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Jing Cai*
Yingjie Fu™*
Ivén Neszmélyi Gyérgy ***

Live Online Streaming Sales and the Supply Chain Model
in China - A Case Study of Taobao Live Online Streaming
Platform™® * **

Abstract

Since 2016 live online streaming has emerged as a new sales model in China’s
online sales market, and after six years of development, it has now formed a com-
plete sales channel. Live online streaming has become an important sales channel
for retailers because of its large coverage radius and wide audience, and it has
greatly promoted China’s trade and economic development. But also because of
the characteristics of live online streaming sales, which asks the higher requirements
on the supply chain. The supply chain needs to adapt to this marketing method
to improve the efficiency of live sales. This paper uses mainly qualitative research
methods. It uses documentary research to analyses the characteristics of live sales
and its impact on Chinese regional economic development, and a case study to
analyses the supply chain changes made by the head platform for this sales model.
It is hoped that this article can provide lessons for other live economy and supply
chain development.

Keywords: Live Online Streaming, Supply Chain Model, Regional economic de-
velopment

1. Introduction

The widespread existence of poverty is a serious impediment to the full realization
and enjoyment of human rights. The alleviation and elimination of poverty is an
important element of human rights protection. Over the years, the Chinese govern-
ment has insisted on eradicating poverty, improving people’s living standard and
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gradually achieving common prosperity. Besides, Chinese government has con-
tinued to carry out poverty reduction actions centred on rural poverty alleviation
and development, which in an effort to achieve poverty alleviation and prosper-
ity. China’s poverty reduction actions cover a wide range of areas, including the
construction of rural agricultural infrastructure and raising the income levels of the
poor, as well as the provision of social security and public services such as health,
education, and culture.

The Covid-19 epidemic has had varying degrees of adverse impact on economies
around the world, and China is no exception. Since the outbreak of the Covid-19
epidemic, it has become a top priority for the Chinese government to solve the
problem of unmarketable agricultural products. The stability of agriculture during
an epidemic, even if the growth of crops is not affected by the epidemic, is still a
challenge for the marketing of agricultural products. As a new sales model, “e-com-
merce + live streaming” has opened up new horizons for the e-commerce industry
and has helped to market agricultural products. The essence of live e-commerce
is to rely on the accumulated traffic and social relations of e-commerce platforms
or social platforms, and to transform the fans accumulated on social platforms into
consumers of products and their trust into consumption power with the appeal and
influence of the network of celebrities. The e-commerce live-streaming boom should
have started in 2016 with Mogu Inc'., which reconstructed the traditional e-com-
merce value chain, explored and utilized the value of weblebrities and opened up
the platform’s live-streaming function.

Subsequently, Taobao?, Tmall®, Suning.com Co.,LTD* the mainstream e-com-
merce platforms, have also used the live streaming function, setting off a wave of
live streaming to sell goods. There are two main forms of live streaming with goods:
one is dependent on the e-commerce platform, such as Taobao, Tmall live. Another
one is a short video social form of live, such as Douyin®, Kuaishoué, and so on.
Live combined with e-commerce and short video in the process of deep integration
of continuous innovation.

1 ltis an e-commerce website focused on fashionable female consumers, which was established in 2011 in China.
2 Taobao is the larger online retail, business community in the Asia Pacific region and was founded by Alibaba Group in May 2003.

3 Tmall is a brand new B2C (Business-to-Consumer) integrated shopping platform created by Jack Ma on Taobao, which established in
December of 2012.

4 The company was founded on 26 December 1990 and is headquartered in Nanjing. The company is a leading Chinese commercial
enterprise, operafing in a comprehensive range of products including traditional home appliances, consumer electronics, department stores,
daily necessities, books and virtual products.

5 Douyin is a short video social software for creative music incubated by ByteDance. It was launched on 20 September 2016 and is a short
video community platform for all ages, through which users can choose songs and shoot music to form their own compositions.

