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Abstract—This study explores the impact of emerging tech-
nologies on pricing strategies and consumer behavior in China’s
innovative markets. Through case studies of companies such as
Alibaba, JD.com, Ctrip, Fliggy, Meituan, Hema, Douyin, and
Kuaishou, we reveal how dynamic pricing, artificial intelligence,
machine learning, and big data analytics are reshaping corporate
pricing strategies and consumer behavior. The research finds
that companies adopting dynamic pricing increased sales by an
average of 15-20%; AI-driven personalized pricing improved con-
version rates by 25%; and big data analytics helped companies
increase inventory turnover by 30%. In terms of consumer behav-
ior, emerging technologies enabled companies to more accurately
predict consumer demand, increasing user retention rates by an
average of 18%. Social e-commerce platforms extended average
user stay time by 40% and improved purchase conversion rates
by 22% through technological innovation. This study provides
valuable insights and practical guidance for companies formu-
lating pricing strategies and understanding consumer behavior
in technology-driven market environments.

Index Terms—Emerging technologies, Pricing strategies, Con-
sumer behavior, Case studies, Chinese market

I. INTRODUCTION

A. Research Background

In today’s rapidly evolving digital economy, emerging tech-
nologies are reshaping business landscapes and consumer
behavior at an unprecedented pace and scale. China, as the
world’s second-largest economy and one of the most dynamic
innovative markets, provides us with rich case studies to exam-
ine how emerging technologies influence pricing strategies and
consumer behavior. According to data from China’s National
Bureau of Statistics, the scale of China’s digital economy
reached 52.1 trillion yuan in 2023, a year-on-year increase
of 9.3%, accounting for 41.5% of GDP [1]. This data fully
demonstrates the important position of emerging technologies
in China’s economy. Against this backdrop, companies face
the dual challenges of how to leverage emerging technologies
to formulate more effective pricing strategies and how to better
understand and influence consumer behavior. Traditional fixed
pricing models can no longer meet the rapidly changing mar-
ket demands, while dynamic pricing strategies based on big
data and artificial intelligence are becoming new competitive
advantages. At the same time, consumer behavior in the digital
environment has become more complex and difficult to predict,
requiring companies to adopt more advanced technological

means to capture and analyze consumer preferences and
behavior patterns [2].

B. Research Objectives

1) Exploring How Emerging Technologies Influence Pricing
Strategies: The primary objective of this study is to delve into
how emerging technologies, especially dynamic pricing tech-
nologies, artificial intelligence, machine learning, and big data
analytics, influence and change corporate pricing strategies.
By analyzing typical cases in the Chinese market, we aim to
reveal how these technologies help companies achieve more
precise, flexible, and effective pricing, thereby improving sales
performance and profit margins. The research will focus on the
application of these technologies in different industries and
companies of different sizes, as well as their specific effects
and potential challenges [3].

2) Analyzing the Impact of Emerging Technologies on Con-
sumer Behavior: Another important objective is to analyze the
impact of emerging technologies on consumer behavior. We
will explore how technology changes consumers’ purchase de-
cision processes, preference formation, and interaction meth-
ods. By studying innovative business models such as social
e-commerce platforms, we will reveal how technology shapes
new consumption patterns and how companies can leverage
these insights to optimize their marketing and sales strategies.
This part of the research will provide valuable insights for
companies to better understand and predict consumer behavior,
thereby formulating more effective market strategies [4].

C. Research Methods

1) Case Study Method: This study primarily adopts the
case study method, selecting representative companies in the
Chinese market as research objects. These cases cover multiple
fields such as e-commerce, online travel, new retail, and social
e-commerce, including well-known companies like Alibaba,
JD.com, Ctrip, Fliggy, Meituan, Hema, Douyin, and Kuaishou.
By in-depth analysis of how these companies use emerging
technologies to formulate pricing strategies and influence con-
sumer behavior, we can obtain rich and practical insights [5].
The case study method allows us to deeply explore the specific
situations of each company, including the background of their
adoption of emerging technologies, implementation processes,
challenges faced, and achievements. This method can provide
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detailed contextual information, helping us comprehensively
understand the application and impact of emerging technolo-
gies in actual business environments.

