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Abstract

Through SWOT analysis method, case study method and other research methods, I analyze Taobao
live marketing. It is found that Taobao live streaming has problems such as reduced frequency and
insufficient depth of interaction between anchors and consumers, serious discrepancies between
the products recommended by anchors and those actually purchased by consumers, and lack of in-
novation in the form of live streaming. We propose a marketing strategy guided by the principle of
individuality, a marketing layout based on the principle of interest, a marketing content input
guided by the principle of fun, and a marketing approach focusing on the principle of interaction.
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w4y, BRI R AT A R 2 1 2% LA AR, W ELRR O 7 S BRI — KA, BEAE AN
Mk R 55, WA ERIE St AR . ARITIa 0GR BT G A K R 218 KA1 & b
Pl XA E AR A, LB 1T, R ERR (R BR) . WEE IS B EAE MR L
BN, AERERANA S, MRKEANMNEE. Y. SREESIA . ASCBLE 5 B3k v
W TE I 2% ELAR B AR RN, TR B R R IUIR Y T, RS AEAE R R, M S LR B B BIR
A, R AT X [1].

12. ARAR

AL R ORISR 7 BT A G0l Wi, 0 5 LA A R IUIR I T8, SRS A7 R i AL,
iZH 4B, SWOT Jrifridk, &5ia B8l i AR 5 B E SR IURA S, =
ELARE AR AT %

13 EEEREHRSKEXER

B E R ——rE B, RAEEEFEAERR ARG EZRE, R ER
TSR E AR B ERT LR + B, HEUHBE KT MEERNTE. @+
FER LMV IR ER TR, 1A B s i AR R, e sSEIE 48 B i — R E 2]

R BRI ERSUEE N B, F /5 % 0] DT Seiva i@, AN nT LG58 H
WHEMGYMALS, Bt — i mE ™ R, FUEES, TR DUE B HAE MR & Sk 2 50, B
IS B PN P X BR AR R R R &, Rk ™ i R HET ™ S5 AR B [3] .

41 B, SRER R EET /R (Don Schultz), 20 40 90 4FARYE 36 [ P b K AT 117 30 8 A %
I oof P 23 B G E AR R . BEE AR AR AL B U e FE R R SRS, I ST S Al & T I DASK
ILARES H B, FELOE R AL, DUEIIN R, EIE R S E S W ARL[4]. 4 R E
(individuality). 7z (Interests). #RUk (interesting). H.zfj(interaction)t.

SWOT 7 i R A= IR, A RMILH HBHAMTEFR A AT RS 8. PLF(strengths)
ML (opportunities). %5 % (weaknesses). & (threatens) [5].

BAERZ VI H SWOT 23#rik, ar#raleesgma ik e R 2, A SRR R IFR R TT %, [
IR P2 BEACEUM B SERI HAA R T b RS SR 0E . SWOT 2 ik AWl &S, ik
RIEVRALRT S 177 0], S5 2 A AN A B 7 B R S

!DoneSchultz. integrated Marketing Communication [J]. Journal of promotion Management, 1992, (1): 94-104.

DOI: 10.12677/ecl.2024.1341213 792 TR 4TS


https://doi.org/10.12677/ecl.2024.1341213
http://creativecommons.org/licenses/by/4.0/

£

2. HHEBHNERERN

Bt FEL R ELRR O KR, LR . AR RIS SN OURENS B R B . R
B E AT W R JLK[6]:

21 EBATHARTERETE

BEAR B R A B AT 6, G BRSO f A B T RN N AR, SR R E TR
JIREE. DUNIE R RN AR, EREARIWHOITRE— LS B RE, SR A H 22 i S M it 0
T, 3% AT OB W B R A AT (5 R SER . XA B AMUE TiiE, SEEL 17 i AL
Bl XM B E R 2 OB 2 KA TR -

22. FRBENANB=ZSEBERTE

PRI R T P AW LR RO, Rl S e BRI — L7 R B, SRR AN RT LATH AL 2 5 WL
B ELIRIT R, BT DL R 28 0 XA e e AT S, foe e U I SR SR . AR SRR e s
A DA AR Y 0 S P ) S DA R i G R b SR S AR IR, (R AT ARAFAEAR K Bk A, 49 2%
RPN BRI =05 6 TR, S5 =J5 Wi G PR AR E, BT SRR, BTUAE
MR R ELR BN, 3 R 0N B ()i 5 58 =071 & B (1 R ORI PO 57t o

2.3. BFEFSTaEmERIEE

S SRS A A i 2R L7 S IR Y [ 2 R R i VRS R, S EAT SEIN BB, B SR
(A, SEE P S ASI A AE AR  fE R A B — E R E A, R T
BN R E A E — E N E N B SR, XM E RS R TR R IR S, R
RET L ME, AR EWEYEH, e, (G- miEs. €0 E, A5 sORMMES %R
ML B + BT RS RIRE .

3. MEEBEEHINK

6 BRI IR 2 0 B B R R B BB 5 B AR, 1) 5 LR R R i R P (R M Ll 5 A7 72 1D 1]
T EARREL L T EE IR . WEEKGT 2016 £, HREERIGEEAAMHIN. BEE%
AETHE APP W ERE(UWEE . M) 8 WLEF ERENHAAEEERERE. WE + HBW
T RBEE LAAN(KOl B 5. W= B R KEEEEF a7 B IR 5=, mEEfEA—
SE MRS, i BT LU ARIE E L, BIZE BP e E Sk AT i ) S8, R ERE
A INEAT O E AR E N E TR, 8 B = R B A, s BRI
HINZFeth, RAZMBDUERGINESE . 0 W 117 & BT, “618” , “X12” & H[T7],
T ERE A S O B o E R G| B 2 MR I F N, IR T R AR (Y AR I —
e, WERRIIRE IS EATS: M R HEA ST SRR AR E R ERRPEE—, K2 E
WD 8, 4578 T R 57 LS 75 BRI AR 8 — O B &, b 5 R (1 B3 [A].