6 Kuaishou is a product of Beijing kuaishou Technology Co. kuaishou’s predecessor, called “GIFkuaishou”, which was born in March 2011.
In November 2012, it was transformed from a purely tool-based application into a short video community, a platform for users to record and
share their production and life.
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2. Analysis of the development of live e-commerce in China

2.1 The Current Development of Live streaming in China

The live streaming industry continues to grow in user size. Digital revolution has a
significant impact on media consumption habits of people as well (Madlenak -
Madlenakova, 2015). In 2020, while the epidemic is hitting China’s economy, it
is also creating opportunities for the growth of the live streaming industry. It has
become a craze for merchants and weblebrities to sell their goods through live
webcasting, and the live-streaming industry is becoming increasingly large in terms
of users. The Chinese live streaming market covers a wide range of industry sec-
tors. From the established industries to the emerging blue ocean industries, all have
joined the live e-commerce industry. As of 2020, many companies engaged in ed-
ucation, finance, automotive, healthcare, IT Internet, media, real estate and many
other industries have joined the ranks of corporate live e-commerce services. The
size of China’s live streaming web users in 2020 reaches 616.85 million, with a us-
age rate of 62.4%’. The size of China’s live streaming web users in 2021 is 637.69
million, with a usage rate of 63.1%°. The number of live streaming users has been
increasing in recent years and is growing.

Live e-commerce becomes a trillion market with considerable growth rate. China’s
live e-commerce market size reached 1.2 trillion yuan in 2020, with an annual
growth rate of 197.0%. live streaming has become a normal marketing method and
sales channel in the e-commerce market®. Live e-commerce has also seen rapid
penetration in the consumer goods and online shopping markets, data from the Na-
tional Bureau of Statistics showed that in 2021, national online retail sales reached
13.1 trillion yuan, up 14.1% year-on-year, with the growth rate accelerating by
3.2 percentage points over the previous year. Among them, the online retail sales
of physical goods reached 10.8 trillion yuan, surpassing 10 frillion yuan for the first
time, up 12.0% year-on-year, accounting for 24.5% of the total retail sales of con-
sumer goods, and contributing 23.6% to the growth of total retail sales of consumer
goods.'°.

7 “Report on the Development of China’s Online Copyright Industry (2020)”, Xinhua News [online], Available at: https://www.ncac.gov.
cn/chinacopyright/upload/files/2021 /6 /92055df4b6é7ed4.pdf (Accessed 2 February 2022).

8 Wang, M., “Analysis of the number of live e-commerce users, turnover and number of companies in China in 2021”, China Live Streaming
E-Commerce Industry Market Operation Trend and Investment Opportunity Analysis Report from 2022 to 2028, 2022, pp. 1-25.

9 Sun, Y, Shao, X, Li, X.T,, Guo, Y., Nie, K., “A 2020 perspective on “How live streaming influences purchase intentions T in social com-
merce: An IT affordance perspective”, Electronic Commerce Research and Applications, 40, 2020, pp.1-2.; Apiradee, W., Nassim, D.,
Nuttapol, A., “Live streaming commerce from the sellers’ perspective: implications for online relationship marketing”, Journal of Marketing
Management, 36(5-6), 2020, pp. 488-518.

10 Wang, K., “National online retail sales to grow 14.1% year-on-year in 2021”, The People’s Daily, 2022, Available at: http://www.gov.
cn/shuju/2022-03 /22 /content_5680356.htm (Accessed 5 April 2022).
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2.2 Analysis of the factors contributing to the development of the live
streaming market in China

Based on Internet technology and private domain traffic own user stickiness and
other characteristics, using live streaming to sell goods has become an important
part of helping to resume work and production and feed the real economy™?.
The emphasis on the development of the digital economy is also one of the import-
ant factors contributing to the development of China'’s live e-commerce market™.
The Fifth Plenary Session of the 19th CPC Central Committee adopted the “Recom-
mendations of the CPC Central Committee on Formulating the 14th Five-Year Plan
for National Economic and Social Development and the 2035 Visionary Goals”,
which proposed to “develop the digital economy and promote the deep integration
of the digital economy and the real economy”. The digital economy is an economic
form in which people can identify, select, filter, store and use digital knowledge and
information in order to guide the rapid and optimal allocation and regeneration of
resources and achieve high-quality economic development'.