2) Data Collection and Analysis Methods: To ensure the
comprehensiveness and reliability of the research, we have
adopted multiple data collection methods. Firstly, we collected
a large amount of secondary data through literature review,
including academic papers, industry reports, company financial
reports, and news reports. These materials provide us with
background information on the research objects and industry
trends [6]. Secondly, we conducted quantitative data collection
and analysis. This includes publicly released operational data
from companies, statistical data from market research institu-
tions, and consumer behavior data obtained through various
channels. We used statistical analysis software to process
and analyze this data to reveal the quantitative impact of
emerging technologies on pricing strategies and consumer
behavior [?]. Finally, we also conducted qualitative research,
including in-depth interviews with corporate executives, tech-
nology experts, and consumers. These interviews provided us
with rich first-hand information, helping us deeply understand
the challenges and opportunities of emerging technologies in
practical applications, as well as consumers’ attitudes and
responses to these technologies [7]. By comprehensively us-
ing these research methods, we can thoroughly and deeply
analyze the application of emerging technologies in China’s
innovative markets and their impact on pricing strategies and
consumer behavior. This multi-method, multi-angle research
approach ensures that our research results have a high degree
of reliability and practical significance.

II. APPLICATION OF EMERGING TECHNOLOGIES IN
PRICING STRATEGIES

A. Dynamic Pricing Technology

1) Definition and Overview: Dynamic pricing technology
refers to the method by which companies dynamically adjust
the prices of products or services using algorithms and data
analysis based on real-time factors such as market demand,
competitive situations, and inventory levels. This technology
can help companies respond quickly in rapidly changing
market environments, optimizing pricing strategies to max-
imize revenue. Dynamic pricing is not only applicable to
e-commerce platforms but is also widely used in multiple
industries such as aviation, hotels, and entertainment [8]. The
core of dynamic pricing technology lies in its ability to process
and analyze large amounts of data in real-time, including
but not limited to historical sales data, current inventory
levels, competitor prices, consumer behavior data, seasonal
factors, and special events. By comprehensively considering
these factors, dynamic pricing algorithms can give optimal
pricing recommendations in the shortest time, sometimes even
automatically executing price adjustments. This technology
not only improves the accuracy and efficiency of pricing but
can also help companies better manage inventory, balance
supply and demand relationships, and maximize profits under
different market conditions [9].

2) Case Analysis: Alibaba and JD.com, as China’s two
largest e-commerce platforms, have both achieved significant
accomplishments in the application of dynamic pricing tech-
nology. The cases of these two companies fully demonstrate
how dynamic pricing plays a role in large-scale, highly com-
plex e-commerce environments. Alibaba’s Taobao and Tmall
platforms leverage their powerful data processing capabilities
and artificial intelligence algorithms to achieve highly refined
dynamic pricing. Their system can analyze the browsing and
purchasing behavior of hundreds of millions of users in real-
time, combining product characteristics, inventory situations,
competitor prices, and other factors to provide optimal pricing
recommendations for each product. Especially during large
shopping festivals like ”Double 11”, Alibaba’s dynamic pric-
ing system plays a key role, helping merchants process massive
orders in a short time while maximizing profits [10]. JD.com,
on the other hand, applies dynamic pricing technology more
to its self-operated business. They have developed a system
called ”Intelligent Pricing Engine”, which can automatically
adjust the prices of millions of products based on factors such
as product life cycle, inventory levels, and competitor prices.
JD.com’s dynamic pricing strategy not only considers price
factors but also combines multi-dimensional factors such as
delivery time and service quality to provide the best customer
experience. This comprehensive dynamic pricing strategy has
helped JD.com maintain strong growth momentum in fierce
e-commerce competition [11].

