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Abstract. As consumer awareness of corporate social responsibility grows, 
charity marketing has become a key tool for enhancing brand value. 
Consumer altruistic behaviors exhibit differentiated characteristics in 
marketing scenarios. Based on that, the need of analysis of the systematic 
classification, mechanism of action, and applicable marketing strategies of 
altruistic behaviors can be crucial. This paper focuses on altruism in 
marketing scenarios, conceptualizes the core definitions of four behaviors: 
sub-intentional altruism, societal bonding altruism, social responsibility-
driven altruism, and strategic altruism, and compares the differences in their 
core drivers, behavioral characteristics, and decision-making logic. Based 
on the 4P model and SWOT model, it analyzes the path by which altruism 
reshapes brand image through the three stages of “value resonance → trust 
accumulation → identity identification”, as well as the internal mechanisms 
by which various altruistic behaviors stimulate consumers' purchase 
intentions and loyalty. This essay finds that there are significant differences 
in the marketing adaptability of different altruistic behaviors, and enterprises 
need to formulate differentiated strategies based on the types of consumers’ 
altruism. Finally, suggestions for improvement are proposed from three 
aspects: enterprise marketing optimization, regulatory norms, and consumer 
guidance, providing theoretical references and practical guidance for the 
implementation of corporate charity marketing.  

1 Introduction 
In the era where consumption upgrading and corporate social responsibility are deeply 
integrated, cause-related marketing (CRM) has become the central tool for enterprises to 
balance commercial value and social value. Through linking product sales with charitable 
donations, enterprises leverage consumers’ altruistic motivations to achieve brand image 
enhancement and drive measurable improvements in sales conversion and customer retention. 
With the awakening of public awareness of public welfare, their responses to brand public 
welfare actions are no longer a simple emotional decision-making process, but rather exhibit 
diversified altruistic behavior characteristics. This has also made altruism a core theoretical 
perspective for analyzing the response mechanism of consumers to public welfare marketing.  
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From an academic perspective, research on altruism has covered various fields such as 
sociology, psychology, and marketing. Scholars have conducted extensive discussions on the 
driving factors of altruistic behavior and the effects of public welfare marketing, confirming 
the positive impact of altruistic behavior on consumers’ purchase intentions and brand loyalty. 
Based on different emotional patterns and consumption psychology, the system of consumers’ 
altruistic behavior in marketing scenarios is defined as four core forms: “sub-intentional 
altruism, societal bonding altruism, responsibility-driven altruism, and strategic altruism”; 
This paper further identifies the intrinsic path of altruistic business behavior in reshaping 
brand image through the three stages of “value resonance → trust accumulation → identity 
identification”. At the practical level, most enterprise’ public welfare marketing suffer from 
problems such as strategy homogeneity, green-washing of public welfare, and insufficient 
precision. At the same time, the regulatory system for public welfare marketing is not yet 
complete, and consumers’ trust capabilities to critically evaluate the authenticity and social 
impact of brand philanthropic claims requires further cultivation, which further restricts the 
realization of the value of public welfare marketing. 

Based on this, this essay will take the altruistic behavior of consumers in marketing 
scenarios as the core of the research, with consumer altruistic behavior in marketing scenarios 
as its central analytical focus. Firstly, clearly define the four types of altruistic behaviors and 
compare and analyze their core differences; Secondly, based on the 4P and SWOT models, 
analyze the three-stage mechanism by which altruism reshapes brand image, as well as the 
paths through which various altruistic behaviors stimulate consumers’ purchase intention and 
loyalty.  