Live e-commerce user penetration continues to grow, with nearly 40% of netizens
being live e-commerce audiences. By the end of 2020, the scale of live streaming
users had reached 617 million RMB, accounting for 62.4% of the overall netizens™.
Among them, live e-commerce by the rapid development has become the largest
user scale in the network live streaming category. The scale of live e-commerce us-
ers reached 388 million, an increase of 123 million from March 2020, accounting
for nearly 40% of the overall Internet users. Live streaming order users accounted
for 66.2% of users watching live streaming. There were nearly two-thirds of users
had made purchases after watching live streaming'®. As the size of China’s Internet
population further expands, consumers’ awareness of the interactive, social, and
entertaining nature of live streaming deepens. In addition, live selling offers viewers
better prices and more intuitive presentations. This has led to a higher level of trust
in the products among viewers. User acceptance of live streaming and live e-com-
merce is gradually increasing. The average length of time users watch live streaming
per day continues to increase. The share of live e-commerce users in the overall in-
ternet users has increased significantly, with more and more people recognizing the

1T Wang, J.X, Qu, QY. Qiy, Y.X, “How do Venture Enterprises Implement the Platform Embedding Strategy in the Digital Ecosystem?”,
Foreign Economic and Management, 43(9), 2021, pp.24-39.

12 Gyenge, B., Mdté, Z., Vida, 1., Bilan, Y., Vasa, L. “A New Strategic Marketing Management Model for the Specificities of E-Commerce
in the Supply Chain”, Journal of Theoretical and Applied Electronic Commerce Research 16:4, pp. 1136-1149.

13 Zhang, W., Zhao, S.Q., Wan, X.Y., Yao, Y., “Study on the effect of digital economy on high-quality economic development in China”,
PLoS ONE, 16(9), 2021.

14 Carlsson, B., “The Digital Economy: what is new and what is not2”, Structural Change and Economic Dynamics, 15(3), 2004, pp. 245-
264.; Bukht, R., Heeks, R., “Defining, Conceptualising and Measuring the Digital Economy”, Development Informatics Working Paper no. 68,
Available at SSRN: https://ssr.com/abstract=3431732 (Accessed 2 February 2022).

15 “Report on the Development of China’s Online Copyright Industry”, Xinhua News, Available at: https://www.ncac.gov.cn/chinacopy-
right/upload/files/2021 /6 /9205t5df4b67ed4.pdf (Accessed 2 February 2022).

16 “The 48th China statistic report on internet development Cyberspace”, Administration of China, Available at: https://n2.sinaimg.cn/
finance/a2d36afe,/20210827 /Fulian1.pdf (Accessed 2 February 2022).
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consumption method of watching live broadcasts and then shopping for products.

Live e-commerce experienced three years of sedimentation from 2016-2018 and
ushered in an explosive period in 2019, with live streaming becoming a popular
way for platforms to extend user hours and improve marketing conversion. This pop-
ularity quickly cultivated a new type of ecosystem, and the industry quickly transi-
tioned from pure traffic dividend mining to dividend mining of the entire ecology,
especially through refined operations and supply chain penetration to achieve new
incremental volumes. This is demonstrated by the rapid growth in the number of live
e-commerce service companies and practitioners in 2020. Enterprise data shows
that, by the end of 2020. There are 6,939 related business registrations and 8,862
cumulative registrations, with 360.8% growth in 2019-2020". The number of an-
chors in the live e-commerce industry is also growing, with the number of anchors in
the industry having reached 1,234,000 by the end of 2020. The prosperity of the
ecology also means fierce competition, which drives the industry chain to continue
to export more value, especially the value of the supply chain and operations.

