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Executive Summary
With the continuous upgrade of digital technology and services, network broadcast has gradually become a new trend in the marketing industry. However, there are still some problems in the development of network broadcast marketing. How to avoid these problems and choose a live marketing method suitable for the enterprise's own characteristics has become an important issue for enterprises to consider. In view of this, based on the analysis of the current network live marketing strategy of McDonald's (China), this report finds the existing problems of the organization, and proposes corresponding optimization strategies to solve these problems, in order to provide reference for McDonald's (China) to better carry out network live marketing.
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1 Introduce
On March 31, 2020, China Consumers Association released the "Online Survey Report of live E-commerce Shopping Consumer Satisfaction". The report puts forward the concept of live streaming e-commerce, that is, live streaming operators promote related products through online live streaming platforms or software, so that the audience can understand the performance of the products and buy the products, which can be collectively referred to as live streaming e-commerce. Extending from this concept, live streaming marketing is the behavior of live streamers to carry out marketing through the network live streaming platform or software.
The emergence of live streaming marketing is inseparable from the development of live streaming technology such as mobile Internet, streaming media, intelligent hardware and other digital technologies.CNNIC data shows that as of June 2022, the user scale of live streaming e-commerce is 469 million, accounting for 44.6% of the total Internet users.（CNNIC,2022）The huge user scale constitutes the market basis of live streaming marketing.It is especially easy to attract the attention of the young generation of netizens. (Škerháková, et al,2022, p. 14302. )(Vukatana, et al,2022,p. 1072–1082)In the 5G era, 5G, AI, short video, virtual anchor, hologram, etc., will bring more possibilities to the live streaming marketing field.(Milovanovic, Bojkovic and Pantovic, 2019,p. 351–361)
The new types of consumption characterized by online shopping, mobile payment, integration of online and offline and other new forms of business are developing rapidly in China.(Cai, Zhang and Zhao,2021) Since July 2020, the National Development and Reform Commission, the Central Cyberspace Administration and other departments issued "Opinions on supporting the healthy development of new business forms and new models ", "Accelerate the Cultivation of new consumption implementation Plan" and other policies, requiring the expansion of new retail formats and the development of live streaming economy(Ling, 2021)The introduction of the above policies is conducive to stimulate the development vitality of live streaming e-commerce.(Jiao, 2020, p. 624–628)
To sum up, live streaming marketing can bring opportunities for enterprises to upgrade their business model, brand image, channel strategy and other aspects.(Lin,2022,p. 634–638)The first is the change of business model. Live streaming has greatly promoted the online sales and operation of enterprises.(Gong, et al.,2022,p. 101184)Secondly, in terms of brand publicity, the real-time, interactive and experiential features of online live streaming enable users to have a deeper understanding of the product,as well as improve the brand image . In short, live streaming can be regarded as a means to maintain customer relationship. (Wongkitrungrueng, Dehouche and Assarut, 2020,p.488-518)The role of the channel is not only the enterprise value, also includes access to customer data of watching and buying.Accurate user data can help enterprises save time, space and capital costs in the process of product design, production and marketing. (Blasco-Arcas, et al. ,2022,p. 436-452)
As a new form of network marketing, live streaming marketing still follows the logic of "people-commodities-scene" in the new commercial situation, but it is upgraded to some extent.(Yang, 2021,p. 368–373)This report will also focus on the general analysis framework of network retail, combined with several representative live streaming of McDonald's (China) since 2020, to McDonald's (China) in the last two years of live streaming marketing strategy for the critical evaluation.

[bookmark: _Toc950629940]2 Analysis of existing marketing strategies
[bookmark: _Toc2106551547]2.1 Four representative live streaming events
[bookmark: _Toc1396445987]2.1.1 live streaming new product launch in bilibili
At 8:30 on April 15, 2020, McDonald's (China) held a 24-hour "5G" new product launch of "McCrispy Chicken" in bilibili, , a popular Chinese video website.It was the first attempt of live streaming marketing by McDonald's (China). The so-called 5 "G" (according to the Chinese homonym) refers to the five product characteristics of Mai Mai Crispy chicken: "big", "flavorful", "tender", "juicy" and "crispy".（McDonald's ,no date) In this conference, Zhang Jiaying, CEO of McDonald's (China), became the anchor, introducing the new product while eating fried chicken, which had not been in the previous new product launch of McDonald's (China). In 24 hours of live streaming, McDonald's (China) arranged unusually rich content and activities, invited bilibili's famous KOL to eat chicken on site, and distributed 100,000 coupons. More than a million people watched the show online. It was probably the most well-attended product launch in McDonald's China history.

