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Abstract

With the advancement of the digital economy, mega sporting events have increasingly become key
arenas for e-commerce platforms to drive traffic, build brand identity, and boost sales. This study
takes the 2023 Hangzhou Asian Games as a case, utilizing text data from Weibo and mainstream
media. Through topic modeling and sentiment analysis, it compares the communicative priorities
and emotional expressions of the two media types during the event. The analysis reveals that main-
stream media content emphasizes national narratives and cultural representation, with over-
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whelmingly positive sentiment and a strong brand endorsement effect. In contrast, Weibo users pri-
marily focus on athletic performance, public sentiment, and celebrity athletes. Their emotional ex-
pressions are more personalized and volatile, showing considerable potential for content-driven
marketing. The study further highlights an emerging synergistic mechanism linking mainstream
media, social platforms, and e-commerce platforms through emotional transmission and product
association. This offers both theoretical insights and empirical data to inform the optimization of
recommendation systems and content strategies.
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Table 2. List of topics, percentage distribution, and high-frequency words in social media
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Figure 1. The topic connections between media coverage (a) and Weibo posts (b) during the Hangzhou Asian Games
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Table 3. Sentiments of the Weibo and media concerning Hangzhou Asian Game

= 3. EREFEMAIEN N ITESHTSE

g A
o

Btk
86.21%
60.37%

iz %
7.71% 5.7%
27.6% 11.66%

M 2 A 3 aTUE Y, I IR, SRR AR 2 B AR 5 T . D 1B e A
RIS TR AR 2 I DTk, AT 1 PR AR AE AR AR TR LR 70 AG R (L& 4) o BT REL, flctditi 1
TR AR 28 2 ZORIR T2 80 RS SR B0 . EBHAIRIE T, BRI RADORE T 3RFA L, &
IR TR E A A E . GRS, ARG 7.71%, SRMAERIEN b, PR
27.6%. FAIIHT T IR EEAR AR ST T, RBUEA ] EEEIE T AR R AR, B AR B
(A5 S o T I O o 3K B A7 T 15 48 AR AR (5.7%), AL 2(a) () (e) WT AR i, A Hh i) St 17 4 =

TARPEIRYE . SRF R, ARG .

DOI: 10.12677/ecl.2025.1482534

413 TR 4TS


https://doi.org/10.12677/ecl.2025.1482534

Far4 o1 AL 0.09 i 70.02
R Ivos ‘7%1‘&.0,09 HH0.01
00 02 04 06 08 1o 00 02 04 06 038 ) 00 02 04 06 08 )
FEHLI () FEHRIE (b) TG (o)
Btk 0.92 A% 0.85 AL3 0.9
I 0.05 F3z 0.04 3z 008
WK 0.03 M 0.11 W% H0.02
0.0 0.2 0.4 0.6 0.8 1.0 0.0 0.2 0.4 0.6 0.8 1.0 0.0 0.2 0.4 0.6 0.8 1.0
SRR S5 R (@) Heil (e) SRR (O

Figure 2. Distribution of sentiment per topic in mainstream media
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Figure 3. Distribution of sentiment per topic in Weibo
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Figure 4. Distribution of topics under positive emotions in mainstream media and Weibo

B 4. EREEMFIERRRBE THOER D5

ME 3 IEFT LA, ARKIBRAEELREEL . B 7 HERIETRFAG 24, afF LS
FERTR ML, RIS . M TES . R 2.

SAEKRE, BN, TR AL & TR GHARRIE T REMBNIES, X3 EZ T
FHRILAIFL o

5. &R ATie

AW FCHE T} 2023 AFT Az 23 18] IR A5 AL A8 G R IE 1) BTM 3 AR 26 3 7
P H T SR TE AL 1 XU 5 R L i) B3 25 5 o X S R BN Bl T B SR P 2% 1) 5 A IR AR AT
W TSP EERFE S FASER S H P A7 A5 S50 TS %,

B, EREA LT TIRIERE, ME T E SR SRR SCAME, R AR T ) A
WwHI SR ThREE N . REH AR KRBT RN, BXF&EE -8 B ERRAF R, A
FHETEF PG FE A O LR . 2 R SR S B AT JE R AR RO R B < E G«
EE” “RHIE” SR8, N e m T B st 7 BRSO . RN A @I IR
AAEFE G R 720, SRR S O BUBOA [R5 1 IR B 4

T REA A TR A S LR IR IE 7E A [RS8 2 BT T 5 IR R I 26, T2 DA [l %
GUCAAZ G, BRI IRTT R R R 1 A LSS . X R, AR T A ) T Rl Se SRR
HIRTT L2 YLV, T s SR & (AR R HESE o 1K Ah LASCAb AR I Py 25 AL SV 8, A7 BT oAk
SCAA RS B R IETTE AR, (8148 SRR SOAAE I F RS 7 (USSR s A5 0 1 200 45) I RS AT S5 1
AL,

HR, HABAR 2RI ERIMAS 5SS 2. WA P RESRRFERD. HERE. T-
MRS5S N BT SRR IR UGC, HARRR FEAME &8 ik 7048 3 i 4 25 i s 1 S B MR . 3 A (DL
SRWMEIR, WIEIEEE ZESE CARSE” X—LRIT, 2T RS SRE . FEAk A
TRFTAE BRI 5 A FERERE, Uil P RIE IAMERIRZ 5158 PO IXPhRIE L5 T
EATER “TELEIENG - NP - B R IR, NHEEFEmR SR, MR R
W PRARL T v P I T () R S RE[12]