3. Features and advantages of the agricultural products plus live
streaming model

The implementation of the rural revitalization strategy is a powerful driving force
for the development of China’s rural economy, providing support and protection
for the construction of the rural economy'®. The new form of “live streaming” has
an important role to play in the development of the rural economy, enabling the
needs of consumers and producers to be met. In addition, the barriers between
fresh green food and the table are broken down, fast lanes are built, and the mar-
keting of agricultural products is expanded. With the rapid penetration of using live
streaming to sell agricultural goods, the distance between producers and consum-
ers is reduced even closer. Consumers can communicate directly with producers
online, and producers are able to show their produce more visually and explain to
consumers the characteristics of their special produce. The producer can also give
a detailed presentation of the special agricultural products in the live broadcast
with the consumer’s questions. This is of great significance in promoting the growth
of farmers’ incomes, accelerating the sale of agricultural products, and improving
rural economic development. E-commerce platforms embed live streaming features
into their own platforms or applications, and then to sell goods through live stream-
ing function.

17 The original data from Qichacha Tec Co., Ltd. It is a corporate information search tool, based on the integration of information related to
corporate credit, after deep learning, feature extraction and the use of graph construction technology, to provide users with comprehensive,
reliable and transparent data information.

18 Han, J., “Prioritizing agricultural, rural development and implementing the rural revitalization strategy”, China Agricultural Economic
Review, 12(1), 2020, pp. 14-19.
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Figure 1. The business model of live streaming selling for goods

Agricultural
Suppliers Agri-business farmer products
wholesaler

offer products

Online shop owner
E-commerce anchor

sjonpoud [esnynoube jo Aiddng

Q drive traffic offer platform
g
2
8
K, Live A
2 Streaming TaoBao Live Douyin Kuaishou <
8 Tiktok
5 APP
B2
g
1
S
@
= 8 2
g al cooperate a
@ ° g
S, ]
S e
g 2
g p
g E-commerce JingDong TaoBao Douyin || Kuaishou shop +— §
Platform shop Qo
3 J § c
] 3
H 2
g g
3 3
3
>
hy
o

Place an order Provide after-sales service

\Cusmmer'/

Source: Made by authors

Figure 1 shows the live-streaming type of agricultural products is based on short-
form video, social and entertainment content platforms with new live-streaming
entrances, inviting weblebrities to carry out live-streaming activities. In addition,
during the live broadcast process, shopping links are posted to attract traffic to
e-commerce platforms, and short video and social platforms such as QQ, WeChat,
Weibo and Baidu Post are all carrying out this type of live broadcast with goods.
To address the backlog of agricultural products in many places due to the Covid-19
epidemic, these short-video social media platforms are actively building special
live-streaming sessions for agricultural products. Local farmers, local government
leaders and web celebrities have come into the live streams to promote local agri-
cultural products and help to sell those products.
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Unlike Taobao and other e-commerce contracted anchors, Douyin and Kuaishou
are social short-video platforms that do not specifically contract e-commerce an-
chors but are mainly celebrities and weblebrities who broadcast live with goods, re-
flecting the concept of equality that everyone can be an anchor under the technol-
ogy dividend. These weblebrities have not previously specialized in e-commerce,
they come from all walks of life and have switched to live-streaming after gaining
a certain number of followers and traffic, and because they are not professionally
trained, these weblebrities have some shortcomings in terms of introducing the char-
acteristics of the products, marketing skills and lively atmosphere.

But it is this non-professionalism that quickly brings them closer to their viewers and
gives a social dimension to live-streaming. Not so professional with selling skills, but
hundred percent with empressement attitude. A distinctive feature of the live-stream-
ing type of agricultural products is that it relies on short-form video platforms and
weblebrities to attract a large number of traffic and fans, and to turn these fans and
viewers info potential consumers. It is worthwhile to note that Racer does not have a
complete supply chain system and will channel traffic to e-commerce platforms such
as Taobao through links during the live broadcast. But it has the distinct advantage
and feature of having a huge fan base and traffic, with many live stream viewers
and even more impressive turnover. For example, Luo Yonghao's live-streaming de-
but with goods generated total sales of RMB 110 million, with more than 900,000
pieces sold and over 48 million cumulative viewers, a height not reached by ordi-
nary e-commerce anchors'®.

