok adapted its recommendation algo-
rithm in response to the European Union’s Digital
Services Act (DSA) [1]. Users are now given the
option to turn off personalized content recommenda-
tions. For TikTok, this means altering how it collects
and utilizes user data to generate content sugges-
tions, thus allowing users more autonomy in their
content experience without the influence of targeted
algorithms. This recent situation provides a unique

1

personalized recommendation on TikTok affect peo-
ple’s decision-making in purchasing products and
services” is designed, and would then be attempted
to answer by analyzing the general public’s opinion
toward it and the reasons behind people’s trust and
distrust toward it.

1.2 Definition of Key Terminology
The main terminology in the research question that
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requires a more specific definition is “personalized rec-
ommendation” and, more specifically, the “personalized
recommendation function on TikTok.” According to Tik-
Tok’s official website, its personalized recommendation
system, which powers the “For you” feed, ranks videos
mainly based on three factors, which are user interaction,
such as likes, shares, comments, and follows; video details
like sounds, background music and hashtags; and device
settings, mainly users’ language preference, country [2].
In addition, the system adjusts recommendations as users
interact with content, ensuring each feed is unique. It also
works to introduce diverse content to avoid repetitive
patterns and filter bubbles. New users start with broad
categories or popular videos, refining recommendations
through their interactions.

1.3 Rationale

There are three main reasons why this investigation is
chosen to be conducted.

Firstly, it is considered that the idea of this investigation
starts from people’s personal experiences and is practical
for understanding consumer behaviour. Most people have
the experience of influencing by personalized recommen-
dations to make purchasing decisions. For example, we
often buy certain products based on the influencers we
like or watch live-streaming commerce. So, this investiga-
tion is considered relevant to people’s daily lives and ex-
periences. Investigating how users’ purchasing desires and
actual buying behaviour are affected by TikTok’s person-
alized recommendation mechanism can provide insights
into modern consumer behaviour.

Secondly, the research is considered relatively easy to
conduct first-hand research. Many people would also
have a say in this due to the commonness of the problem
in modern society. As a result, it would be suitable to
form first-hand research such as surveys, focused group
research, and interviews to know the general public’s
opinions and attitudes toward personalized recommenda-
tions. The first-hand research will be valuable backup in-
formation that can be used to supplement the second-hand
resources being searched.

Thirdly, this investigation would be helpful with further
study on related fields. It is believed that this investigation
can also provide useful insights for further study on other
fields related to Behaviour Economics, such as improv-
ing marketing strategies for TikTok, which is a business
management focus, or exploring more about the advanced
recommendation algorithm in machine learning, which
contribute s to a broader field of technology and data sci-
ence.

1.4 Thesis Statement and Structure Overview
This study focuses on investigating how TikTok’s person-

alized recommendation system affects users’ purchasing
and buying behaviour. The main hypothesis is that person-
alized recommendations on TikTok will increase people’s
purchasing desire and lead to more impulse purchases.
However, this sign of increase might also differ from nu-
merous demographic traits as people’s purchasing ability
is often affected by factors such as age, gender, and occu-
pation.

The next section, which is section 2, will provide a lit-
erature review of the existing research in this field, an
evaluation of the limitations of these studies, and how it is
planned to improve these problems. The subsequent sec-
tion is used to explain the experiment carried out to gather
first-hand data and the results of the experiment. Then in
section 4, the collected data are carefully analysed, along
with the occurring limitations and evaluation of the ex-
periment method. The final section offers a synthesis of
findings, the conclusion, and their implications for future
research in the field of behaviour economics.

2 Literature Review

2.1 Existing Research in this Field

Based on the literature being read through, it is found that
the existing research on the topic chosen, which is the
impact of personalized recommendations on consumer
behavior spans various disciplines, and mostly, it comes
down to the field of behavioral economics and consumer
psychology.

Basically, these studies mainly focus on investigating the
personal recommendation functions on E-commerce and
Social Media platforms. The reason for this is that person-
alized recommendation functions are mostly seen on these
platforms and it is true that these platforms are where
people get into contact and are influenced by the functions
most. All the academic articles being read suggested that
these recommendations help tailor the shopping experi-
ence to individual preferences to some extent and also
increase the likelihood of purchases and enhance overall
consumer satisfaction [3].

There is an overall trend in personalized marketing, which
is shown by the existing research and literature in this
area. Studies highlight the trends in personalized market-
ing, noting a significant increase in the use of data-driven
strategies to tailor recommendations. This approach has
been shown to improve customer engagement and loyalty
[4].

Additionally, the literature being read through reflects a
relative consistency in conclusions. Specifically, empir-
ical studies have commonly confirmed that personalized
recommendations lead to a higher desire for customers to
purchase and a higher purchase rate for the overall prod-
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ucts. These existing studies also show a trend of employ-
ing methods such as data analysis from online platforms,
user surveys, and behavioural tracking and observation
to understand how personalized content drives consumer
actions [5].

Some of the academic papers being read also evaluate the
effect of personalized recommendation from a more psy-
chological perspective. Studies conclude that personalized
recommendations leverage cognitive biases and heuristics.
The reason for that is that personalized recommendations
make use of familiarity and relevance to capture consumer
attention and foster a sense of personal connection to the
recommended products, which enhances purchasing be-
haviour [6].

2.2 Possible Limitations of these Studies

A further evaluation of the limitations that appeared in
these studies will be given in the company of a specific
one, which is called The Impact of Personalized Recom-
mendations on Consumer Purchase Decisions on TikTok
— A Case Study of College Students. This study aims to
investigate how personalized recommendations on TikTok
influence college students’ purchasing decisions and the
mechanisms behind this influence. However, it is found
that several potential research gaps could be addressed in
future studies to enhance the understanding of this phe-
nomenon.

Firstly, it is discovered that this study focuses solely on
college students. Future research should include a more
diverse demographic sample. For instance, it can include
people in different age groups, people with different occu-
pations, and people who are living in different geograph-
ical locations to understand if the impact of personalized
recommendations varies across different segments of the
population.

In addition, this study is centered on TikTok and men-
tioned little about other common social media platforms.
However, comparing the effectiveness of personalized
recommendations across different social media such as
Facebook, Instagram, and Twitter or other common social
media used by the Chinese such as WeChat, Taobao, etc.
can provide a broader understanding of how platform-spe-
cific features and user interfaces impact consumer behav-
ior.

