E-Commerce Letters F3T i 55PFi, 2026, 15(5), 467-477 Hans i
Published Online May 2026 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2026.155540

BEMFERHERSFERRESEY

—E TR Z IR 24

it

§

RaEX
HHTHE TR GHE B, #T B

Weks . 20264F3H11H; FHER: 2026434240 KA HI: 20264F5H26H

HE

B P EFBRIRRETHNRER R, LBRMFECRAEREREIENL. SFERNEZGE. 460
T BRI B RIE, 12 F AR AR KA 20194E £ 20244E (] 5HT BRIE IR E A R A P R 1
X, RABERTopicEBEBEAF RN, WALKM TG LHBENHRITKRENRE TR EER
. BRI, HRENTRIEZFRNATE: MEEREM. BERETS. Feef. 228t
SRR, NEBMIERE, HREBREBBRURENE, EAAEEZRAFEER. ANBERER
FEHTENERE. REREATENRBZEEFRNE. R0 T REIRIR AR A R A SR
PSRN RTT R EE MR R T SE,

X 5in

PRIRE, HRESE, EBRMTEG, XAEEER

Research on the Attitude of New Energy
Vehicle Consumers in the Internet Platform
—An Empirical Study Based on Microblog Text Mining

Haotian Zhang

School of Economics and Management, Zhejiang Sci-Tech University, Hangzhou Zhejiang

Received: March 11, 2026; accepted: March 24, 2026; published: May 26, 2026

Abstract

With the rapid development of China’s new energy vehicle (NEV) market, Internet platforms have

XEFIH: KiER, BB TS PR RER EE R SEM D). BT RISITIL, 2026, 15(5): 467-477.
DOI: 10.12677/ecl.2026.155540


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2026.155540
https://doi.org/10.12677/ecl.2026.155540
https://www.hanspub.org/

EISIEPN

become important spaces for consumers to express opinions and share experiences. This study uses
Sina Weibo as the data source, employing web crawling techniques to collect user-generated orig-
inal posts related to NEVs from 2019 to 2024. Using BERTopic for topic modeling and sentiment
analysis, the study explores consumers’ focal topics and emotional tendencies toward NEVs on In-
ternet platforms. The results reveal four main themes in consumer discussions: brand performance
and appearance, policy and market, intelligent technology, and safety design with user experience.
In terms of emotional tendencies, overall consumer sentiment is predominantly positive, but there
are differences across themes. Negative emotions mainly focus on range anxiety, inadequate charg-
ing infrastructure, and battery safety issues. This study provides references for NEV enterprises to
optimize product strategies and enhance brand communication using social media data.
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Table 1. Statistics of number of documents issued
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Table 2. Recognition results of topic 1 (brand performance and appearance)
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Table 3. Recognition results of topic 2 (policy and market)
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Table 4. Recognition results of topic 3 (intelligent technology)
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Table 5. Recognition results of topic 4 (security design and user experience)
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Table 6. Emotional category distribution
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Figure 1. Topic emotional heat map
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Figure 2. Topic emotion evolution chart
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