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Abstract
With the deepening digital transformation of global trade, Generative Al (GenAl) is catalyzing a
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paradigm shift in the end-to-end marketing of cross-border e-commerce. This study focuses on the
underlying mechanisms driving the evolution of cross-border marketing powered by GenAl. By con-
structing a theoretical model of end-to-end marketing, it systematically analyzes the logical evolu-
tion across the production, interaction, and value dimensions. The findings indicate that: at the pro-
duction end, automation and decentralization mechanisms break through cultural discount barriers;
at the interaction end, conversational commerce reconstructs consumer cognitive paths, reducing se-
mantic noise and enhancing interaction trust; and at the value end, the coupling of platform algo-
rithmic empowerment with brand private-domain data drives the sublimation of value co-creation
models. Furthermore, this study identifies compliance challenges, algorithmic bias, and the techno-
logical divide as three unavoidable dilemmas in this technological evolution. Consequently, it pro-
poses the establishment of a “technology-law” dual compliance system, the strengthening of algo-
rithmic ethical audits, and the promotion of a smarter, more inclusive, and standardized cross-bor-
der e-commerce marketing system through public technology penetration and global governance

synergy.
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Figure 1. Framework of the evolution mechanism of generative Al-driven end-to-end marketing in cross-border e-commerce
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