4. Implications for China’s regional rural economic development

4.1 Activation of existing rural e-commerce systems

The new form of “live streaming” has an important role to play in the development of
the rural economy. It not only meets the needs of consumers and producers, but also
breaks down the barriers between fresh green food and the dinner table, creating a
fast track to expand the sales of agricultural products. With the rapid penetration of
live streaming with goods, the distance between producers and consumers is short-
ened even further. Consumers can communicate directly with producers online, and
producers are able to show their agricultural products more visually and explain
the characteristics of their special agricultural products to consumers. In combina-
tion with the questions raised by consumers, producers can also provide a detailed
introduction to the featured agricultural products in the live banding. This is of great
significance in promoting the growth of farmers’ incomes, accelerating the sale of

19 “Luo Yonghao's live-streaming debut with goods generated total sales of RMB 110 million”, People’s Posts and Telecommunications News
(PPTN), Available at: https:/ /www.cnii.com.cn/gxxww,/rmydb/202004 /t20200402_165742 html (Accessed 13 April 2022).
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agricultural products and improving rural economic development.

Selling agricultural products through live streaming has activated the existing
e-commerce system and product chain supply system in rural areas. The short video
broadcast has led to the development of the industrial economy in rural areas, and
as a result, the previously offline business-based market has undergone a series of
innovative changes in order to adapt to the live broadcast with goods, building up
a relatively mature e-commerce support system, from financial support to the sale
of products, to logistics and distribution, after-sales service, and so on. Then, estab-
lishing a complete market industry chain. This has enabled the path of live streaming
with goods to be better realized. Under the leadership of the e-commerce plat-
form model, especially with the “combination of live streaming and e-commerce”,
farmers can generate more economic benefits from their agricultural products and
effectively solve the problems associated with the lack of trust in the source of goods
that exists to some extent in the hearts of consumers at this stage.

Through the live streaming of farmers themselves or weblebrities, not only can the
agricultural products grown by farmers be sold, but also effectively change the gen-
eral impression of the countryside and use live broadcast to bring goods and further
promote the geology, landscape, specialties and customs of their hometowns. Now
in the countryside, markets, farmland, pastures and a range of other places, only a
mobile phone is needed, the farmers themselves can directly start a live show. This is
simple, convenient, and no need for too much cost, which is also equivalent to set-
ting up a physical shop online, so that the existing rural e-commerce system is more
active not only that, but also significantly increase the income of farmers groups.

4.2 Solving the talent shortage

At present, there is a serious employment problem in most poor areas. Due to eco-
nomic backwardness or geographical problems, it is difficult for the unemployed to
find suitable jobs within a short period of time, and the live broadcast with goods can
help to alleviate the employment pressure of the unemployed. Live streaming can
effectively drive the staffing needs of the anchors and the operating teams behind
them, creating new jobs, bringing additional income to more people and promoting
the formation of industrial chains. This provides opportunities for the development
of rural informatisation and related industries, enabling leapfrog growth in the rural
economy. Live selling provides a new channel for trading agricultural products and
a new platform for farmers and consumers, reducing costs in the process of selling
goods and optimising the transaction process. More quality agricultural products
are available to the public at low prices, and the commodity traceability model re-
duces consumer concerns. In addition, consumers and suppliers interact with each
other in a positive way, promoting trade while boosting economic growth in poor
areas and helping to alleviate poverty.
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At this stage, with urbanisation, a large number of rural people are moving into the
cities, leading to an increasingly serious phenomenon of ageing in the countryside.
In order to implement the rural revitalisation strategy, the development of human
capital must be put in the first place in the process of rural revitalisation, and with the
strategy of vigorously developing human resources, farm owners and villagers will
be built into the main force of e-commerce with goods, so as to form a systematic
rural e-commerce industry chain and truly play a role in promoting the rapid de-
velopment of rural agriculture and products. In addition, the new business model of
“live broadcast + e-commerce to sell goods” is also attractive to young people to a
certain extent, with the live broadcast platform, it can provide entrepreneurial em-
ployment opportunities for young people, attracting more young people to return
to their hometowns to start their own businesses and return to the countryside. This
provides a huge role in promoting the county’s economic development.

