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Abstract

As artificial intelligence becomes deeply embedded across all segments of the e-commerce value
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chain, systematically mapping the knowledge structure and evolutionary trends in this domain
holds significant theoretical value. Drawing on 593 relevant publications from the Web of Science
Core Collection spanning the period 2016~2025, this study employs VOSviewer to conduct a biblio-
metric and visualization analysis, examining the publication characteristics, research collabora-
tions, and key thematic areas of Al in e-commerce, thereby delineating the research landscape of
the field. Future research should pursue breakthroughs across four dimensions—technical efficacy,
interaction paradigms, cultural contexts, and value boundaries—so as to steer e-commerce Al re-
search beyond a narrow logic of commercial efficiency and toward a new level of integrated value
that reconciles ecological sustainability with social well-being.
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Figure 1. Statistics of annual publication output
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Figure 2. Research institution collaboration network
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Figure 3. Author collaboration network
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Figure 4. Keyword co-occurrence network
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Table 1. Keyword clustering statistics

F 1. KRR

RERT . P e
wie, | FEEE FEPs
ol IR s i automation, consumer electronics, data mining, decision making, electronic commerce,
1 (4th) fRedsE 5T 12 explainable ai, machine learning, reviews, sentiment analysis, social media, text mining,
i transformers
WA R artificial intelligence, augmented reality, chatbot, digital marketing, digital
2 (4t) 4 é%éj K 10 transformation, e-commerce, fashion, human-computer interaction, logistics, online
TR VRI shopping
3 () FEREARSH 9 artificial intelligence (ai), big data, blockchain, computer vision, deep learning,
S Nk e-commerce platform, privacy, recommender system, sustainability
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4 (#1m) TR AL A 7 ai, consumer behavior, cross-border e-commerce, ecommerce, internet of things,

X S5HERETN marketing, systematic literature review
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TEHEIE R 7 1H, Cabrera-Sanchez %5(2020)2: T4 2 1) UTAUT2 #8, SIAHARRBSETAR,
K i ds /N — e G589 77 FEAR Y S Ay 448 A, RIS B AN SR S AT S A R [ (1) R Ml e i, R
PR R EE A mm, FERERRIEER, M HE SRR, SR - 5 SRl
F St ik[5]. 75 77 RN 4538, Tang 55(2023)LLELZ Fh AL BAY f5 45 H, XGBoost 7E TG FEAI 715 2%
R T AL G (A P A S 2 AR, BeSRE P R WOR. ERIE SIS 2 YERE, SRR HE
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BfF, LI RZBER S H A E BT SIS EUR S SRR 177

it FIRSTERE AL, FTRAHNH =ML 04510 25—, ARSI RGO “ BT 7 #a “2
MA MM, H R B RGN SRS @R, TR ARZIRYY R T SR O B ERS . 2E
T, EIEEER, RE 2 UR R R B R AL (1 XGBoost)RETE 2 S T EEAE TIINAS B, Es
Bept N E H sh iR U T AT ROR RS . BB =, ERS S RERET T, HAZOHKB TS B R
B A T B R E AN R G R RE TV . 1SR AR R FE R SCER AR AR S5 R A SR B U P
S5 EREHIE, IR ZORAIRVEME S REZ S 5IRSBFERE, BERI Rl zett 5]
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PFLAs N BAAE S A, RS2 S CER, RO OB AT Qn ] 35 59 W i 422 Al h LIRS B CR 5 R 5G
— Bt

Pizzi %(2023)Lh “UNA - W fE - L7 BERONHELE, HRIWIRHLEE A B 677 17 5 AGFE BEXTH
BT B S AN S B s, R IR IR e TR AR AER, OB R 2 T S
PREEASFE, AR RO A B2 T A DRI R LA N RIS S5 EE 1 @ H 55 2% [8]. Asante %5(2023)FF
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LA ChatGPT 4 K18 & BAUNAR A M AL Frifi A R AR A SAE B o 168 A 2 S0 SRR LD B AN 1
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