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Abstract
With the rapid development of Internet technology, e-commerce has become an important part of
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modern business. In this context, big data analytics has gradually become the core driving force of
e-commerce marketing. Big data analytics can not only help enterprises understand consumer de-
mand more accurately and optimize marketing strategies, but also significantly improve opera-
tional efficiency and customer satisfaction. The purpose of this article is to discuss the application
of big data analytics in e-commerce marketing, analyze the value it brings and the challenges it faces,
and put forward corresponding optimization suggestions. Specifically, this article will investigate
the following aspects: first, introduce the basic concepts of e-commerce marketing and the role of
big data analytics in it; second, analyze in depth the application value of big data analytics in im-
proving the accuracy of user profiles, optimizing inventory management and marketing strategies;
third, discuss the major problems faced by big data analytics in e-commerce marketing, such as data
privacy protection, data analysis capabilities and data integration issues; finally, suggestions for
optimizing the application of big data analytics are put forward with a view to providing reference
for e-commerce enterprises to enhance their competitiveness.
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