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Abstract

From intelligent product selection and inventory forecasting in the backend to personalized recom-
mendations and intelligent customer service in the frontend, Al technology is reshaping the business
logic and operational model of e-commerce. The traditional model that relies on traffic dividends
and manual experience is being replaced by precise, efficient, and intelligent full-chain operations.
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Industry giants such as Alibaba, JD.com, and PDD have long been deeply involved in the Al field,
leading a technology centric business revolution. Artificial intelligence technology not only im-
proves transaction efficiency and transparency, but also gives rise to a new form of e-commerce
ecosystem. Based on this, this article will explore the path of artificial intelligence technology pro-
moting innovation in e-commerce business models, aiming to promote the sustainable develop-
ment of e-commerce business models.
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