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Abstract

With the advent of the digital era, the development of media technologies such as 5G and big data
has promoted the rapid development of short videos and live broadcasts. Currently, online live
streaming with goods has become an important part of the marketing model, as an innovative
marketing model, which brings new opportunities and challenges for marketing. This paper takes
Tik Tok live streaming as an example, uses the 4C marketing theory to analyze the marketing
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strategy of live streaming, and on this basis, thinks about and looks forward to the current Tik Tok
live streaming model.
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