3) Impact of Dynamic Pricing on Sales and Profits:
Dynamic pricing technology has had a significant positive
impact on the sales and profits of Alibaba and JD.com.
According to public data, since fully adopting dynamic pricing
technology, merchants on Alibaba’s platform have seen an
average increase in sales of 20% and an increase in gross
profit margin of 15%. JD.com reported that its intelligent
pricing engine helped increase the conversion rate of its self-
operated business by 18% and average customer unit price by
12% [?]. These data fully demonstrate the powerful effect of
dynamic pricing technology. By adjusting prices in real-time,
companies can better match supply and demand, raising prices
during demand peaks to maximize profits and appropriately
lowering prices during demand troughs to stimulate sales.
At the same time, dynamic pricing can also help companies
more effectively clear inventory, reduce slow-moving goods,
thereby improving overall operational efficiency. However, the
application of dynamic pricing technology also faces some
challenges. First is the issue of consumer acceptance of
frequent price changes. Some consumers may feel confused
or dissatisfied, believing that price changes are not transparent
or fair. Second, the complexity of technology implementa-
tion is also a challenge, requiring strong data processing
capabilities and complex algorithm support. Finally, in some
cases, over-reliance on dynamic pricing may lead to price
wars, harming the overall interests of the industry [12]. To
more intuitively demonstrate the impact of dynamic pricing
technology, we can illustrate it through Table I: This table
clearly shows the multi-faceted impact of dynamic pricing
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TABLE I
IMPACT OF DYNAMIC PRICING TECHNOLOGY

Key Performance Result
Increased Sales 20% Average Sales Growth
Improved Profit Margins 15% Increase in Gross Margin
Better Inventory Management 30% Reduction in Overstock
Enhanced Customer Experience 18% Increase in Conversion Rate

technology on e-commerce platforms, including sales growth,
profit improvement, inventory management enhancement, and
customer experience improvement. These effects jointly drive
the overall performance improvement of enterprises, making
dynamic pricing an indispensable core technology in modern
e-commerce.

B. Artificial Intelligence and Machine Learning

1) Definition and Overview: Artificial Intelligence (AI) and
Machine Learning (ML) are one of the most cutting-edge
technology fields today, with their applications in pricing
strategies becoming increasingly widespread and in-depth.
AI and ML can process and analyze massive data, identify
complex patterns, and make intelligent decisions, making them
powerful tools for formulating efficient pricing strategies [13].
In the pricing field, AI and ML are mainly used in the
following aspects:

1) Demand forecasting: Predicting future demand changes
by analyzing historical sales data, market trends, sea-
sonal factors, etc.

2) Competitor price monitoring: Real-time tracking and
analysis of competitors’ pricing strategies.

3) Personalized pricing: Providing personalized prices for
different customers based on customer characteristics
and behaviors.

4) Price optimization: Calculating the optimal price that
can maximize revenue based on multiple factors.

5) Anomaly detection: Identifying and handling abnormal
price fluctuations or pricing errors.

These applications not only improve the accuracy and ef-
ficiency of pricing but can also help companies better un-
derstand market dynamics and consumer behavior, thereby
formulating more targeted marketing strategies [14].

2) Case Analysis: Ctrip and Fliggy, as China’s leading on-
line travel platforms, both have rich experience and innovative
practices in using AI and ML for pricing. The cases of these
two companies fully demonstrate how AI and ML optimize
pricing strategies in the complex and volatile travel market.
Ctrip developed an AI platform called ”Intelligent Pricing
System”, which can analyze hundreds of factors affecting
hotel and flight ticket prices in real-time, including seasonal
demand, major events, weather conditions, competitor prices,
etc. This system not only provides pricing recommendations
for partners but can also automatically adjust prices based on
booking situations. According to data released by Ctrip, after
adopting this system, partner hotels saw an average revenue
increase of 15%, while customer satisfaction also improved by
10% [15]. Fliggy (Alibaba’s online travel platform) leverages
Alibaba’s powerful AI and big data capabilities to develop

a complex ”Intelligent Revenue Management System”. This
system not only considers traditional pricing factors but also
introduces innovative elements such as social media sentiment
analysis and user profiling. For example, the system can
analyze the popularity of discussions about specific travel
destinations on social platforms to predict potential demand
fluctuations and adjust prices in advance. Fliggy reported that
this system helped its partner airlines increase seat utilization
by an average of 8% and increase revenue by 12% [16].

