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Abstract

During the epidemic, many consumers are more enthusiastic about online shopping than
ever before. With the passage of time and changes in consumption habits under the influence
of the epidemic, the "stay-at-home economy" has become an indispensable part of the lives of
Chinese residents.

According to data from iResearch, the scale of the online retail market in the first quarter
0f 2020 reached 1.35 trillion yuan, a year-on-year increase of 27.8%, accounting for 12.6% of
the total retail sales of social consumer goods. According to the forecast of iResearch, by
2024, my country's online retail market will exceed the 4 trillion mark, and the online
penetration rate is expected to exceed 50%.

The advantages of live broadcasting with goods cannot be ignored: 1. Live broadcasting
allows merchants to directly display their products to users; 2. The anchor can also help
brands carry out online promotion and sales; 3. The live broadcasting e-commerce platform
has the characteristics of strong traffic monetization ability .

However, there are still some problems in the domestic live broadcasting industry that
need to be resolved. Live broadcasting is essentially a means of promotion. Many live
broadcast e-commerce companies have been reduced to cannon fodder in the live broadcast
army. They spend a lot of effort but cannot get a share of this trend because their promotion
work is not in place. Promotion includes several dimensions such as advertising, personnel,
business promotion, and public relations. These aspects are interlocking and closely
connected, forming a closed loop of promotion work. It is an important factor for the success
of live e-commerce.

This article studies Company A as the research object of live streaming e-commerce, and
comprehensively analyzes the macro environment and competitive environment using the
SWOT analysis model. Introduced the current situation and problems of Company A in live
streaming e-commerce, and conducted a survey on its live streaming users through a
questionnaire survey method. Discover the reasons behind the marketing issues of Company
A's live streaming. Analyze the root cause of the problem in detail and propose solutions and

safeguard measures.
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The conclusion of the entire article is roughly as follows:

Identify issues. This article studies the current situation of A company's live streaming
e-commerce, analyzes it using the SWOT model, and conducts a questionnaire survey of live
streaming users. It is found that A company's live streaming e-commerce has problems such
as low number of visitors in the live streaming room, difficulty in retaining visitors, low sales
performance, and insufficient use of public relations.

Analyze the problem. In response to the above issues, this article further analyzes the
causes of the problems in A Company's live streaming e-commerce. On the basis of STP and
SWOT theories, and based on the promotion combination theory, a deep analysis is conducted
on the reasons for A Company's live marketing problems. The main reasons for this are found
to be deficiencies in advertising and promotion, lack of anchor sales skills, poor business
promotion, and insufficient use of public relations. These are the four dimensions of the
promotional mix, which are interconnected and closely linked, forming a closed loop of the
entire live streaming marketing. Any issue in one of the links will have an impact on sales
performance.

Solve the problem. Based on the above discovered problems and analysis of their causes,
this article also proposes improvement suggestions for A Company's live streaming marketing.
Including: refining advertising promotions to increase traffic, strengthening anchor sales skills
to retain users, optimizing business promotion plans to attract users, building a public
relations system to strengthen public relations, etc. For detailed advertising promotion, it can
be carried out by enriching advertising channels, increasing advertising volume, and
clarifying audience orientation. For strengthening the sales skills of the anchor team, it is
possible to provide training on the skills of the anchor team through the theory of
strengthening sales personnel, including marketing language, sales skills, and other aspects.
For the optimization of business promotion plans to attract users, it can be achieved through
optimizing business promotion plans, improving live streaming closed-loop to promote
conversion, and other aspects. As for building a public relations system, it includes

strengthening public relations awareness and enriching public relations forms.
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