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in the Prepared Dishes Incident
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Based on a case study of public opinion incidents regarding prepared dishes on social media, this
paper systematically explores the characteristics of public cognitive construction and emotional
tendencies toward prepared dishes. This is achieved through LDA topic modeling, sentiment analysis,
and semantic network analysis of 135,476 comments from short video platforms. The study finds that
the public forms a multi-dimensional cognitive framework through five types of discursive practices:
"technical questioning—quality criticism—economic trade—off—service perception—brand game,"
with quality safety (e.g., the controversy over "freshness") and price rationality being the core focal
points. Emotion distribution is predominantly neutral (81.6%), while negative sentiments (9.9%) mostly
manifest as brief critiques, and positive sentiments (8.6%) are mainly composed of long—form rational
defenses. Semantic networks further reveal that the public trust crisis has shifted from product function
questioning to brand integrity dimensions, highlighting the structural impact of transparency deficits
and health discourse conflicts on trust in the prepared dishes industry. This study provides empirical
evidence for understanding the "cognition—emotion—-action" linkage mechanism regarding food
technology acceptance in the new media environment.
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