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Abstract
The development of the Internet has made online shopping the mainstream channel for shopping.
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Social media provides an important platform for consumers to obtain real information and realize
information interaction. At the same time, social media further drives online shopping through the
sharing of consumers’ real word of mouth symbols; Consumers’ use of social media for social shar-
ing has driven consumer behavior and formed new social networks in virtual communities. This
article is based on social network theory, combined with the network topology relationship of at-
tention and attention information dissemination among users in the “community” of Xiaohongshu.
Through the analysis of structural holes and weak relationships, the role of key opinion consumers
is explored, and the influence of knowledge sharing and transmission methods among social net-
work users on consumer shopping behavior is explored.
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