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Abstract

Under the background of the extensive empowerment of the e-commerce industry by artificial in-
telligence technology, this paper focuses on the research of user information analysis and manage-
ment, and systematically explores the application paths of Al in user information collection, portrait
construction, intelligent recommendation and full life cycle management. By sorting out the key is-
sues currently faced such as privacy leakage, algorithm bias, data silos and regulatory compliance,
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a systematic response strategy from data protection, algorithm optimization, platform integration
to ethical governance is further proposed, aiming to provide theoretical support and practical ref-
erence for e-commerce platforms to achieve intelligent and compliant operation.
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Table 1. Summary of typical user data leakage incidents on e-commerce platforms
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Table 2. Typical cases of compliance and ethics of e-commerce platforms
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