5. Supply chain transformation driven by live e-commerce economy

According to a report by China Bureau of Statistics: China'’s live e-commerce market
size exceeded 1.2 trillion yuan in 2020, with an annual growth rate of 197.0%, and
is expected to exceed 4. 9 frillion yuan in 2023. Enterprises obtain more control-
lable cost investment and more stable sales growth through regular self-broadcast.
32.1% of the overall live e-commerce turnover in 2020 and is expected to account
for nearly 50.0% in 2023. The ecosystem of the live-streaming industry has been
gradually improved. By the end of 2020, there were 8,862 live e-commerce-relat-
ed enterprises registered in China, and the number of anchors in the industry had
reached 1,234,000 (Airui Consulting 2021). This means: the live industry is rapidly
transitioning from pure traffic dividend mining to dividend mining of the entire ecol-
ogy, especially through refined operations and supply chain penetration to achieve
new increments.

5.1 Live e-commerce requirements for the supply chain

Introduction of Taobao Live as followed, founded on April 21, 2003, Taobao.com
mainly serves as a C2C model online shopping platform, and with the increase of
business, Alibaba Inc. has established Alipay Payment Company (2004), and Ca-
iBird Logistics Company (2013). 2016. Taobao officially opened its live streaming
function, Taobao Live was initially positioned as a lifestyle consumer goods display
and sales, as an embedded module in the mobile Taobao APP. With the increase in
the penetration of live e-commerce, Taobao live categories towards diversification,
Taobao gradually formed the dual entrance of Handao APP and Taobao Live APP,
the latter officially launched in Spring 2019, is the first independent live e-com-
merce APP in China.
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Table 1. 2019-2020 China live e-commerce users commonly used live platform

top five

Rank Platform Percentage
1 Taobao 48.18%

2 Jd.Com 47.45%

3 TikTok 32.85%

4 RED 22.63%

5 Kwai 18.98%

Source: Adopt from iiMedia Research, 2021, data form strawberry pie.

Table 1 is the scale share of major platforms obtained from iiMedia Consulting’s
analysis of the monthly operation and year-end inventory data of China's live
e-commerce industry from November to December 2020. The table shows that
Taobao has become the “leader” in the live e-commerce industry with its years of
experience in the e-commerce field. So, this article takes Taobao as the main case
to explore its supply chain model.

Live e-commerce brings challenges to the traditional supply chain. Taobao live plat-
form through the improvement of the traditional shopping platform supply chain
system, online trading system built Taobao live system, the system reconstructs the
people, goods, field, anchor type, live commodity categories, audience circles are
to diversify the direction (Airui Consulting 2021) Its complete live e-commerce ecol-
ogy, strong consuming user mind, and efficient platform governance capabilities
drive the platform’s continued GMV growth. The underlying support for e-com-
merce increment is the growth of e-commerce penetration and per capita consump-
tion level, but these two factors are limited drivers. The self-generated incremental
growth of live e-commerce is mainly due to more people watching, more stock and
incremental users buying for unplanned needs, and the high pen price and unit
price generated by the live packaged sales model (e.g., buy two get one free). The
sales figures from these factors have attracted more suppliers to increase the number
of live streaming sessions and more quality product feedback, but at the same time
have created challenges for the supply chain.

Product demand is difficult to predict. In addition to the ordinary products in the
live broadcast mode, each anchor must prepare a special marketing product. Al-
though there is a certain trace of the qualities of the “pop”, but the real formation of
the “pop” is the influence of multiple factors, which causes the anchor to prepare
the “pop” and the consumer’s mind “Explosive” “there is an error, and most of the
anchors are “first set single then order” mode of demand for the supply chain, in
the second half of the live economy of the supply chain often disrupt the production
rhythm. This brings the problem of inventory backlog and inventory shortage, which
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in turn has an impact on the subsequent distribution. Therefore, the supply chain
under the live e-commerce model needs to be ready to respond to frequent fluctu-
ations in demand changes.