It does not specify the types of products that are recom-
mended by TikTok based on the viewers’ personalized
preferences. However, examining how personalized rec-
ommendations affect different product categories can also
provide insights into whether certain types of products are
more likely to benefit from personalization. For example,
people might be more willing to make purchasing deci-
sions when they are recommended with less expensive

goods compared to luxuries. This would be helpful for
marketers to adjust their strategies based on the products’
nature.

Lastly, these studies mainly focus on the positive out-
comes of personalized recommendations. However, future
research should also try to consider the impact of negative
experiences with personalized recommendations in order
to balance the arguments and provide multiple perspec-
tives to think about. For example, it might be possible
to talk about irrelevant or intrusive suggestions and how
these affect overall consumer trust and engagement.

2.3 Improvements

Firstly, as it is decided to use a survey as the first-hand
research method, the population group being investigated
will not limited to only college students, instead, the par-
ticipants’” age range will be asked in the preposition part.
This ensures that age can be used as an affecting factor
when evaluating the participants’ purchasing behavior.
Additionally, TikTok is still going to be the primary
source of information and data, but studies on other sim-
ilar social platforms, such as Amazon, Netflix, etc. will
also be looked at. This ensures that the study is not biased
and that a more comprehensive perspective on the prob-
lem can be developed.

And lastly, instead of only focusing on the positive effect
of personalized recommendations, the arguments will be
balanced by also researching the potential negative effect
of this function. This could make the argument more com-
prehensive. Also, the term “product” would be carefully
avoided to cease generalizing the things people purchase.
Instead, different types of products will be specified and
see if people’s purchasing decisions vary because the
products they are being recommended have different price
levels and different quality concerns, etc.

3 Experiment and Data Collect

3.1 Methodology

A mixed-methods approach is employed in this investi-
gation, combining an online survey with questions. This
design allows for a more holistic perspective and address
effectively the question of our research. In the ques-
tionnaire, the participants will first be presented with a
clarification that declares that their personal views on the
impact of TikTok’s personalized recommendation on their
purchasing behavior will be collected, and their answers
will only be used as primary data to complete a research
paper.

To be more specific, data collection was conducted using
an online survey platform between June 29" and July 1%
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2024. A total of 474 participants effectively submitted
their answers. The survey consisted of 19 questions cover-
ing demographic information and specific issues related to
the research topic.

3.2 Design of the Questions

To collect as much information as required, the survey is
decided to consist of a variety of different types of ques-
tions, which are listed below:

1. Basic demographic information (age, gender, employ-
ment status)

2. Basic conceptual information (concept of personalized
recommendation)

3. Use of TikTok (frequency, purchasing behaviour)

4. Use of other social media

5. People’s attitude toward personalized recommendation
(frequency, impact on purchasing habits, trust and dis-
trust)

the questions included in the survey were first designed
based on previously read academic articles and the main
focus of the research then a built-in test (BIT) was con-
ducted between the group members to see if the logic and
rationality of the questions were reasonable, also to see
if the options can cover different thoughts people usually
have. After the problems that occur in the BIT are fixed,
the formal survey is distributed online to gather sufficient
data, and a time limit of seven days is set to provide us
with time to fully process and analyze the data afterward
with convenience.

4 Data Analysis

this section from 7 dimensions, which are “TikTok users’
portrait”, “cognition and use of personalized recommen-
dation”, “the impact of personalized recommendations on
purchasing behavior”, “purchase behavior and satisfac-

trust and distrust factors”, “other social platforms

tiOﬂ", 113
7 “gender and occupation distribu-

and shopping habits”,
tion”.
4.1.1 TikTok Users’ Portrait

From Figure 1 below, it can be seen that most participants
who filled out the survey were 18 years old and below,
accounting for about 60%, followed by users in the 45-54
age group, accounting for about 15%. In terms of frequen-
cy of use, most of the samples use TikTok multiple times
a day which might give us the prerequisite explaining why
people’s purchasing behaviors can be affected by person-
alized recommendations. They would spend a very long
time on TikTok, which means they have higher chances
of being exposed to personalized recommendations. In
addition, the algorithms operating behind such platforms
often become more accurate as people spend more time
browsing, increasing the adaptability of personalized
recommendations. However, users who never use TikTok
also account for a relatively high proportion, reaching
25.53%. Suggesting that our research might not be that ac-
curate since the majority of the samples do not even have
the chance to experience personalized recommendations,
let alone change their purchasing behavior accordingly.
This result is probably affected by the people who take the
surveys, as according to source analysis, are mostly our
fellow students or our parents, who seem not to be main-
stream TikTok users.

4.1 Analysis

The data achieved from the survey results are analyzed in
A-16mdbelow (IBBBLT) B | — Giidad A Muttiple times a day (—XASX) 141 | — 29.75%
C.2534 u e . B. Once a day (—X—X) a1 m 654%
D.3544 4 = 207% C. Less than seven times a week (—EA-CIRBIA) 6 = 7.59%
E.45-54 69 - 14.56%

D. Rarely (iR2%) 145 30.59%

F.55-64 1 1.9%
. 85 and above BSRELE) " 232% E. Never (A7) 121 | - 25.53%

Figure 1 TikTok Users’ Portrait

4.1.2 Cognition and Use of Personalized Recommenda-
tion

As shown in Figure 2 below, more than half of the par-
ticipants (about 63.71%) were aware of the concept of
personalized recommendation. In addition, personalized
recommendation is highly recognized on TikTok, with
about 64.56% of participants aware of its existence. How-
ever, most participants (about 35.65%) never interact with
personalized recommendations.

So, it can be seen that our samples are self-aware of the
concept of personalized recommendation and its presence
on TikTok. What is important is that this shows that they
are self-conscious that their behaviors are being affected
by personalized recommendations to some extent. Being
aware that personalized recommendations might mean
that our samples have already formed certain kinds of per-
spectives (biased or not) toward the function, which might
result in some later answers with a stronger tendency.
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A Yes (55H) 302  — 63T1% A Yes (%03} 306 EE—— 64.56%
. Mo (Fo0m) 172 | — anz0m 5. No R 160 — as.aas
A, Always (28) G2 L 13.08%
B. Often (2% 65 == 13.71%
C. Sometimes (11§9) 78 = 16.46%
D. Rarely ({02 100 . 21.1%
E. Never (RF) 160 . 35.65%

Figure 2 Cognition and Use of Personalized Recommendation

4.1.3 The Impact of Personalized Recommendations on
Purchasing Behavior

Figure 3 below shows that the majority of participants
(about 50.21%) are neutral about the impact of person-
alized recommendations on their purchasing behavior. A
considerable proportion of participants (about 28.06%) be-

lieve that TikTok’s personalized recommendation does not
affect their purchasing behavior. There are also 36.08%
of users who never make purchases because of TikTok’s
personalized recommendations. This again suggests that
the impact of personalized recommendations on people’s
purchasing habits might not be as big as we previously
assumed.

