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Abstract

Artificial Intelligence (AI) technology has been increasingly widely applied in the e-commerce sec-
tor and has become a crucial driving force for promoting industrial transformation and innovation.
Through the examination of application practices on typical e-commerce platforms such as Amazon,
Alibaba, and JD.com, as well as the analysis of relevant literature, this study finds that Al technology
plays a significant role in enhancing operational efficiency, improving user experience, and optimizing
supply chain management. However, the widespread application of Al faces constraints, including insuf-
ficient consumer trust and acceptance, prominent data security and ethical concerns, as well as the
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challenges posed by high technological costs and talent demands. Therefore, this study proposes en-
hancement strategies: strengthening data security and algorithm optimization, deepening opera-
tional management and personalized applications, and conducting Al literacy education while promot-
ing industry-university-research cooperation. These measures aim to drive the high-quality develop-
ment of the e-commerce industry through sustainable and responsible Al application models.
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