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Abstract

At present, the efficient dissemination of big data information accelerates the evolution of enter-
prise network public opinion, making it diversified, diversified and emotional. Under the influence
of network technology, the interaction mode between consumers has become more frequent and
complex. Using data traffic push, consumers not only exchange information and opinions, but also
convey emotions through text, emojis, pictures and videos. This virtually exacerbates the potential
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antagonistic relationship between enterprises and consumers, makes the contradiction between
commercial subjects and consumer subjects more prominent, and has a far-reaching impact on en-
terprises. Therefore, it is very important to study consumer communication behavior under the in-
fluence of network technology to formulate effective corporate network public opinion response
strategies, which involves the reception, processing, evaluation, sharing and word-of-mouth com-
munication of public opinion, and every interaction of consumers affects the reputation and social
cognition of enterprises.
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Figure 1. Chart of the main characteristics of con-
sumer communication behavior
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Figure 2. Diagram of emotion-driven consumer communication behav-
ior model under the influence of network technology
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Figure 3. 3-15 “Tukeng Sauerkraut” public opinion word cloud map. (a) Per-
ceptual emotion word cloud illustration; (b) Rational emotional word cloud il-
lustration; (c) Conservative emotion word cloud illustration
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Figure 4. Simulation diagram of four types of consumer density change model
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Figure 5. Actual changes in density of four types of consumers
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