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Abstract

With the continuous changes in media technology, emerging things are constantly emerging in the
online space: crazy shopping during carnival consumption festivals, brand consumption that pur-
sues individuality, virtual consumption that emphasizes “symbols”, etc., all of which are the main
manifestations of online consumerism. At present, the consumption of online symbols presents an
irrational phenomenon, and excessive consumption of online symbols is prone to subject loss un-
der the overflow of culture and landscape; encourages negative consumer psychology such as
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comparing and following the trend and induces abnormal market phenomena such as inconsistent
publication and lagging management. Therefore, exploring the root causes of consumerism in
network symbols is conducive to seeking better solutions and cracking down on the negative so-
cial tendencies brought about by the consumption psychology of network symbols.
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