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Abstract

The strict regulation of absolute terms by law has encountered a deep collision between standard-
ized text and digital economic practice in the field of e-commerce. The digital, fragmented, and
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interactive characteristics of e-commerce advertising pose challenges to the norms and mecha-
nisms established within the traditional advertising connotation framework. Based on the actual
scenario of e-commerce, this article analyzes the deep-seated contradictions in the current applica-
tion from the four core dimensions of the inherent limitations of legal language, the dilemma of
“one-size-fits-all” audit of e-commerce platforms, the compliance conflict of diversified advertising
needs of enterprises, and differences in consumer understanding, and puts forward the three-di-
mensional completion of “legal adaptation-technology optimization-subject coordination”. The re-
search aims to solve the problem of “excessive regulation” in the regulation of e-commerce absolute
terms, and provide theoretical support and practical guidance for compliance innovation and accu-
rate supervision of the e-commerce industry.
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