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Abstract

Against the backdrop of deep integration of artificial intelligence (Al) into the e-commerce ecosystem,
the modes of product information presentation on e-commerce platforms are undergoing a system-
atic evolution, transitioning from “passive display” to “active generation”, “interactive construction”,
and ultimately “immersive co-creation”. Traditional linear consumer decision paths are increasingly
replaced by nonlinear and dynamic decision networks. This study, grounded in the Technology Ac-
ceptance Model and Information Processing Theory, systematically analyzes the technical character-
istics of emerging information presentation modes, including Al-generated content, personalized vir-
tual experiences, and algorithmic recommendations. An integrated “cognition-emotion-behavior”
framework is proposed to elucidate how Al-mediated information presentation reshapes consumer
decision-making across attention, search, evaluation, and purchase stages through three mechanisms:
reducing cognitive load, eliciting emotional resonance, and constructing immersive scenarios. Find-
ings indicate that consumer decision paths are evolving from rational “searching-for-products” to in-
telligent “products-finding-consumers”, and further toward “human-product collaborative” immer-
sive co-creation, while simultaneously introducing potential risks such as information echo chambers,
algorithmic manipulation, and diminished decision autonomy. Based on these insights, the study of-
fers strategic recommendations from the perspectives of platform governance, consumer education,
and coordinated technological innovation to promote responsible Al deployment in e-commerce and
enhance consumer welfare.
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Figure 1. Comparative diagram of the reconstruction of the “people-product-platform” eco-system in e-commerce
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Table 1. Three mechanistic pathways by which Al-enabled information presentation affects decision-making
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Figure 2. Conceptual diagram of core risk relationships faced by consumers
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Figure 3. Conceptual framework of multi-stakeholder collaborative optimization pathways
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