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Abstract

[Purpose/Significance] In order to gain a deeper understanding of the differences in the diffusion
patterns of advertising information on different social platforms, to help enterprises choose the
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platforms that are suitable for their product placement, to reduce ineffective advertising expend-
itures, and at the same time, to facilitate the platforms to better manage different kinds of infor-
mation. [Methods/Process] In this paper, Xiaohongshu and Tiktok social platforms are selected as
the analysis carrier. Based on the Cicada Mama Data Network, crawler software was used to obtain
daily top ten popular advertising data on social media platforms from October 19 to October 28,
2022, and to obtain comment information on the top ten popular advertisements ranked on two
social media platforms on October 25. Social network analysis was used to conduct a comparative
study of the diffusion pattern of advertising information on the two platforms in terms of diffusion
scope and network structure. [Results/Conclusions] The results show that there are differences in
the diffusion patterns of advertising information in the platforms of Xiaohongshu and Tiktok, and
the diffusion ranges of advertising information released by different nodes in Xiaohongshu do not
differ much, while there are some nodes with larger diffusion ranges in Tiktok. The results of the
study can provide certain theoretical support for enterprise management departments and net-
work platform managers.
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Figure 1. Diffusion map of advertising messages on Xiaohongshu (a) and Tik Tok (b) platforms
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Table 2. Little Red Book and Tik Tok platform network node intermediate centrality top ten
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Table 3. Little Red Book and Tik Tok platform network nodes near top 10 for centrality
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