A Strongly agree (FHER EIH) 50 mm 10.55%
B. Agree (B8} g5 = 17.93%
C. Neutral (P1I) 238 I 50.21%
D. Disagree (T-E1H) 45 W 9.7%
E. Strongly disagres ({E%8 T EE) 5 W 11.6%
A Very frequently (FE555%E) 2 = 5.91%
B. Frequently (55%5) 33 = 6.96%
C. Occasionally (FET) 115 - 24.26%
D. Rarely (2 127 - 26.79%
E. Newver (M.F) 171 36.08%

Figure 3 The Impact of Personalized Recommendations on Purchasing Behaviour

4.1.4 Purchase Behavior and Satisfaction

From Figure 4 below, it can be seen that the majority of
participants (about 46.62%) spend less than 100 yuan
per month on online shopping given that there is a large
proportion of people under 18 who are not fully economi-

cally independent. 24.47% of participants never buy any-
thing based on TikTok’s personalized recommendations.
47.89% of participants hold a neutral attitude toward
products purchased through TikTok’s personalized recom-
mendation.
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A Less than 100 AMB (<+F100T) 221 I 46.62%
B. 100 RMB-500 RMB (1007%-5007) 120 - 25.32%
C. 500 AMB-1000 AMB (5003%-10007T) 56 mm 11.81%
D. More than 1000 RMB (& 10003t 7 == 18.24%
A_ Very satisfied HER ) 37 = 7.81%

B. Satisfied () 57 mm 12.03%
C. Neutral (5P1I) 227 47.89%
D. Dissatisfied (T ) 20 = 6.12%

E. Very dissatisfied {EXTEE) 8 |1 1.69%

rcommenditons (EEREN I M LB IIERSD O = 2447%

Figure 4 Purchase Behaviour and Satisfaction

4.1.5 Trust and Distrust Factors

And now in figure 5, participants are encouraged to come
up with reasons why they trust or distrust TikTok’s per-
sonalized recommendations.

60.55% of participants hold a neutral attitude toward Tik-
Tok’s personalized recommendations. The biggest distrust
factor was “fear of personal data being tracked and ana-
lyzed” (34.39%), and 28.06% of participants also believed
that “TikTok’s recommended content shows bias or a nar-
row perspective”. People generally express their worries
about privacy problems that come hand and hand with
personalized recommendations. In addition, people’s dis-

trust in TikTok’s recommendations varies more compared
to the reasons for their trust.

To further explain why data privacy issues have become
people’s major factor of distrust in TikTok, evidence is
found to show that TikTok is reported to be collecting an
excessive amount of private information from its users
[7]. Additionally, people have the inclination to avoid
losses over acquiring an equivalent number of gains. This
suggests that people might be invoked with stronger re-
sistance toward using TikTok due to the potential leakage
of personal information and privacy they might face. This
leads to an increase in the distrust of TikTok, which caus-
es these losses [8].
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A Completely trust (58S I81E) 33 = 6.96%
B. Mostly trust (384 1EHE) 4 = 9.7%
C. Neutral (P 1I) 2B — 60.55%
D. Mostly distrust (38 3:T-018) 49 m 10.34%
E. Completely distrust (821818 50 = 12.45%

A. The thought of my data being tracked and analyzed without my

consent makes me uneasy and distrustful of the

recommendations. (—MHRMREERSAFENWR Fimy 163 W— 34.39%
o, BEMBITZHNTETIERT)

B. | feel that the recommendations often show a biased or narrow

perspective, making me question the faimess and inclusivity of

the algorithm. (BR BB FEE ML BARRRNMM, x 12— 23.83%
UBFRNENLATHOaEY)

C. The way TikTok seems to push certain trends or products feels

manipulative, making me skeptical about the true intentions

behind the recommendations. (B FEM N RLBBT =R, 133 - 28.06%
BREBALBA-RBRUNERE, JUBRYNRERFNSHNTEER

FETHR)

D. The varying quality of content suggested to me raises doubts

about the effectiveness and reliability of TikTok's recommendation

system. IBREABOASERSERS, RitBYCHNFE 56 - 18.14%
ROOH R ML~ T HF50)

E. The emphasis on sponsored or promotional content over

organic videos suggests that TikTok's recommendations might be

more about profit than user preference. (tLE2FHL05, BWBuH 50 mm 12.45%
FEAWERMEEEAT, ZUERASAENRTTRESBR L

FHO%E, BHERAPRLYT

F. The highly engaging nature of the recommendations feels

designed to keep me hooked, which makes me wary of its impact

on my time and attention. (RFMMMM3 AL KBRENTiLR 4 ™ 9.7%
WEMRIHY, RULBRBENRONENTRNNEMW)

G. The tendency to repeatedly show similar types of content
makes me doubt the diversity and novelty of TikTok's

recommendation system. (ISR TIEMANABOWSILt Ry 5 2™ 11.6%
FIR T AR B 1A FORTINE 7 4 R0
H. | never use TikTok (¥;2% (Efid 4 #) 97 Em 20.46%

I. | have other things | want to add (MU _EiR4E, RTHMWIR

17 0 A
) 3.59%

Figure 5 Trust and Distrust Factors

4.1.6 Other Social Platforms and Shopping Habits the samples. They are more commonly used apps outside
China, which means that the samples focused more on
domestic applications. Most participants (about 42.19%)
believe that TikTok’s personalized recommendation has
not changed their overall shopping habits.