UBA, A AT IR AR R B L A8 18 m R R A7 T 2 R A A AR O . WHAUR I, H R Uit g 2 AR
RIS . i 7 A R S S RO RS ST . X AR R BB R TR,

DOI: 10.12677/ecl.2025.1482534 415 TR 4TS


https://doi.org/10.12677/ecl.2025.1482534

ED

KON G 1R A 7RSSt BRI FUE AR LI AL SHIE S . 1 G W R BRI OB B il . 1P
WM ETRE, HEOR AL R S B AR 1 e

MEEMORE, LRGAE - HAZAR - R S IR E — DRSS EREARMEEI T [ 50
EHEZE, ARA BRI P RIE SE I B TR 5 I R AR, R T 5 U 7 SR 2 45 Mt AT IR0 4R
WS a AR Al . PR 24 L ONIE B BEAR AL SR 5 H T B A 33

EARBFAAAAE—ERR . H—, TSR OGRS S B R, RIS 6552 T
s H, JERH TR GRS E R, MRS SRR AT VBT R . ARSRBTFUR A=
NS RE: —RIIAZ TG, SEESNEEEFA, ERENESNBEARI; —REGTE1T
NEAR SR BARIB g, W@EERBURAK “H2E - Sl - R PLBIRAY; = RIEAHIFTE AR
(T 28 SR S AR A, IR ILAE Al R S I IREhIZ S Bl o

SE

[1] Haut, J., Grix, J., Brannagan, P.M. and Hilvoorde, 1.V. (2017) International Prestige through ‘Sporting Success’: An
Evaluation of the Evidence. European Journal for Sport and Society, 14, 311-326.
https://doi.org/10.1080/16138171.2017.1421502

[2] Hasaan, A., Kerem, K., Biscaia, R. and Agyemang, K.J.A. (2016) Athlete Brand Construction: A Perspective Based on
Fans’ Perceptions. Motriz: Revista de Educacéo Fisica, 22, 144-159. https://doi.org/10.1590/s1980-6574201600030005

[81 CAh, Skt SBE R L 9 xR B i W S S RS e T ST —— R RS AN AT RE AR L[], AR H
2B 23R, 2022, 48(6): 31-37.

[4] Bas, D., Martin, M., Pollack, C. and Venne, R. (2020) The Impact of COVID-19 on Sport, Physical Activity and Well-
Being and Its Effects on Social Development. UN. Department of Economic and Social Affairs.

[5] TRE, MI5Fe, ZEMS. BPC 37420 N A B AN i B IR ST SO FE[I]. B AR, 2022, 43(6): 322-328.

[6] Ialigh, SREUE, {7 WHE T 020 BRI E SRS T SRR 3], MR E B4k, 2019, 39(4): 36-39.

(71 SR, WSR3 7S xHA T i E W A [9]. ks F, 2015(1): 82-84.

[8] Tang, T.and Cooper, R. (2017) The Most Social Games: Predictors of Social Media Uses during the 2016 Rio Olympics.
Communication & Sport, 6, 308-330. https://doi.org/10.1177/2167479516688438

[9] Yang, Z., Ruan, Y. and Zhang, J. (2023) “Our City Will Be the First to Hold Both Summer and Winter Olympics”: A
Comparative Analysis of How Media Coverage and Public Opinion Were Framed on Social Media in the Lead up to the
Beijing 2022 Winter Olympic Games. Frontiers in Psychology, 14, Article 1125522.
https://doi.org/10.3389/fpsyq.2023.1125522

[10] Hassan, A.A.M. and Wang, J. (2023) The Qatar World Cup and Twitter Sentiment: Unraveling the Interplay of Soft
Power, Public Opinion, and Media Scrutiny. International Review for the Sociology of Sport, 59, 679-704.
https://doi.org/10.1177/10126902231218700

[11] Li, B, Li, J. and Ou, X. (2022) Hybrid Recommendation Algorithm of Cross-Border E-Commerce Items Based on Ar-
tificial Intelligence and Multiview Collaborative Fusion. Neural Computing and Applications, 34, 6753-6762.
https://doi.org/10.1007/s00521-021-06249-3

[12] HEMN, BERA, skmat. JEA AT G 12BN R 5 IR 1R SRS 7 —— DU T o I [3). AR R,
2025(9): 56-59, 61

DOI: 10.12677/ecl.2025.1482534 416 HLF- 1 45 VF 18


https://doi.org/10.12677/ecl.2025.1482534
https://doi.org/10.1080/16138171.2017.1421502
https://doi.org/10.1590/s1980-6574201600030005
https://doi.org/10.1177/2167479516688438
https://doi.org/10.3389/fpsyg.2023.1125522
https://doi.org/10.1177/10126902231218700
https://doi.org/10.1007/s00521-021-06249-3

	电子商务在大型体育赛事中的应用研究
	摘  要
	关键词
	A Study on the Application of E-Commerce in Mega Sporting Events
	Abstract
	Keywords
	1. 引言
	2. 电子商务在大型体育赛事中的应用研究概述
	2.1. 电商经济与体育赛事融合的研究路径
	2.2. 网络营销在体育赛事中的传播机制
	2.3. 数字技术在电商与体育传播中的应用研究
	2.4. 小结

	3. 研究方法
	3.1. 数据来源
	3.2. 数据预处理
	3.3. 文本挖掘
	3.3.1. 主题建模
	3.3.2. 主题相似度
	3.3.3. 情感分析


	4. 研究结果
	4.1. 主题建模
	4.2. 主题相似度
	4.3. 情感分析

	5. 结论和讨论
	参考文献

