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Abstract

With the rapid development of the smart automotive industry and the profound evolution of the
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digital economy, the smart cockpit is transforming from a traditional driving assistance tool into a
mobile commercial space integrating consumption, entertainment, and social interaction, thus open-
ing up a new growth entry point for the e-commerce industry. Adopting an economic perspective,
this paper systematically investigates the development of smart cockpit e-commerce, analyzing the
relationships among immersive experience, user trust, and purchase intention. Leveraging unique
contextual features such as mobile private spaces and real time demand response, the smart cockpit
establishes a differentiated competitive advantage over traditional e-commerce platforms. Immer-
sive experience, through multi sensory interaction and contextualized consumption, generates sig-
nificant economic value, with the potential to boost purchase conversion rates and foster user loyalty
and consumption habits. User trust is synergistically built upon factors such as brand endorsement
and privacy protection, influencing user acceptance of these new shopping channels. This research
offers strategic recommendations for industry participants, including automotive manufacturers
and e-commerce platforms, focusing on ecosystem building, experience optimization, and differen-
tiated positioning. Furthermore, it suggests that with the future maturity of autonomous driving
technology and deepened application of artificial intelligence, smart cockpit e-commerce is poised
to become a significant growth driver for the digital economy.
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