As shown in figure 6, WeChat is the most commonly used
social platform with personalized recommendation func-
tions after TikTok, accounting for about 69.41%. Howev-
er, it can be seen that options I to L are seldom chosen by
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A. WeChat (R{E) 320 I 69.41%
B. Kwai (RF) 210 I 46.2%
C. Sina Weibo (BT R 1S) 64 = 13.5%
D. Taobao (HE) 180 EE— 39.87%
E. JD (%) 120 27.22%
F. Zhihu (}1F) 20 = 6.12%
G. Little Red Book (1\145) 138 - 20.11%
H. Douban () 16 B 3.38%
I. Amnazon (1E S T I 1.48%
J. Google (&) 25 = 5.27%
K. Netflix (% 7E) 5 |1 1.05%
L. Spotify (M%) ] I 1.69%
M. Other (please specify) (BB, H AR 28 = 591%

Women accounted for ne

Figure 6 Other Social Platforms and Shopping Habits
4.1.7 Gender and Occupation Distribution

arly half of the participants. In

Figure 7, most of the participants were high school stu-
dents, accounting for about 48.95%.
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A Male (1) 152 . 32.07%
B. Female (1) 230 48.52%
C. Non-binary [{E = 8l) 20 &® 4.22%
D. | prefer not to say (BFR5ERE) 72 =m 15.18%
A. elamentary school students (Jv484) a9 | 1.9%
B. junior school student (#]h4E) 2 0.42%
C. high school student (B 5%) 232 I 48.95%
D. university student, including junior college, undergraduate, o | 540%
graduate, etc. (R3BE, BETH, FH, BIRES)
i:kl;l&t;t:;dﬂe}ntwpﬂmDublm institutions/civil servants (E{E/ % | m 4558
F. private/foreign enterprises (B /L &/ 5 @) 4 m 9.28%
G. professional technicians, such as doctors, teachers, lawyers, 24 ® 5.08%
etc. (FERAR, MES, HNH, ®EN
H. shopping/catering/transportation service stafl (5 H/M LR 2 0.42%
MR TEAR)
I. workshop/manufaciuring/productive enterprise staff (5 i)/ 8 s ' 1.97%
WPl TEAR)
J. self-employed/private business owners (78678 8 Bk ) 3 I 0.63%
K. Workers engage_d in agricultur, animal husbandry, and fishery 3 | 0.63%
(AL 0 i e iy 9 R )
L. Freelance work (B BERL) B8 1 38%
M. Non-fixed time (F2EE L fE/SHRR) 6 | 1.27%
. | Prefer not to say (5 {ERR) 4 m B.65%
M. Other (please specify) (LR, AR MIREA) 9 0 4.01%

Figure 7 Gender and Occupation Distribution

5 Conclusion

5.1 Conclusion

In conclusion, TikTok’s personalized recommendation
function has had a certain impact on users’ purchase be-
havior and experience, but a considerable proportion of
participants still hold a neutral or negative attitude. In
addition, the biggest proportion of participants who filled

in the survey are high school students, which suggests that
this population group is considered to be largely affected
by TikTok. However, their purchasing power is under-
mined due to their absence from the stage of economic
freedom. Participants’ trust in personalized is scattered,
with some participants concerned about data privacy
issues, while others have doubts about the quality and
impartiality of recommended content. In the future, per-
sonalized recommendation algorithms should be further
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optimized, and certain policy decisions should be made to
improve users’ experience and gain users’ trust.

5.2 Policy Implication

Some policy implications can, therefore, be suggested to
TikTok for it eases its data privacy-related issues, which
are proven to be one of the biggest concerns of the general
public.

Firstly, TikTok should provide its users with more free-
dom and control over private information. For instance,
users should be given the option to opt out of functions
such as data sharing and delete private data at their wish.
To further transparentize the process, the company should
implement more trust transfer strategies, such as showcas-
ing endorsements from trusted third parties and security
certifications which might greatly help to enhance Tik-
Tok’s users’ trust in it. Nonetheless, TikTok should keep
strict compliance and adherence with relevant regulations
that monitor privacy issues, such as data laws like CCPA
and GDPR [9].

5.3 Strength

Based on existing research and experiments conducted in
this field, the biggest strength of the investigation is that
the research is not limited to one age group. Instead, the
responses to personalized recommendations from people
who are in different age groups with different occupations
are tried to observe. Additionally, the reasons behind peo-
ple’s trust and distrust toward TikTok and its personalized

recommendation system are also being observed, which
are not commonly seen in the existing research.

5.4 Limitation and Future Study

However, it is important to note that this investigation still
possesses weaknesses. Firstly, the samples are still not di-
verse enough because it is still hard for us to reach a larg-
er population regarding their age, occupation, and what
TikTok has impacted on them. Furthermore, this reason
caused our investigation to be slightly mismatched with
the previous studies done in this field since a lot of par-
ticipants fulfilling our survey suggest that they don’t even
use TikTok, so naturally, TikTok’s impact on them would
be small. Additionally, the experiment method we chose
also has its limitations, such as its difficulty in reaching a
representative sample of the population, its influence on
respondents’ behavior or attitude (mode effect), and cer-
tain nonresponse biases.

This investigation has provided future studies with data
foundation and some other research directions, but in the
future, the problems mentioned in the limitation part are
expected to be resolved to promote the accuracy of the
research.

Appendix

Appendix #1 - Survey Questions

Clarification (411}

complete a

arch paper.

be deemed to consen
Yyou can opt out at any

Survey for a Behavioral Economic Research (—T

AEFEREMBERE)

1. The purpose of this questionnaire is to collect people's views on the impact of TikTok's personalized
recommendations on purchasing behavior, the results of the survey will be used as primary data to

2. This questionnaire may involve you providing some personal information, if you begin to fillin, you will
ollection and processing of such personal information; If you do not agree,

3. We will not disclose your personal information to any third party without your prior consent.

AN

1, What is your age group?

A. 18 and below (18R LATF)
B. 18-24
C. 26-34
D. 36-44
E. 45-54
F. 55-64

G. 65 and above (65REAL)

10
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+2. How often do you use TikTok?

A. Multiple times a day (—RAZR)

8. Once a day (—F—R)

C. Less than seven times a week (—EPI-EXRIAPI)
D. Rarely (%"

E. Never (MF)

3. Do you know the concept of personalized recommendations?

According to University of Helsinki, Finland, personalized recommendation suggests user choices based on
their preferences and behaviors, enhancing engagement and satisfaction. This method tailors suggestions in
various domains like news, academic research, and online learning, providing a unique experience for each
user.

A. Yes (%0i8)

B. No (F40i8)

4. Da you know about the personalized recommendations on TikTok?

i { ? tEte? )
A, Yes (Ail)

B. No (F#1#)

5. How often do you interact with personalized recammendations on TikTok?

f 11 i 2 )
A Always (R:2)

B. Often (%)

C. Sometimes (&)

D. Rarely (82"

E. Never (M)

*B. Have personalized recommendations on TikTok influenced your purchasing decisions?