Product life cycle is extremely short. Under the live e-commerce model, anchors
cooperate with multiple commissioners for a short period of time. Because the head
anchor needs a lot of new products to keep the traffic to ensure the attractiveness of
the live broadcast. This means that the product style in the live economy is updated
very quickly, and the products need to be diverse and cost-effective. These require-
ments force the supply chain side of the commissioner to accelerate the frequency
of product development.

Supply chain services need to be flexible. Anchors mainly as a window to help busi-
nesses solve the problems of live e-commerce links, some large anchors will build
their own supply chain system, some anchors only earn commission without a fixed
partner merchant, the supply chain and manufacturers and platforms are responsi-
ble for, and later face a large number of return risks. In the face of different modes
of customer demand, supply chain service providers need to provide integrated
service capabilities, including warehousing, distribution, customer service, reverse,
digital and other capabilities.

5.2 Characteristics of live e-commerce supply chain model

Figure 2. Comparison of three supply chain processes

Traditional supplychain
E-commercial SCM

Live mode SCM

Source: Made by authors

From Figure 2, the comparison of these three supply chain models can be seen.
Through the live-streaming e-commerce model, the supply chain end can directly
contact users, reduce the bullwhip effect caused by too many intermediate links,
and realize a supply chain operation model based on real demand-driven, while
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reducing redundant inventory. Based on the two-way interaction between live
broadcasters, the anchor can sample small batches, determine whether there is a
possibility that the product will become explosive, and decide whether to add pro-
duction. So, the live-streaming supply chain has the dual characteristics of flexibility
and agility.

Production and sales are closely connected. The traditional transit centre is trans-
formed into a multi-functional place including warehousing, live broadcast, and
operation, realizing the integrated service of “warehousing - live broadcast - deliv-
ery”, attracting many merchants and anchors to move in, while also innovating the
form of cooperation between live e-commerce and express logistics. Live e-com-
merce supply chain link has been shortened. Live e-commerce can skip the mid-
dleman and connect the factory to the consumer. The reduction of links shortens the
feedback time of user information and reduces the information gap, while it can
help brands discover and cover potential consumer groups. The huge and stable
demand can realize the model of selling before production. Live e-commerce pro-
vides the bestselling scenario, especially for explosive products. Live broadcasters
have anchors as trust backing and a fixed fan base with high repurchase and high
conversion, which can lead to many orders in a short time. With the guarantee
of sales, although the user has not yet placed orders, but before the live broad-
cast can be the order volume and scheduling feedback to the upstream, producers’
backward production cycle on demand, while intensive orders and raw material
suppliers bargaining compression production costs, minimize the risk of inventory
and improve profits. At the same time live broadcast is a real-time interactive, flex-
ible, and fast sales method, the anchor on behalf of the fans to exercise the right to
choose, a single product live results can quickly feedback to the production side,
indirectly accelerate the industry’s survival of the fittest. At the same time, the anchor
needs a wealth of high-quality SKU to support the frequency of live broadcast and
live attraction, forcing the supply chain to improve the response speed, improve the
frequency and number of new.

Warehousing and distribution integration. The shipping characteristics of live
e-commerce is a concentrated outbreak of fragmented orders, which provides a
suitable scenario for an efficient warehouse and distribution integration model, with
advance stocking in multiple RDC warehouses according to the expected order
volume and fast turnaround delivery in the vicinity, reducing at least one transit and
distribution. As the digitalization of the supply chain increases and the accuracy
of demand-side forecasting improves, offline stores can become front warehouses
and the integrated warehouse and distribution model will be more popular. At the
same time, the growth of live orders of fresh produce promotes the development of
cold chain transportation, and more live rooms and warehouses are in the origin to
ensure the quality of products. Moreover, promoting the construction of major infra-
structures, like highways, ports and railways (Erdei- Erdeiné Késmdrki-Gally, 2018)
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provides the process with necessary and valuable contribution. Deep cooperation
and win-win situation is achieved through more real, accurate, and stable demand

feedback.

