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Abstract
With the rapid development of Artificial Intelligence Generated Content (AIGC) technology, the
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content production models in the e-commerce sector are undergoing a revolutionary transformation.
This paper explores the multi-dimensional applications of AIGC in e-commerce content production,
covering aspects such as visual content generation, text creation, intelligent marketing and recom-
mendation, and data-driven decision-making, while analyzing the resulting improvements in pro-
duction efficiency and cost optimization. Meanwhile, the study reveals the ethical risks and trust
challenges arising from the application of AIGC, including issues like false content, fraud involving
digital humans, and copyright ownership. On this basis, the paper focuses on demonstrating the
value boundaries of human subjectivity in e-commerce content creation, and discusses the irre-
placeability of humans in terms of aesthetic judgment, emotional connection, ethical responsibility,
and creative leadership. Finally, the paper proposes feasible paths for building the development of
human-machine collaboration, including framework design, literacy cultivation, regulatory innova-
tion, and ecological reconstruction, so as to provide theoretical references and practical guidance
for the healthy development of e-commerce content production in the AIGC era.
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Table 1. Comparison between traditional content production and AIGC-driven content production
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Table 2. Main application scenarios and effects of AIGC in e-commerce content production
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Table 3. Main ethical risks and governance challenges of AIGC in e-commerce application
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Table 4. Collaborative division of labor between human beings and AIGC in e-commerce content production
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