( i ; ; i i
A. Strongly agree (JEREH)

B. Agree ([F#)

C. Neutral (3Z)

D. Disagree (FEIH)

E. Strongly disagres ({E%FREIE)

+7. Which of the following aligns more with your opinion of i i TikTok?
{ i T it Ea A 2 0 1

A, | find personalized recommendations highly relevant and often discover new

products that | am in purchasing. (B iR, HEBREMEEN

WREHET )

B. The recommendations are relevant, and | occasionally find products that interest me.
(3N , # )

C. The recommendations are neither particularly relevant nor irrelevant. They don't
if influence my ing decisions. (FiAXKHHET . BFRRS

MMEX. BEMNHBEABNZAEENFA)

D. The recommendations are mostly ielevant, and | rarely find products that interest
me. (RINARBASEEXREN, AEREPERIBENEN™R)

E. The recommendations are completely irrelevant and do not influence my purchasing
behavior. (RINHIRERFRERXRE, HAENFRRERENMEITRH)

F. 1 find the personalized recommendations annoying or intrusive, and they negatively
impact my experience on TikTok. (RESHEFRMA, MANBENT LOBESETR
)

G. | never use TikTok, but | am willing to experience its personalized recommendations

in the future. (RASIGHERITNE, BRBERERREE MHERIZTIRE

H. | never use TikTok, and | don't want to i its 3
in the future neither. (MBS HEAETHE, HERERKETREEREL 1 THEE)

*8, How often have you purchased because of 3 personalized recommendation on TikTok?

TikTok T bl 2.1
A. Very frequently (IE% 5%

B. Frequently (3%)

C. Occasionally (f78)

D. Rarely (82>)

E. Never (M)

11
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+8, What types of products have you purchased due to TikTok recommendations? (Select all that apply)
¥ ) GREZEEE T A1 g4

B

A. Clothing and Accessories (BB RHEEH)

B. Beauty and Perscnal Care (£5 R T A{PEF~8)
C. Electronics (BF=&)

D. Home Goods (RER&,

E. Food and Beverages (&R RH)

F. | never buy any types of products because of TikTok recommendations (BEFRERH
FHMEEFERLERRE)

G. Other (please specify) (Hfls, WRHWRA)

H. | never buy any types of products because of TikTok recommendations because |
don't use TikTok (EFRENHENT Ef )

10. How much do you spend on online shopping on average every manth?

(R EHESREMER LERE X

A. Less than 100 RMB (2bF10037T)
8. 100 RMB-500 AMB (1007t-5003T)
C. 500 RMB-1000 RMB (56007E-10005%)

D. More than 1000 RMB (ZF10007T)

*11. In your point of view, how many of these purchasing decisions you made monthly are
influenced by TikTok's personalized recommendations?
(FEfrE* ik 876 PR, EEIINENT a7 )

A. Nearly 100%, but | my purchaisng decisions are also influenced by other social

platform with i i BXSHAHNAEBERHRTOME
, {8 it RA T T SEF S REN)
B, Nearly 100% (B RES MER

C. 70% - 90%, but | my purchaisng decisions are also influenced by other social
platform with personalized recommendations (BARE70%390%MNBAERZINE
FIMEARFEN, BEDS ft B MR SET &)

D. 70%-90% (BAMA70%R00% I RAE R BRI SN T EM)

E. 40%-60%, but | my purchaisng decisions are also influenced by other social
platform with personalized recommendations (BABA40%EI60%ME B AT REHHE
A MR RN, ERRBAHE

F. 40%-60% (EABA40%T60% M BAER: MECRETFEE)

G. Less than 40%, but | my purchaisng decisions are also influenced by other social
platform with personalized recommendations (BABMRATE40%ERRERZRHE
M ME RN, EROS2HHBATE FEEN

H. Less than 40% (BARRE T E40%HY BRERBHE SN MEAHEFTEN)

1. 0%, but | my purchaisng decisions are also influenced by other social platform with

1 recomr ions (BFIANECHEE R MERERERN, B
AR AL Farn,
) J. 0% (BATH BT HREAF AT RN R FAMAER
+12. Apart from TikTok, what other social with p i ion
do you usually visit?

(17

[

A. WeChat (G{H)

B. Kwai (18 F)

C. Sina Weibo (¥i58#18)
D. Tacbao (8%)

E. JD (%)

F. Zhihu (B0%)

G. Little Red Book (V%)

H. Douban ()

1. Amazon (TESii)

J. Google (BHK)

K. Netflix (7%)

L. Spotify (FEX)

M. Other (please specify) (Jfth, i§RAEE)
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#13. How satisfied are you with the purchases made from TikTok personalized recommendations?

(et PR AMEAEHER R Ty ™ 8 AT B RE? )

A. Very satisfied ({F#5#8)

B. Satisfied (#E)

C. Neutral (37)

D. Dissatisfied (Fi#&)

E. Very dissatisfied (JE8F#®)

F. | never buy products because of TikTok personalized recommendations (2 E#
BN MBI EEARE)

*14. How much do you trust TikTok’s personalized recommendations?

(A AR > )
A. Completely trust (SE248{X)
B. Mostly trust (EZ18(&)

C. Neutral (sR3z)
D. Mostly distrust (EA748(E)

E. Completely distrust (T2 F18(&)

+15. What do you think is the source of your trust in TikTok's ions? (Select at most
three of them that most apply)

(Heik W

EIR AR Y

[ 23%$%317)]

A. The accuracy of the recommendations seems like pure algorithmic magic; it always
knows what | want to see next. RME—H, B TRABEA)

B. My overall experience with TikTok has always been positive, making me trust its
recommendations as part of a seamless browsing journey. (33 EM B AER —H 2R
|, BRECORERNEIROFATREN—BS)

C. Seeing my friends and influencers | follow engaging with similar content builds my
i in TikTok's i (S ARMHMA LRI MR
MRIRERN B ERVTTHRED)

D. The recommendations consistently align with my interests and preferences, making
me believe in their relevance and reliability. (REARWIALHARNIMBRY, ERIEM
ENMAREHET R

E. TikTok has introduced me to new hobbies and products that | never knew | would
like, boosting my curiosity in its recommendations. (S EBHENMB T —LRMEFMEED
CEERNMBENTR, ILENENMECRFTTRTS)

