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Abstract
The rapid rise of Artificial Intelligence Generated Content (AIGC) technology is profoundly
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transforming the operational logic and user experience of e-commerce. By leveraging multimodal
generative models, AIGC enables automated content creation, intelligent marketing, and immersive
experiences, driving the industry from traffic-driven competition toward intelligent collaboration.
Taking new-generation generative Al models such as DeepSeek as examples, this paper explores
innovative applications of AIGC in e-commerce, focusing on its mechanisms and practical pathways
in three key dimensions: content generation, marketing optimization, and user experience innova-
tion. The study finds that AIGC not only reshapes content creation and dissemination but also en-
hances personalized recommendations, contextual marketing, and interactive consumption expe-
riences, providing a new paradigm for building future intelligent e-commerce ecosystems.
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Table 1. Comparison between the traditional model and the AIGC model
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Figure 1. “Triangular Synergy” architecture of the AIGC multimodal content co-creation ecosystem
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Figure 2. Hierarchical diagram of the AIGC-driven e-commerce “User Experience Upgrade Path”
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