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Abstract

With the development of Internet technology and changes in consumer shopping habits, live e-com-
merce has reshaped the landscape of China’s e-commerce market, bringing opportunities for na-
tional brands. This paper delves into the dual impact of live e-commerce on the development of
national brands and analyzes their current situation in live e-commerce, including the rise of new
brands, the transformation of old brands, and the support of different e-commerce platforms. The
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study points out that national brands face opportunities such as policy support, market recognition,
and the rise of national trend culture, but also challenges such as market competition, product qual-
ity, and traffic costs. To this end, this paper puts forward marketing strategy innovation suggestions,
such as clarifying brand positioning, innovating live content, strengthening product quality, and
constructing diversified marketing channels, etc., aiming to help national brands achieve sustaina-
ble development in e-commerce live broadcasting.
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