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Abstract

With the rapid development of Internet and artificial intelligence technologies, sports e-commerce
has emerged as a pivotal force driving the growth of the sports industry. This paper delves into the
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characteristics and influencing factors of sports consumption behavior in an e-commerce environ-
ment, encompassing transformations in purchasing behavior, diversified and personalized product
selection, streamlined consumer experience, and incentives for repurchase and service behavior. In
the future, sports e-commerce will exhibit trends such as deep integration of diversification and spe-
cialization, continuous leadership in trendiness and youth appeal, in-depth pursuit of rationality and
cost-effectiveness, and enhanced application of data-driven and precision marketing. These trends
necessitate sports enterprises to optimize their product mix, elevate service quality, maintain a keen
market insight, swiftly respond to trends, and build robust data analytics capabilities to implement
precision marketing strategies. Additionally, strengthening cross-border collaborations with social
media platforms is crucial for expanding brand influence and deepening market penetration. The
strategic recommendations proposed in this paper aim to provide guidance for sports enterprises to
achieve sustainable development in the fiercely competitive market.
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