F. My previous purchases based on TikTok's suggestions have been satisfying,
inforcing my trust in its ions. (£ HMTHBE—HLTA

B, RERTRYENRENET)

G. The personalized touch in every video feels tailored just for me, making me trust the
platform’s ability to understand my preferences. (S MUSAN MABREBENERSE
B, ALBETAERNTRANEY)

H. | never use TikTok (i HERTHE)
I. 1 have other things | want to add (BRBL XL, EEHEETM)

#16. What do you think is the source of your distrust in TikTok's personalized recommendations? (Select at
most three of them that most apply)
(P EPY AMEAEHER 0 T (TR

[ 3i%337]

EAR L ZAMRIA

A. The thought of my data being tracked and analyzed without my consent makes me
uneasy and distrustful of the i T8
BEANSH, BRBINTRANTEEILHET)

B. | feel that the recommendations often show a biased or narrow perspective, making
me question the fairness and inclusivity of the algorithm. (B#@IXERFEERINLE
[} il FHABSH)

C. The way TikTok seems to push certain trends or products feels manipulative, making

me skeptical about the true i ions behind the ions. (BHEFMFEERRNR
HRBYTR, BHHRBA XL XL ETH
&)

D. The varying quality of content suggested to me raises doubts about the
effectiveness and reliability of TikTok's ion system. (#&
BSETF, JULRNENEFRANARIEHE B4 T )

E. The emphasis on sponsored or promotional content over organic videos suggests
that TikTok's recommendations might be more about profit than user preference. (Lti2
, AR SibRHTFRN

HHARSA,
8, MARAPRE)
F. The highly engaging nature of the recommendations feels designed to keep me

hooked, which makes me wary of its impact on my time and attention. (AR ER3|
AMRBRENTILHREEMAH, RIULREBENRONENTRNNIZN)

G. The tendency to repeatedly show similar types of content makes me doubt the
diversity and novelty of TIkTok's system. (I

BN ERERAN S FE IR S R

H. | never use TikTok (H3&AEMITHE)
I. 1 have other things | want to add (Bl FiZee, BFEMEHREN)

13
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H. | never use TikTok (BIRE{ERAEHIE)
[ 1. I have other things | want to add (B1L EiXet, RiEHAEY)

14
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+17. Do you think TikTok's personalized recommendations changed your overall shopping habits?
\ . ey

A. Yes, significantly (284, EBRH)
B. Yes, somewhat (28, —EREL)

C. No, but it has made me more aware of certain products (F, {BEMEFEXTHERE
Bey=g)

D. No, my shopping habits never change because of TikTok's personalized
recommendations (FfH A DR ERTERDHEN TEERFTRRKE)

@

. What is your gender?

(1 Sl A

A. Male (S1E)

B. Female (1)

C. Non-binary (JE=5ciE3l)

D. | prefer not to say (BT 5 EiER)

#19. What is your current employment status?

(i fo]

A. elementary school students (/\34)
B. junior school student (¥]534)

C. high school student (J#4)

D. university student, including junior college, undergraduate, graduate, etc. (%4, &
BEH, B0, HRES)

E. state-owned enterprises/public institutions/civil servants (E&/$L @11/ A% R)
F. private/foreign enterprises (RE/FA®/SMER{L)

G. professional technicians, such as doctors, teachers, lawyers, etc. (BAEARAR, W
BE, B, @05

H. shopping/catering/transportation service staff (#§i5/ 8RR/ EHBS TIEAR)

1. workshop/manufacturing/productive enterprise staff (418)/ Bl /&R TEA

&)
J. self-employed/private business owners (PMEF/FERLE)

K. Workers engaged in agriculture, animal husbandry, and fishery (MB R4S LAY
&)

L. Freelance work (& BER\L)

M. Non-fixed time (FEEE L{F/FiHRER)

0. | Prefer not to say (B EER)
N. Other (please specify) (Hft, §R&M)

15
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Appendix #2 - Survey Results

Survey for a Behavioral Economic Research (— M7 RS HRAEE(%)
What is your age group?
RSB R? )
B ait s
A. 18 and below (18RIXT) 283 — 59.7%
B.1824 5 = 9.49%
C.25-34 "o 295%
D.35-44 4@ = 9.07%
E.45.54 6 wm 14.56%
F.55-64 [ 19%
G. 65 and above (855 BLE) "o 232%
AMABABAR ar4
59.7%
© A 180nd below (1SRAT)  ® B.18:24 C25:34
® 03544 © E4554 ® 55564
© .65 and above (6SRILE)
How often do you use TikTok?
(AR IR )
(0388
E ] ot B
A. Multiple times a day (—XABR) 141 — 29.75%
8. Once a day (—K—%) EI 654%
C. Less than seven times a week (—8IP-L L) % = 7.59%
D. Rarely ({R2) 145 w— 3050%
E. Never (MF) 121 — 25.53%
FRERASAR 474
2553%
-~ 2975%
6.54%
3059% 7.59%

@ A Muttiple times a day (—XBER) ® 8.0nce a day (—X—R)
C. Less than seven times a week (I EALIS) @ D Rarely (@)
® E Never (A7)

pt of

!
JEERG AR XA S

|According to University of Helsinki, Finland, personalized recommendation suggests user choices based on their preferences and

Ibehaviors, enhancing

This

like news, academic

research, and online learning, providing a unique experience for each user.
(IRIBFZRHRFBAYNOHAR, MEARISRBAPORFNTHNBIRICEE

TR AP NS S RHHR

. XMAENMM. FAGH

&R
A Yes (3050)
B.No (FAill)

FEHRRBAR

AESYISTEWLRI TR, HET AP RIS

k5. )

2]

———— 63.71%

m— 36.29%
T enx

© A Yes () @ B.No (i)