Integrated digital supply chain. As most MCN agencies originate from content
agencies, the ability to focus on building a persona and creating live content, so
the ability at the level of “goods” is relatively weak, more need to provide integrat-
ed services at the supply chain. The supply chain of direct broadcast e-commerce
focuses on big data selection, group goods, logistics and distribution, and reverse
after-sales service. The front end needs more rapid, accurate, and real front-end
consumer insights. For the front-end guidance production link, C2M is mostly big
data insights + experience + demand feedback to predict trends and opportunities.
And live e-commerce because of the data concentration burst, greatly shorten the
data collection and analysis of the week, the availability of data and conclusive
stronger (such as live sales in time to stop production when poor), while based on
the anchor and operation of the massive selection experience and live user demand
collection and real feedback, you can more flexible and accurate control of R &
D design and production and marketing matching situation. A deeper and more
effective cooperation can be created with upstream, forming a positive cycle of
on-demand production and win-win situation for all three parties.

6. Conclusion

Live e-commerce has become a new model of retail in China, and likewise a new
marketing channel. In China, many companies are starting to build their own live
streaming platforms in the hope of capturing more market share, and many big
anchors are also active in the live e-commerce market, with market resources and
web traffic moving towards the top platforms and top anchors. However, in other
countries in Europe and the Americas, this marketing model has not yet taken off
and is very promising. As mentioned earlier, this new marketing model, which not
only enlivens the market and raises employment, but also balances regional eco-
nomic development and drives the development of industries in remote places, is
a new marketing model worth promoting and trying. With the development of live
e-commerce, the whole element of the live supply chain is still being expanded and
upgraded, becoming more agile and more precise. So how to achieve the integra-
tion of the warehouse and distribution of the supply chain, light assets, digital will
become the key to meet the development of live e-commerce marketing model.
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bunr Llam
Junrhue Py

Mean Hecmunu leopr

Mponaaja y>xueo npeko MHTEPHETA U MOAEN NAHLA cHabaesara y
Kuuu: Cryauja cnyuaja Tao6ao nnardpopme 3a npeHOC Y)KMBO NPEKO
MHTEpHETA

On 2016. npeHoc yxuBO ce MojaBMO KQO HOBM MOAEN MPOAQje HA KMHECKOM
TOXMLITY MpOAaje MNPeKo MHTEPHeTa, O HAKOH LWeCT rogMHa pasBoja, caga
ce ¢opmmpao komnnetaH kaHan npopaje. [lpeHoc yxwmBo je noctao BaxaH
MPOAQjHM KQHA 3a TProBLe HQ Mo 360r BEIMKOT SOMETA MOKPMBEHOCTH M LUMPE
nybnvke, U y BEIMKO] MEPH [ MPOMOBMCAO TProBMHCKM M €KOHOMCKM Pa3BOj
Kure. BaxaH je 1 360r cammx KapakTepUCTMKA MPOAaje MPeKo MHTEPHETA YXMBO,
koja noctaema Behe 3axTeBe Ha koje Tpeba OAroBOPUTH y NaHLY cCHaGAEBAA.
JlaHay cHabpesara Tpeba fa ce MPMUIAroaM OBOM MOPKETMHLIKOM METOogy
Kako 6u nobosmwao epukacHocT npoaaje yxuso. OBaj pag KOPUCTH YrIABHOM
KBANIMTATUBHE MeTofEe MCTPaXuBara. KopucT MCTpaxmBama AOKyMeHaTd Ad
QHANM3UPA KAPAKTEPUCTUKE MPOLA|E YXKMBO M HeH yTULAj HO KUHECKM PEerMOHAITHU
€KOHOMCKM pa3Boj, M CTYAM]y CIyyaja 30 QHANM3Y NPOMEHA Y IaHLY cHabAeBara
Koje je 3BpLuMIa MaBHA N1aTdopma 3a oBaj mogen npogaje. Hagamo ce Aa osaj
YIQHOK MOXE MPYXMTH Mpernopyke 3a apyre obsmke eKOHOMCKMX OKTMBHOCTM
Y>XMBO M PA3BOj IQHALQA CHOBAEBAHQ.

Kmy4He peun: npopaja yxmBo npeko MHTEpHETA, MOLEN NaHLQA cHabheBarbq,
PErMoHATHU EKOHOMCKM PA3BOj
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