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Research on X brand Douyin Livestreaming
Marketing Strategy
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ABSTRACT

With the obvious trend of online Chinese Baijiu industry, major Chinese Baijiu
brands have opened Douyin live streaming. X brand, as a series of Chinese Baijiu brands
under W Group, a first-line Chinese Baijiu enterprise, has also carried out Douyin
livestreaming, but it has failed to break through the bottleneck of livestreaming sales for
a long time. In order to find the problems of X brand Douyin livestreaming, this thesis
conducted a questionnaire survey on live streaming. This thesis takes X brand Douyin
livestreaming as an example. Under the framework of SICAS theoretical model,
questionnaire survey method is used to discuss the status quo and problems of X brand
Douyin livestreaming marketing, and SICAS theoretical model, precision marketing
theory and interactive marketing theory are used to propose optimization strategies and
guarantee policies for X brand livestreaming marketing. The conclusion of this thesis is
that the X brand Douyin livestreaming has problems such as inaccurate user labels, lack
of perception of user needs, unattractive livestreaming scenes and content, lack of
differentiation advantages, and lack of livestreaming explosive products. The
optimization policies proposed in this thesis for the problem of X brand include the use
of platform big data tools to identify the user portrait of Chinese Baijiu to reach accurate
users, and broaden the flow channel through paid promotion, create high-quality live and
video content to attract users, and also design interesting interactions to guide users to
deep interactions. In addition, it needs cost-effective products with good marketing
strategies to promote users to place orders, pay attention to the whole process of user
purchase experience, and guide users to experience sharing. This thesis also points out that
the optimization and efficient execution of Douyin livestreaming marketing not only
requires sufficient planning in the early stage, but also requires continuous research and
development of competitive products that can respond to the e-commerce livestreaming
market, the formulation of scientific and reasonable human resource systems and
livestreaming management systems, and the provision of sufficient financial support and
information technology support to ensure the completion of livestreaming marketing

objectives and improve livestreaming efficiency.



The research in this thesis can provide new ideas and cases for the traditional
Chinese Baijiu industry to formulate effective marketing strategies for Douyin

livestreaming.
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