[#4H: Do you know about the personalized recommendations on TikTok?
(R A MEACRE S AE? )
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BR ait HB
A Yes (30i) 306 E— 64.56%
8. No (Fsill) 168 m— 35.44%
FRABRABAR 474
35.44%
~ 6456%
© AYes () ® B.No GRI)
ft you interat i tions on TikTok?
II“H EAMEALHER AR IR R P
&R it HH
A Aways (212) 6 mm 13.08%
B. Often (£2#) 6 wm 1371%
C. Sometimes (#B) 78 == 16.46%
D. Rarely (%)) 100  — 21.1%
E. Never (WF) 160 — 35.65%
FEHRASAR 474
40
35.65%
30
211%
20
16.46%
13.08% 1371%
) l I I
o
A Aways (B8) B.Often(2%)  C.Sometimes(#iB)) D.Rarely () E. Never (#F)
5568 Have TikTok hasing decisions?
(40 25N o H A A HE 2 h B R Ef 0. 13.’!“ )
Pl At
A. Strongly agree ({FHE)8) 50 m 10.55%
B. Agree (18) & mm 17.93%
C. Neutral (#137) 233 W— 5021%
D. Disagree (F5)8) 4% wm 9.7%
E. Strongly disagree ({F %7 5)¥) E 11.6%
FRABRABAR 474
60
5021%
40
20 17.93%
1055% . 97% 116%
. m B
A Suonglylglee B. Agree (B8) C Neutral (12 0. Disagree (FE®) E smmgry disagree.
£ RARB)
l7l Which of the following ali ‘with your opinion of TikTok?
A AT FHE LM MEAHERNTRIL? )
i
1519% / 1646%
6.96% & ’
s7% —
1 2489%
865%
% 1624%
y d that 1 am interested in purc.
° relevant, and | products that interest me. (RICSRIRAXE , FHER.
c 'he recommendations are neither particularly el e imelevant. They don't sngrufumly influence my purchas...
®o and1 that interest me
L The recommendations are (omplﬂely irrelevant and ﬂo not influence my purchasing behwmr (ﬁu\’ﬁxﬂnﬂ
@ F.Ifind the personalized intrusive, n\d pe
G. I never use TikTok, but I am willing i in lhe Muve
H.1never use TikTok, and I don't want i AR
How often have you purchased because of a personalized recommendation on TikTok?
(44 AR TN 4
1L
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BR it HH
A. Very frequently (1F % 3%) %8 = 591%
B. Frequently (%) 3 = 6.96%
C. Occasionally (F8) 15— 24.26%
D. Rarely () 127 w— 26.79%
E. Never (UF) 71— 36.08%
FEHRABAR 474

38O What types of products dueto ons? (Select all that apply)

QBB MEACHEN L0 FEFRRNR? ) GHEHITA R AIENAR)

E 2 ait s
A. Clothing and Accessories (SRR R IR1H) 129 — 27.22%
B. Beauty and Personal Care (RER AP ) 71 - 14.98%
C. Electronics (BF7~ &) 61  =m 12.87%
D. Home Goods (RIEMS) 81 mm 17.00%
E. Food and Beverages (R¥IRIAH) 126 w— 26.16%
Elmmwy?nytyp.smmumbtcaMMYlde( 63 - 13.20%
G. Other (please specify) (RLft, IWRHRE) % = 7.17%
H. | never buy any types of products because of TikTok

bec: 1don't use NHEER 146 E——— 30.8%
MERFRREERBEENRFEBEAE)
FEABABAR 474

%108: How much do you spend on online shopping on average every month?
RTHSRERERN LERSE? )

B it s
A Less than 100 RMB (5F1005%) 221 e— 46.62%
8. 100 RMB-500 RMB (1005%-5007%) 120 w— 25.32%
C. 500 RMB-1000 RMB (5003%-10005%) s6 1.81%
D. More than 1000 RMB ($F10007%) 77 wm 16.24%
EEARAS AR 474

50

40

», 2532%

20 1624%

1n81%
10
o
A Less than 100 RMB 8,100 RMB-500 RMB CSO0RMB-1000RMB D, More than 1000 RMB
(OF1007) (1005%-5007%) (50072-10005%) (EF10007)

In your point of view, how many of these purchasing decisions you made monthly are influenced by TikTok's
personalized recommendations?
. BEAMENHERERS

SEER MR FRNE0? )

B At s
A. Nearly 100%, but | my purchaisng decisions are also influenced
i A enwey 0 = 10.55%
HREARMECETNRNERTREMN)
;;;;;lwm% MHEE g 633%
C. 70% - 90%, but | my purchaisng decisions are also influenced
by ot ey

' Eae | 2 | 747%
LBHRGAHMECATIIMENH TFALE)
;;:;)”” TER | e | m 38%
E. 40%-60%, but | my purchaisng decisions are also influenced

ther (#
<4 A Eﬁt; 21 . 4.43%
SRIRGARTEAAFDEOUZTLEE)
;‘;2:)“” TR 19 | @ 401%
G. Less than 40%, but | my purchaisng decisions are also
3 e g :
2% = 6.12%
0 0

S
H. Less than 40% (RXBR A FH40%NHRATRBNHENT
e N || o2
1. 0%, but | my
social platform with perlsmahud recommendations. (Mnmlel xe. Ty s
RRFIEOU T LW
J.0% 0
B 143 30.17%
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Forl Mt EH
FRHERRASAR 474
[31288: Apart from TikTok, what other social platforms with personalized recommendation do you usually visit?
CRTHE, MERNERERTARTMEARENERTS?)
B ait
A WeChat ({) 320  e— 60.41%
B. Kwai () 219  — 46.2%
C. Sina Weibo (R;RI1S) 64 wm 13.5%
D. Taobao (W) 160 W— 39.87%
E.JD (RUR) 120 m— 27.22%
F. Zhihu (30) 2 = 6.12%
G. Littlo Red Book ()MIH) 138 m— 20.11%
H. Douban (5) (L 3.38%
1. Amazon (2. 5i#) AR 1.48%
J. Google (1) % 527%
K. Netfix (%) 5 1 1.05%
L. Spotify (M%) 8 1.60%
M. Other (ploase specify) (R 18, IWRIRE) % = 591%
AEABATAR ar4
%
50 462%
39.87%
2722% 29.11%
25
135% I
612% 527% 591%
338% 148% 105% 169%
» n m B Uy iy
> > > N » D > L N
HE LSS SSFE £
¢ & & 0 & & &
LS Y
B At B
A. Very satisfied ({F %% 8) 7 = 7.81%
8. Satisfied (1) 57 = 12.08%
C. Neutral (#31) 227 w— 47.89%
D. Dissatisfied (FHH) 2 = 6.12%
E. Very dissatisfied ({F % T % H) 8 (m 1.69%
.| never buy products because of TikTok personalized O [ p—
MEHREEDEFRE)
FEHBASAR 474
/ 781%
2447% " 1203%
169% —
612%
4789%
@ A Very satisfied (IERAE)
® 8. Satisfied (A®)
€ Neutral (32)
® D Dissatisied GFAR)
Very dissatisfied (T
I never buy products because of TikTok personalized 0
[#1488: How much do you trust TikTok's personalized recommendations?
(T AR PR R )
b] ot HB
A. Completely trust (FE218{H) 3 = 6.96%
B. Mostly trust (B18(E) 4% wm 97%
C. Neutral (+P1) 207  — 60.55%
D. Mostly distrust (B2 1818) 9 = 10.34%
E. Completely distrust (2 F188) 5 . 12.45%
FEHRASAR 474
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5158 : What do y

1245% / 696%

1034% .