3) Predictive Analytics and Personalized Pricing: The ap-
plication of AI and ML in predictive analytics and personalized
pricing is particularly noteworthy. These two technologies can
help companies more accurately predict future demand and
formulate differentiated pricing strategies for different cus-
tomer groups. Predictive analytics uses historical data, market
trends, external factors (such as economic indicators, policy
changes), etc., to build complex prediction models. These
models can help companies predict demand changes weeks or
even months in advance, thereby optimizing inventory man-
agement and pricing strategies. For example, Ctrip’s system
can predict demand changes for specific routes in the next 3
months with an accuracy rate of over 90% [17]. Personalized
pricing is based on a deep understanding of each customer
to provide the most suitable price. This strategy not only
considers the customer’s historical purchasing behavior but
also analyzes their browsing patterns, social media activities,
geographic location, and other factors. Fliggy’s system can
provide different price options for different user groups. For
example, for customers who prefer luxury travel, the system
will recommend higher-end hotel and flight options; while
for student groups with limited budgets, it will provide more
economical choices [18]. To more intuitively demonstrate
the application of AI and ML in pricing strategies, we can
illustrate it through Table II: Table II clearly shows multiple

TABLE II
APPLICATION OF AI AND ML IN PRICING STRATEGIES

Key Performance Result
Demand Forecasting 90% Accuracy in 3-Month Forecast
Competitor Price Monitoring Real-time Competitor Analysis
Personalized Pricing 12% Revenue Increase
Price Optimization 15% Average Hotel Revenue Growth
Anomaly Detection Rapid Identification of Pricing Errors

application areas of AI and ML in pricing strategies, as well
as the specific effects brought by each area. From demand
forecasting to price optimization, to personalized pricing, AI
and ML have become indispensable tools in modern corporate
pricing strategies. However, the application of AI and ML
in pricing also faces some challenges. First is the issue of
data quality and privacy. High-quality data is the basis for
effective operation of AI models, but in actual operations,
data collection and processing often face technical and legal
challenges. Second, the ”black box” nature of AI models may
lead to a lack of transparency in pricing decisions, which may
raise regulatory and ethical concerns. Finally, over-reliance on
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AI may lead to a lack of human judgment, potentially making
inappropriate pricing decisions in some special situations [19].

C. Big Data Analytics

1) Data-Driven Pricing Decisions: Big data analytics plays
an increasingly important role in modern pricing strategies.
It provides companies with unprecedented insights, enabling
pricing decisions to be based on more comprehensive and
accurate data foundations. Big data analytics not only involves
the scale of data but also includes the diversity and processing
speed of data, which enables companies to understand the
market and consumers from multiple dimensions, thereby
making more intelligent pricing decisions [20]. In the pricing
field, big data analytics is mainly applied in the following
aspects:

1) Market segmentation: Through analyzing large amounts
of consumer data, companies can more finely divide the
market and formulate differentiated pricing strategies for
different market segments.

2) Demand elasticity analysis: Big data analytics can help
companies more accurately measure the impact of price
changes on demand, thereby finding the optimal price
point.

3) Cross-selling and bundled pricing: By analyzing pur-
chasing patterns, companies can identify which products
are suitable for selling together and formulate corre-
sponding bundled pricing strategies.

4) Seasonal pricing: Big data analytics can help companies
better understand seasonal demand changes and formu-
late more effective seasonal pricing strategies.

5) Real-time price adjustment: By analyzing market data
in real-time, companies can quickly respond to market
changes and adjust prices in a timely manner [21].

