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Abstract

The Internet age has brought about earth-shaking changes in our lives. It has been applied to all
aspects of life and has changed the traditional way of life. The development of the network has
promoted the development of online consumption. Today’s market is fiercely competitive. It is
crucial for businesses and enterprises to correctly position themselves and attract consumer
groups. Advertising is a commonly used strategy and is closely related to consumer psychology
and behavior. This paper takes the literature collected in the CNKI database as the research object,
and uses the visual network analysis tool CiteSpacelll to map the knowledge maps of 697 re-
lated documents in the past 20 years, and presents the trend of consumer psychology research
in China’s network era in an intuitive way, including document time distribution map, keyword
co-occurrence and timing map. On this basis, the paper summarizes and gives some suggestions,
and hopes to provide reference value for subsequent research.
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Figure 1. Document time distribution map
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Figure 2. Keyword co-occurrence map
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Figure 3. Keywords time distribution map
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Table 1. Keyword distribution table
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I 45 1) 57 2002
M5 56 2001
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i 28 1998
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