[bookmark: _Toc218925446]2.2.2.First live streaming in wechat mini program
In July 2020, McDonald's (China) cooperated with the girl group variety show Chuang 2020,and made the first live streaming in the wechat small program
This live streaming designed a set of gameplay based on the fan response logic in the program. The live streaming event garnered more than 3.8 million likes and sold an average McDonald's membership card every six seconds during live streaming.（Retail Business Review,2020) 

[bookmark: _Toc840483611]2.2.3 Debut live streaming in Tiktok (Chinese version)
On July 28, 2021, McDonald's (China) opened an official live streaming room—— "McDonald's (China) Doujin Store". On the day of launch, the GMV(gross merchandise value) of live streaming is nearly 700,000, tens of times that of other brands in Tiktok. On Aug 7, famous stand-up comedian Hulan and Lin Huirong, COO of McDonald's China, came to live streaming with a special offer for fans. On the evening of August 13th, CMO Sutong, pop idol Yang Chaoyue and anchors interacted with the audience, raffle distributed Yang Chaoyue's signed photo and McDonald's (China) coupons. On the same day, the official account gained more than 100,000 followers. In the two weeks since its launch on July 28, McDonald's (China) Doujin store has attracted more than 550,000 fans, with more than 19 million total views and 22 million GMV(Feigua data,2022).

[bookmark: _Toc2008103758]2.2.4 The live streaming in Tiktok that broke sales records during the Singles' Day shopping festival
During the pre-sale period from Oct 24 to Oct 30, 2022, McDonald's (China) sold 25 million yuan worth of group-purchase coupons in the live streaming room in Tiktok, surpassing KFC and Luckin Coffee to rank first on the local lifestyle brand sales list of Tiktok. On Nov. 1, live streaming sales hit a new high, reaching 10 million yuan in a single day(Feigua data,2022).


[bookmark: _Toc346864454]2.2 Marketing strategy analysis
[bookmark: _Toc1480260420]2.2.1 The relationship network centered on anchors
The "people" in live streaming includes the anchor, operation team and audience. Different from offline marketers, anchors not only need to deliver customer value and promote sales through live streaming or other channels, but also need to convert general visitors and potential fans into fans to maintain a good relationship with fans. (Liu, F. et al. ,2022) Anchors of McDonald's (China) on various platforms include its executives, celebrities and professional anchors. In the marketing of live streaming for many times, McDonald's (China) chooses the senior executives as the anchor directly, and interacts with the audience in a down-to-earth way, so that consumers can see the their sincerity. In addition, McDonald's (China) also adopts the new live streaming chat form of "idol star + enterprise executive", which makes the audience feel natural and easygoing. This is a rare practice on domestic live streaming platforms.(Rungruangjit, 2022) However, McDonald's (China) also had the experience of failure in the aspect of anchor, such as time wasting,unnatural performances, the unbefitting Internet celebrities.McDonald's (China) was also blamed on headline of Weibo,one of the largest social media in China. 

[bookmark: _Toc138828445]2.2.2 The blend of marketing objects centered on goods
The "goods" of marketing by McDonald's (China) live streaming is not only products and services, but the blend of products, services, events, experiences, characters, organizations, information and ideas.Selling electronic coupons at a low price is the main means of live streaming promotion of McDonald's (China).For example, in the live streaming room in Tiktok of McDonald's (China), the price of McSpicy Chicken Filet Burger is only about 40% off the official price, and there are also activities such as“1 yuan seckill”and other random benefits, which is almost impossible in other sales channels.The product pricing of McDonald's (China) itself is not high, and the strong discount has become the key to attract more people to contact the brand. In the context of live streaming marketing, enterprises sell "products and services", but the value of attracting customers may only be the brand story, fan feedback, activity interaction, picture and so on associated with "goods"，even "interesting content" with little correlation (Wang, et al.,2022,p. 701–729).Therefore, McDonald's (China) has repeatedly used the hot topics, events and variety shows such as "5G", "11.11 Shopping Festival", "Chuang 2020" and "World Cup" hot topics, events and variety shows to attract audiences.

[bookmark: _Toc1122434473]2.2.3 The immersive marketing field presented through the live streaming room
The "scene" of live streaming marketing is the interactive online live streaming room. The words of the live streaming anchor, interactive games, product trial, decoration, etc., make the "scene" shown by the live streaming room become a highly ornamental and entertaining marketing space, so as to stimulate customer demand and even produce purchase behavior in the "immersive" experience and interaction.   McDonald's (China) is very good at creating a consumption atmosphere(Ma,Gao and Zhang, 2022, p. 1045).The most typical example is the various marketing content of McDonald's (China) in Tiktok during the World Cup. McDonald's (China) not only resets slogans, posters and online stores to reflect the atmosphere of the World Cup; Even McDonald's (China) has replaced its Tik Tok advertising slogan with "When a football is kicked in, McDelivery is delivered”. Meanwhile, activity interaction, and special price also make consumers get more benefits and shopping experience.(Neus, 2020,p. 101-120). And the Internet celebrities, stars let the live add a bit of "fan meeting" unexpected surprise.