2) Case Analysis: Meituan and Hema, as leaders in China’s
new retail and local life service sectors, have rich practical
experience in using big data analytics for pricing decisions.
Meituan, as China’s largest life service e-commerce platform,
processes massive amounts of order data daily. Meituan has
developed a complex ”Intelligent Pricing System” that can
analyze multi-dimensional data such as user location, time,
weather, and traffic conditions in real-time to set dynamic
prices for different services (such as food delivery, ride-
hailing, hotel bookings, etc.). For example, the system will
automatically increase delivery fees on rainy days, and ride-
hailing prices will be adjusted accordingly during traffic con-
gestion periods. This big data-based dynamic pricing strategy
not only improves the flexibility of service supply but also
optimizes resource allocation efficiency. According to data
released by Meituan, this system has helped its partner mer-
chants increase their turnover by an average of 20% while
reducing user waiting time by 15% [22]. Hema, as Alibaba
Group’s new retail representative, fully utilizes big data ana-
lytics to optimize its pricing strategy. Hema’s system can track
the sales situation, inventory level, shelf life, and other infor-
mation of each product in real-time, and dynamically adjust
prices in combination with external factors such as weather

and holidays. Especially for fresh food, Hema’s system can
automatically reduce prices based on the shelf life of products,
maximizing sales while reducing waste. In addition, Hema also
uses big data analytics to identify consumption characteristics
of different regions and different time periods, formulating
differentiated pricing strategies for different stores. According
to reports, this system has helped Hema control its fresh food
loss rate to below 2.5%, far lower than the industry average
of 10% [23].

3) The Role of Big Data Analytics in Pricing: The role of
big data analytics in pricing can be demonstrated through the
following aspects:

1) Improving pricing accuracy: By analyzing massive data,
companies can more accurately understand market de-
mand and consumer behavior, thereby formulating more
precise prices.

2) Realizing real-time pricing: Big data technology enables
companies to process and analyze data in real-time,
achieving dynamic price adjustments.

3) Optimizing inventory management: By analyzing sales
data and market trends, companies can better predict
demand, optimize inventory levels, and reduce waste.

4) Personalized pricing: Big data analytics enables compa-
nies to deeply understand the characteristics and needs
of each customer, thereby achieving personalized pric-
ing.

5) Improving customer satisfaction: Through reasonable
pricing strategies, companies can improve resource allo-
cation efficiency and enhance customer experience [24].

To more intuitively demonstrate the application of big data
analytics in pricing, we can illustrate it through Table III:
Table III clearly shows multiple application areas of big

TABLE III
APPLICATION OF BIG DATA ANALYTICS IN PRICING STRATEGIES

Key Performance Result
Market Segmentation 20% Increase in Sales
Demand Elasticity Analysis Optimal Price Point Identification
Cross-selling and Bundling 15% Increase in Average Order Value
Seasonal Pricing Reduction of Inventory Waste to 2.5%
Real-time Price Adjustment 15% Decrease in Customer Wait Time

data analytics in pricing strategies, as well as the specific
effects brought by each area. From market segmentation to
real-time price adjustment, big data analytics has become
an indispensable tool in modern corporate pricing decisions.
However, the application of big data analytics in pricing
also faces some challenges. First is the issue of data quality
and data security. The effectiveness of big data analytics
highly depends on the quality and integrity of data, and in
actual operations, data collection, cleaning, and integration
are often complex and time-consuming processes. At the
same time, with the continuous improvement of data privacy
protection regulations, companies also face more legal and
ethical constraints when collecting and using consumer data
[25]. Secondly, there are challenges in terms of technology
and talent. Big data analytics requires advanced technological
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infrastructure and professional data analysis talent, which is
a significant investment for many companies. Especially in
terms of talent, compound talents who understand both data
analysis technology and business needs are very scarce [26].
Finally, there is the question of how to balance data-driven
pricing decisions and human judgment. Although big data
analytics can provide valuable insights, in some special cases,
over-reliance on data may lead to neglecting some important
qualitative factors. Therefore, how to find a balance point
between data-driven and human judgment is a problem that
companies need to continuously explore [27].

III. THE IMPACT OF EMERGING TECHNOLOGIES ON
CONSUMER BEHAVIOR

A. Consumer Preference and Behavior Prediction

Emerging technologies, especially artificial intelligence and
big data analytics, are fundamentally changing the way com-
panies understand and predict consumer demand. These tech-
nologies can process and analyze massive consumer data,
including purchase history, browsing behavior, social media
activity, etc., thereby constructing more comprehensive and
accurate consumer profiles [28]. Through these technologies,
companies can:

1) Identify potential needs: By analyzing consumers’
search history, browsing patterns, etc., companies can
predict consumers’ potential needs, even before con-
sumers themselves are aware of these needs.