4. FEEEHBHW SWOT B4R O
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4.1.1. RPRFHESR
H 2016 £, R, JH B ORAO M I RO 1 S BRI H RS2 AR AR 20~39 I iR S E
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Figure 1. Age distribution of consumer groups on live shopping platforms (20~39 years old: 77%)

Bl 1. BERWYT eGSR 2M(20~39 5 77%)
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AT DMHBAR) ™ & B A B8, BT DO I3, A TR E s AN WrtgoR, ko O E B2
BN AR E BT RAGIS. AR EMIRRALE T ERNAZL, EEEEHIETD KOL B T K
SR — 3o T P AR L R R R KOL B B X 55 AR, ik B CARSE N R ELFEF][8]. [FIIS
SO L R AT R B SCHAT R, SR BEATIW SR, RO 1 “ FhEs” 2] “ s jim e, 21X
MR, WEERE KOL (ST ERELFTTE, 1hHRE A AZHIE. R RG] 5%,
KOL BT 31 38 {5 D S ok SR PR S B PR 2K 9] o

4.2. BT
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AEEMTFHRE ST TR s SO B P SOS TR, S e P A Sy, 6 R
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B P AR R R B2 TR R T T R, TS 2R T T

422 AEEBIEFRMBERLRERE R

FEVE T AR IR T, 1 B (W K R SRAEAE 32 27 2 D R (U520 [10], AR 223 2 AR A 33 ox 7
oot FR) 22 M RE FEE e 5 75 ) S 7 it TR AR 00 T 5 — 07 i By = T MR 3k 2 25 AR 9 KOL,
BN S AR . i T RIS ZEA T, AR SRR i A RE ) ANt 2 P S 1
WASKAREE s RIS B AN R AR D, BRI R R — 0oy TR, TR T S e
RIS, WBb 53 B AR SR, R T AR AR 2, S BUE R G R sk
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HENA R T B, AOTAMEE B REEEEROE RS, 2SIt R H 5, JrARE
SEAN L B AT 51, 5] SR ISR SR . 1 AR 0 i) AT LRV BRI AR, S B
A E11].

4.3. HLBHT

4.3.1. JpERHLIE

2020 5 ISR LR T G5 7 4%, AR 53 — T3 THD A IR AT PR R B398 11 R o b D7 ISURT 0T FL i e MR B v
Sy Sy R ERRF B, BT R R R A T E R B O B R R E B A A R R
mBH, BEEAHGED, mEdRTEE, BibE=sERER T S REUF SRS Bh[12].

4.32. AERHLIE

FINEZHAROEH NG EERE, § ORISR W W ERIEEERT & IR E
PSRRI SR, B PR e REIEFEER. “BWETTR” SIRESE, WEMLE KoL
BRI T B, WIESCKE KOL 7E B Ay P ARy 22 Al b, K58 2 HAbF & B RR BRI 2N H
o, AU EIRRTE, et = B SRR [13].

4.4. BEHSTHT

BEE R ERNRRE, HETFERS Mgl WEEB TSR —KEsFudtz 2, 92
Z AR R K VBB e ) DL 2 B e B E B Bk, NS TR PR, (R TP 2T ER
PRI AR AN SRR R AR R R, (IR S I I E R T AR,
ol VEEERE - ENT . REEMRTFAE NS ARG, HXHEE BB A H ORI B
INTBFEEN — LM P, BRI M 2B IP AT
4.5, IhNg

WG E SWOT Zp#fride, FATAT LIS T IR0 A AT 9 Sl RN 2% D on 1T
EREREPRLS: ERMEENGEST . T5E5 8 2 TEh AR 5 R S A 2 2 S it = B AR 58
K AEAAMANLSHN NG, AEEHBA —ERILE; BEEHRRINFR, HETFar
HIRthEEE LRI, w22, B85, X5 K ER KA S AR 20 5 Bk A A /NI
SN 5 s JEIRE SWOT 3 ridkid i LS RIS MR 2 8 W SE R H I R A B — 1, T2 1, il
FEEMBIMARE, H2E X KOL FIfFELL K KOL X 2 1 S50 PRI R A5 45 [14] o

5 AEEREHIEDEBNBRTR
5.1. RAMEERENM 5| SHE TR

5.1.1. MeELEE R

A V7B B RO A FR BT A ) ) A P i) S AR S HEAS R, SRS B SR W SR P SR AR AR IR L K
Mai. (EETEESEY, HESPSFEON BRI, AT BB TR, SR A RSB SRS 4 e
AR . W TR R Z TGS B M e, WISz e G e, ik, E\0EIE.
A PEIRR RE T G R AT DS SR BT B (I SEACE S s T AR AR N B, 1k
T EE A BORN TGS, il P P A A M SR, (RS P SE B R s TR
BRI SE H IR A, BRSO B S, DRI v S L I T B AR R SR T 1] A T K H
AN 3K H B3R & 1Y 2 [15]
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FEVR BRI AE T, KOL 2kt —HR, KOL &J7I IR I#l R = R EEN), BT 65X KOL i1
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Figure 2. The key role played by KOLs in e-commerce live streaming
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