97%

60.55%
© A Completely trust GEL18HR) © B Mostly trust (RAHE)
€ Neutral (32) ® D. Mostly distrust (EATRHHE)

© E Completely distrust GER7FIGHE)

hat most apply)
[

A iR i A1
)

rce of your trust in TikTok’

EARMIHERRTHA? ) (REEIE AR O3

it B

A y i o pure
algorithmic magic; it aways knows what | want to see next. (87 87  mmm

FRABHA)

B. My overall experience with TikTok has always been positive,
‘making me trust its recommendations as part of a seamless

, piamen 102 —

HHERMELRDTATRES —B9)

C. Seeing my friends and influencers | follow engaging with similar
content builds my confidence in TikTok's suggestions. (BB
A g

WIRIED)

istently align with my

). and
preferences, making me believe in their relevance and reliabilty.

97 wmm

3]

E. TikTok has introduced me to new hobbies and products that |
never knew | would like,

boosting my curiosity in its

i)

FBHBASAR

1. have other things | want to add (A LIS %, RERMEIF
)

BRI &, iﬂﬁiEmﬂ:ﬁ;ﬁ!ﬁﬁ)

F. My previous purchases based on TiKTok's suggestions have
been

n its recommendations. (2.2

isfying, reinforcing my trust o |
BRBHEORIGHTINI-ASARE, ZRATANENR

G. The personalized touch in every video feels tailored just for me,

making me trust the platform's ability to understand my ~
preferences. (M MBH MEBRBRORRIEN, tnE  ©
BTAHENTRERNOET)

H. I never use TikTok (i (/M1 #H) 17—

(Select at most three of them

18.35%

21.52%

17.93%

14.77%

24.68%

359%

s16m: ¥

Jthem that most apply)

think is your distrust in TikTok's

RAPHF R MEACRB T IER T A 42 BIRE =GR RAF S HRE)

it e

A. The thought of my data being tracked and analyzed without my
‘consent makes me uneasy and distrustful of the

(
NS, RRSYFROTEEZLNN)

B. 1 feel that the recommendations of
perspective, making me question th ess.

the algorithm, (RIISEMHEERALWARMRIOAM, & 12—
IERERNASATANDEE)

T

show a biased or narrow
and inclusivity of

C. The way TiKTok seems to push certain trends or products feels
manipulative, making me skoptical about the true intentions

behind
RIATEA

8, 133 m—

ETRID
D. The

about

content suggested t

and reliabilty of TIKToK's

system,
LR EGIDE g 4 )

+ Ri!

E sponsored or

‘organio videos suggests that TIkTok's recommendations might bo

more about profit than user preference. (LA MLIRM, RN 5 .
WM AE, RN RO O AL B

FHMEE, WFRMOMT)

F. The hig!

on my time and

ly of fools
‘designed to keep me hooked, which makes me wary of its impact
tiontio A it

G. Tho tendency to repeatedly show similar types of content
makes me doub the diversity and novelty of TKTok's

FMHBABAR

m.
TR R S AT TN ™ £ TN

1. have other things | want to add (A LIZEE, REAMEIR
)

H. | never use TikTok (FIQAT(EMILH ) o7  wmm

D0 you think TikTok's yo

(select at most three of

34.39%

23.63%

28.06%

18.14%

12.45%

11.6%

20.46%

3.59%

A% F1 SR 2 ST I U 0 AL M i e

A Yes, significantly (289, IFRE¥) a4
B. Yes, somewhat (49, —EHHE L) 86

C. No, but it has made me more aware of certain products (5, f8 |,
BRMEFHRENRRBO™ D)

| 11|E

9.28%

18.14%

30.38%
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D. No, my shopping habits never change because of TKTok's

€ Non-binary
tnayy <2
D.1 prefer no.
am
o ) 10 15 20 25

What is your current employment status?

200  — 42.19%
MECABTHRENT)
FEERASAR 474
9.28%
18.14%
4219%
3038%
® A Yes, significantly (289 , FREH)
© 8. Yes, somewhat (849 , —ERALE)
C. No, but it has made me more aware of certain products (F , (BIRIEFFANTHERR)
® D.No, my shopping habits never f TikTok's personalized
* Whatis your gender?
B it HH
A Male (B12) 152 m— 3207%
B. Female (1) 230  — 48.52%
C. Non-binary (F=5E4281) 20 ® 422%
D. | prefer not to say (BRA 7 (EAR) 72 == 15.19%
FEARABAR 474

eI

B

A. elementary school students (\4£)

B. junior school student (¥)<h2E)

C. high school student (Beh2k)

D. university student, including junior college, undergraduate,
graduate, etc. (K4, BIIECHN, XM, HRLW)

Wl {02295 )

F. private/foreign enterprises (R B/I{//ME M (1)

G. professional techniclans, such as doctors, teachers, lawyers,
otc. (WUHAAR, MEE, WA, (RI5H)

E. state-owned enterprises/public institutions/civil servants (1/

H. service staft (
BHIHAR)
WAEMERLTFAR)

J. self-employed/private business owners (TP /fAR L E)

(BRI 7H &)

L. Freelance work (B 1 iRk)

M. Non-fixed time (T LA/ BRI

.1 Prefer not to say (B BB H)

N. Other (please specify) ({5, IWRKE)
FHEHBASAR

1. workshop/manufacturing/productive enterprise staft (5 /W&

K. Workers engaged in agriculture, animal husbandry, and fishery

30 35 40 a5 0 s
ait Hf

9o | 1.9%

2 0.42%
232  w— 48.95%
2% = 5.49%
3% = 8.23%
“w m 9.28%
24w 5.06%
2 042%
6 1 127%
3 0.63%
3 0.63%

18 ¥ 38%

6 1 127%
a1 - 8.65%
19 8 4.01%

474
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