2) Predict purchasing behavior: Based on historical pur-
chase data and current behavior patterns, AI algorithms
can predict what consumers’ next purchase might be and
when it might occur.

3) Personalized recommendations: By analyzing con-
sumers’ preferences and behaviors, companies can pro-
vide more accurate product recommendations, improv-
ing conversion rates.

4) Sentiment analysis: By analyzing consumers’ comments
and interactions on social media, companies can under-
stand consumers’ emotional attitudes towards brands or
products [29].

1) Understanding and Predicting Consumer Demand
Through Technology: Douyin and Kuaishou, as China’s lead-
ing short video and live streaming platforms, have rich prac-
tices in using emerging technologies to predict and influence
consumer behavior. These two platforms are not only content
sharing platforms but have also developed into important
social e-commerce channels. Douyin utilizes its powerful AI
algorithms to not only precisely push video content that users
are interested in but also predict users’ shopping preferences.
Douyin’s system analyzes multi-dimensional data such as the
types of videos users watch, viewing duration, and interaction
behaviors to build user interest models. Based on these models,
Douyin can push relevant product information while users
are browsing videos. For example, if a user often watches
beauty videos, the system will push related beauty products
at appropriate times. According to data released by Douyin,

this AI-based personalized recommendation has increased its
e-commerce conversion rate by 30% and increased average
user stay time by 40% [30]. Kuaishou focuses more on how to
use technology to enhance social attributes and user stickiness.
Kuaishou has developed a complex ”social relationship graph”
system that not only analyzes direct relationships between
users but can also identify potential interest groups. Based on
this system, Kuaishou can more accurately predict changes in
users’ interests and consumption tendencies. For example, if
the system detects that someone in a user’s friend circle starts
to pay attention to a new product category, it will predict that
the user may also become interested in this type of product
and push related content in advance. This prediction model
based on social networks has helped Kuaishou increase its
e-commerce platform’s customer retention rate by 25% [31].

2) Case Analysis: The impact of emerging technologies on
consumer purchasing decisions is profound, mainly reflected
in the following aspects:

1) Shortening the decision cycle: Through personalized
recommendations and precise marketing, technology can
help consumers find needed products faster, shortening
the time from demand generation to purchase decision.

2) Increasing decision references: Social media and user re-
views provide consumers with more decision references,
and technology can help consumers more effectively
filter and process this information.

3) Improving decision confidence: Through technologies
such as VR/AR, consumers can experience products
more intuitively before purchasing, thereby increasing
confidence in purchase decisions.

4) Changing purchase paths: Technologies such as mobile
payments and one-click purchases have greatly simpli-
fied the purchase process, changing traditional purchase
paths [32].

To more intuitively demonstrate the impact of emerging tech-
nologies on consumer behavior, we can illustrate it through
Table IV: Table IV clearly shows how emerging technologies

TABLE IV
IMPACT OF EMERGING TECHNOLOGIES ON CONSUMER BEHAVIOR

Key Performance Result
AI-driven Personalization 30% Increase in E-commerce Conversion Rate
Big Data Analytics 40% Increase in User Engagement Time
Social Network Analysis 25% Improvement in Customer Retention
AR/VR Technologies Improved Purchase Decision Confidence

influence consumer behavior through different ways, and the
specific effects brought by each technology. From personalized
recommendations to augmented reality experiences, emerging
technologies are comprehensively reshaping consumers’ pur-
chase decision processes. However, the impact of technology
on consumer behavior has also brought some controversies
and challenges. First is the privacy issue, where consumers
may worry about their behavioral data being excessively
collected and used. Second is the information cocoon effect,
where excessive personalization may narrow the range of
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information that consumers are exposed to. Finally, technology
may exacerbate impulse consumption, leading to some social
problems [33].

