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Abstract
Facing an increasingly saturated e-commerce market, the competitive focus of enterprises has
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shifted from competing for traffic to achieving precise reach and value conversion driven by “data
intelligence”. As a key component of digital transformation for e-commerce enterprises, precision
marketing relies on data mining, user profiling, and intelligent algorithms to evolve from “people
searching for products” to “products finding people”. However, some platforms still face challenges
such as low data quality, unclear marketing positioning, severe homogenized competition, and sig-
nificant data security risks, which limit the effectiveness of precision marketing. Based on this, this
paper will explore the innovation and implementation path of the precise marketing model driven
by big data in e-commerce platforms, and construct a framework of big data precise marketing
model with the integration of data elements, user value insight and intelligent decision-making op-
timization as the core, aiming to form a new ecosystem of efficient, intelligent and sustainable pre-
cise marketing. Meanwhile, this paper will integrate this framework with customer relationship
management theory and digital platform ecosystem theory to reveal the internal mechanism of
ecommerce platforms’ shift from “transaction-oriented” to “relationship co-creation and ecological
collaboration” in the context of big data, thereby expanding the theoretical perspective and explan-
atory boundary of e-commerce precise marketing research.
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