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Abstract

Artificial Intelligence-Generated Content (AIGC) has become a core driving force deeply integrated
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into the e-commerce content marketing ecosystem. From the perspective of consumer psychology,
this paper first analyzes the significant opportunities and challenges brought by AIGC in reshaping
user experience and influencing consumer decision-making. On one hand, AIGC greatly enhances
the operational efficiency and user growth potential of e-commerce platforms through highly per-
sonalized content generation, multimodal virtual experiences, and marketing automation. On the
other hand, this technology-driven transformation also presents multiple challenges, such as “in-
formation cocoons”, a lack of emotional connection with brands, and issues related to data privacy
and algorithmic ethics. Therefore, strategies such as promoting “human-machine collaboration” es-
tablishing transparent and trustworthy Al systems, and embracing immersive interactive technol-
ogies are further proposed as practical recommendations for achieving sustainable growth in the
AIGC era.
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