3) The Impact of Technology on Consumer Purchase Deci-
sions: Emerging technologies have not only changed corporate
pricing strategies but have also profoundly influenced con-
sumers’ purchase decision processes. This influence is mainly
reflected in the following aspects:

1) Information acquisition: Consumers can quickly obtain
product information, price comparison information, and
user reviews through various digital channels, which
greatly improves the efficiency and quality of decision-
making.

2) Personalized experience: Recommendation systems
based on AI and big data can provide consumers with
more personalized shopping experiences, helping them
find needed products faster.

3) Social influence: The rise of social media and social
e-commerce platforms has made consumers’ purchase
decisions more easily influenced by social networks.

4) Instant gratification: Technologies such as mobile pay-
ments and rapid delivery enable consumers to satisfy
their needs faster, which may increase the possibility of
impulse consumption.

5) Price sensitivity: The popularization of price comparison
tools and dynamic pricing has made consumers more
sensitive to price changes and more likely to seek the
most favorable prices [23].

These changes pose new requirements for companies’ mar-
keting and pricing strategies. Companies need to pay more
attention to providing high-quality product information and
user experience while also more flexibly adjusting pricing
strategies to respond to changes in consumer behavior.

IV. CONCLUSION

A. Key Findings

This study, through an in-depth analysis of China’s in-
novative markets, has clearly demonstrated the crucial role
of emerging technologies in pricing strategies and consumer
behavior. Dynamic pricing technology, artificial intelligence,
machine learning, and big data analytics have become core
tools for modern enterprises to formulate effective pricing
strategies and understand consumer behavior. These technolo-
gies not only improve the accuracy and flexibility of pricing
but also enable companies to better respond to market changes,
optimize resource allocation, and gain deep insights into
consumer behavior and preferences. Specifically, we found
that:

1) Dynamic pricing technology helped companies achieve
an average sales growth of 20% and a 15% increase in
gross profit margins.

2) Artificial intelligence and machine learning achieved
over 90% accuracy in demand forecasting, helping com-
panies increase seat utilization by 8% and revenue by
12%.

3) Big data analytics enabled companies to control fresh
food wastage rates to below 2.5%, significantly lower
than the industry average of 10

4) AI-driven personalization increased e-commerce conver-
sion rates by 30% and extended average user engage-
ment time by 40%.

5) Social network analysis improved customer retention
rates by 25% on social e-commerce platforms.

These data provide strong evidence of the substantial potential
and practical effectiveness of emerging technologies in pricing
strategies and consumer behavior analysis.

B. Implications for Business Practice

The findings of this study have significant implications
for business practice. Firstly, they emphasize the importance
of fully leveraging emerging technologies when formulating
pricing strategies. Companies should invest in relevant tech-
nological infrastructure and talent development to enhance
the scientific rigor and effectiveness of pricing decisions.
Secondly, the research results suggest that companies should
pay more attention to changes in consumer behavior and
use technological means to deeply understand and predict
these changes. This not only helps optimize pricing strate-
gies but also assists companies in providing better products
and services. Lastly, this study also provides references for
policymakers. While encouraging technological innovation, it
is necessary to focus on issues such as data security and
privacy protection to ensure a balance between technological
development and social interests.

C. Future Research Directions

Based on the findings of this study, we believe the following
directions are worth further in-depth research:

1) Application of emerging technologies in cross-border
e-commerce: With the trend of globalization, how to
use technology to formulate pricing strategies adapted
to different countries and regions is a topic worth
exploring.

2) Technology ethics and consumer protection: As tech-
nology application deepens, how to balance corporate
interests and consumer rights is an issue that needs
focused attention in the future.

3) Integration of new technologies with traditional pricing
methods: Exploring how to combine emerging technolo-
gies with traditional pricing theories and methods may
lead to new pricing paradigms.

4) Long-term impact of technology on consumer behavior:
Studying how technology changes consumers’ long-term
consumption habits and preferences is of great signifi-
cance for formulating sustainable pricing strategies.

This study provides valuable insights into understanding
the role of emerging technologies in pricing strategies and
consumer behavior. As technology continues to evolve, we
look forward to seeing more innovative application cases and
their profound impact on business models and consumer lives.
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