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Abstract

In recent years, the rapid development of new media has not only changed the way people obtain
information, but also had a huge impact on traditional e-commerce marketing models. As an im-
portant form of new media, online live streaming has quickly become an important means of enter-
prise marketing with its unique advantages. Online live streaming marketing greatly improves us-
ers’ shopping experience and conversion rate through real-time interaction, intuitive display, and
scene introduction, promoting the sustainable development and innovation of the e-commerce in-
dustry.
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