[bookmark: _Toc1259832463]3 The existing problems of McDonald's live marketing strategy
[bookmark: _Toc1962929868]3.1 Lack of professionalism of the live streaming operation team
	Anchors are an important role in live streaming marketing, the bridge between enterprises / merchants / commodities and users, the protagonist in the new marketing scene, the creator of content and the transmitter of customer value. (Wang,Zhou&Qu,2022,p.42-46)At the present stage,the anchors of McDonald's (China) are mainly divided into two categories: one is the it's own operation team and corporate executives, and the other is the public celebrities or stars invited. As mentioned above, there were some unexpected situations during the live streaming，which has a negative impact on the brand image. The lack of professional skills of the operation team makes it unable to properly control all aspects in the process of live marketing and fully mobilize consumers' purchasing emotions. The public figures invited do not have a deep understanding of the product, they cannot introduce the product in detail and precision, they cannot guide consumers reasonably, and they cannot answer consumers' questions in time, which ultimately leads to the failure of marketing.(Lu&Chen, 2021, p. 103509). 

[bookmark: _Toc1318506262]3.2 Low price strategy and Inconvenient shopping experience
Low price and strong discount are the direct factors that drive consumers in live streaming of McDonald's (China). But if customers are used to the price system of live streaming room, they are less motivated to buy non-discounted products of other channels. It’s not a long-term way to build a stable customer relationship(Chen, Chen, and Tian, 2022, p. 101150).
McDonald's (China) live streaming does not directly sell goods, but sells "electronic coupons". After placing an order online with a coupon, users generally have to check it off in the offline store through the App before they can get the meal. This kind of consumption path is slightly complicated, which affects the consumption experience to some extent(Pantano and Priporas, 2016,p.548–555). 

[bookmark: _Toc250992041]3.3 Shallow content strategy
McDonald's (China) still adopts the promotion oriented content strategy, taking KPI as the effect evaluation standard, and the communication of brand value is slightly insufficient. In addition, the event marketing and fan marketing often used by McDonald's (China) live streaming also have the risk of causing public opinion controversy(Chen, and Tian, 2022, p. 101150). On the other hand,the live streaming scene of McDonald's (China) usually just makes simple adjustment in slogan, poster and style according to different themes, and its marketing activities also stay in interaction with stars and lottery, which is slightly monotonous.Over time, users will be tired.Wu, 2022,p.429–436)

[bookmark: _Toc765350379]4 Suggestion
[bookmark: _Toc1964257970]4.1 Constantly improve the overall level of marketing team
Continuous improvement of the overall level of online live streaming marketing team is conducive to improving the risk control effect of online live streaming.On the one hand, McDonald's (China) needs to cultivate a live streaming operation team with more professional ability, collaboration ability and innovation ability. Professional anchors need to have the ability to take on multiple roles such as "communication", "social", "entertainment" and "promotion" and adapt to the complex promotion mode of live marketing. On the other hand, when McDonald's (China) invites some celebrities to do product endorsements, it also needs to strengthen the management of its words and deeds during the live streaming(Li and Tian, 2021, p.1). 

[bookmark: _Toc17596459]4.2 Perfect omni-channel service and emphasis on brand communication
Online channels sell e-coupon, while offline stores shall cooperate to provide online exchange services, sub-exchange services, return and exchange services, and delivery services, which are universal throughout the country(Maze,2022) .
McDonald's (China) can also cooperate with the live streaming platform and, relying on the LBS of the platform, recommend local videos that can inspire users to order based on users' location(Feng, 2022,p.125–130).
The emphasis of marketing strategy should also be shifted from "low price promotion" to "brand communication". McDonald's (China) can try to give up KPI as the core, and turn to the viewing experience and evaluation of the audience as the evaluation criteria. In this way, the operation team can give full play to creativity, flexibly adjust marketing strategies, and use interesting ways to convey brand value that consumers like.

4.3 Fine and differentiated operation of the content strategy& Elaborate channel strategy
The network broadcast industry has become oligarchized, and every live streaming platform has its own live streaming characteristics. According to the brand culture, the preference of target audience and the tone of platform, the enterprise needs to adopt the differentiation strategy, and reasonably and carefully plan the communication channel and content strategy(Getto, Labriola and Ruszkiewicz, 2022,p. 18–34) .On some e-commerce platforms, McDonald's (China) will highlight the taste of the product and discounts. When working with content-oriented platforms, McDonald's China highlights brand entertainment, story and interaction. In terms of scene , McDonald's (China) can also try to make use of emerging network technology to create diversified forms of live streaming, such as VR live streaming activities，and add more creative interaction mechanisms as appropriate(Montagud, et al. ,2022,p. 1593-1613). 
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