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Abstract

With the rapid advancement of Al technologies, e-commerce—particularly fashion e-commerce—
has begun actively exploring precision marketing to enhance user experience and improve conver-
sion rates and customer retention. Based on this context, this paper focuses on the fashion industry
and investigates the application of Al in precision marketing from three perspectives: data collec-
tion, user profiling, and personalized recommendation. The study identifies several challenges in
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applying Al to precision marketing in fashion e-commerce, including insufficient accuracy of per-
sonalized recommendation algorithms, non-standardized data collection processes, and a shortage
of interdisciplinary professionals. To address these issues, the paper proposes corresponding strat-
egies such as optimizing personalized recommendation algorithms, standardizing data collection
procedures, and cultivating interdisciplinary talent. These recommendations aim to further promote
the long-term and stable development of fashion e-commerce.
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Figure 1. The four-level framework for data governance
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