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Abstract

This paper aims to explore the integration of Artificial Intelligence Generated Content and e-com-
merce and the promoting effect of Artificial Intelligence Generated Content on e-commerce, and at
the same time examine the challenges faced by the application of Artificial Intelligence Generated
Content in e-commerce. With the rapid development of the digital economy and artificial intelligence,
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e-commerce has become an important part of the global economy. The application of artificial in-
telligence in e-commerce is promising, but it also faces many challenges such as user experience
improvement, precision marketing, content creation and supply chain optimization.
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Fi 2% (VAES) A B0 11 R0 4% (GANS) A Bk Y (Diffusion Models), HiL fit 42 44 5 5535 G135 4 22 [ 4% (Neural
Networks). %%~ > (Deep Learning) 1 Transformer Z24J%%[7].
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C2B (Consumer to Business). B2G (Business to Government). 020 (Online to Offling)&5 £ Fiik . XA
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