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Abstract

With the advancement of society, artificial intelligence (AI) technology has been widely applied across
various industries, contributing to their prosperity. Against this backdrop, e-commerce enterprises
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have embraced new development opportunities. Al and big data have transformed consumer be-
havior, enabling better alignment with their demands. E-commerce businesses should adopt a for-
ward-looking perspective to assess the impact of Al, avoiding obsolescence. They must leverage
Al technology prudently, continuously innovate development mechanisms, and provide fresh mo-
mentum for corporate growth. Based on this, this paper primarily explores the impact of artificial
intelligence on e-commerce operational models from three dimensions: user experience, operational
efficiency, and innovation development. It further focuses on analyzing the pathways through which
Al drives innovation mechanisms in e-commerce enterprises, providing a comprehensive and multi-
faceted examination of how e-commerce businesses can effectively innovate their mechanisms in the
context of artificial intelligence. Finally, the article analyzes the innovation mechanisms of e-com-
merce enterprises in the context of artificial intelligence by citing examples: Amazon’s platform-
based innovation model for end-to-end Al applications, JD.com’s innovation across all scenarios led
by technical architecture, and the high-end innovation path of French luxury e-commerce integrat-
ing Al with aesthetics, thereby providing insights for more e-commerce enterprises.
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