2 Core concepts and different modules of altruistic conduct in 
marketing   

2.1 Definitions of four promoting categories of altruism  

As research on altruism has garnered increasing attention as a central discourse in the 
contemporary socioeconomic field, scholars focusing on its implications has demonstrated a 
divergent trend and is worthwhile to discuss. In the discourse of Cause-Related Marketing, 
CRM, there are varied patterns towards costumers’ inner spaces. According the conclusion 
from prior studies, it can be cataloged as four core patterns, sub-intentional altruism, societal 
bonding altruism, responsibility-driven altruism and strategic altruism [1]. The following 
subsections provide a systematic examination of four types, with particular discernment to 
their definitional boundaries and the conceptual distinctions among them.  

2.1.1 Sub-intentional altruism 

Sub-intentional altruism holds the meaning that an individual conducts an altruistic behavior 
impacts by spontaneously moving without certain one or group as the helping aims. This kind 
of altruistic behavior upon an emotional response in certain atmosphere. This concept draws 
on the theory of impure altruism proposed by Andreoni, primarily highlighting the role of 
emotional impulse rather than rational deliberation in driving prosocial behavior. As Schamp 
et al. pointed out in their meta-analysis, such altruistic behaviors are often associated with 
immediate emotional experiences such as empathy and a sense of warmth [2]. When 
individuals witness others in distress or in a public welfare scenario, they will unconsciously 
develop a desire to help without having to go through complex calculations of interests or 
considerations of responsibility. For instance, when costumers see nonprofitable advertising 
posters that depict children’s living environments who from destitute communities, they will 
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purchase the product with property of charity or manufactured by charity organizations. This 
exactly is how Sub-intentional altruism impulses costumers buying. The intentions behind 
this behavior is relatively weak and highly dependent on the context and emotional bonding. 
Once the emotional trigger disappears, the persistence of altruistic behavior tends to 
difficultly consecutive as well. 

2.1.2 Societal bonding altruism 

societal bonding altruism relies on the rationale of group affiliation and sense of community 
belongings. Its motivational core lies in the individual's need to affiliate with and be 
recognized within communities defined by shared values, ethical inclinations, or 
demographic characteristics, as these group memberships serve as anchors for social identity 
formation. Bhattacharya & Sen pointed out in their study on consumer-enterprise 
identification that as a member of a social group, an individual will make choices that are 
conducive to others or the collective in order to safeguard the particular interests of the group 
and strengthen the group identity [1]. In the discourse of non-profitable advertising, this kind 
of altruistic behavior can be shown as that costumers actively participate the campaigns for 
manifesting their identifications of the values of public welfare communities, brand 
communities or social groups. For instance, in the Amazon Smile program, when consumers 
join an environmental protection-themed community, they showed that they would be 
continue to purchase related products in order to contribute to the achievement of the 
community's charitable goals. The essence of their behavior is to strengthen their group 
cohesion through altruistic conducts. Prominent characteristic of societal bonding altruistic 
behavior is that it is highly consistent within group established norms and group long-run 
goals. The behavioral stability of societal bonding altruism can be attributed to the 
mechanisms described in Social Identity Theory, wherein individuals internalize group 
norms as part of their self-concept, thereby sustaining prosocial behavior as an expression of 
collective identity rather than individual preference. During the process of altruism, 
individuals not only gain recognition from others but also strengthen their sense of group 
identity. Therefore, it has strong contextual stability. 

2.1.3 Responsibility-driven altruism 

The engine of social responsibility-driven altruism is a stable altruistic behavior pattern 
dominated by an individual's internal moral principles and commonsense of social 
responsibility. The scholar Schwartz defined in their study that it as the manifestation of an 
individual's thinking mode of prioritizing the well-being of others and the environment over 
their own interests [3]. Such altruistic behavior is not merely influenced by short-term 
emotional fluctuations or the allure of benefits, but stems from deeply rooted values and a 
sense of responsibility. In the context of cause-related marketing, such behaviors, even if the 
products of these brands are relatively expensive or more inconvenient to purchase compared 
with common commodities, are expressed through consumers' proactive preference for 
brands that are visibly committed to social responsibility and charitable causes, driven by a 
desire to align their consumption choices with their personal values. For instance, consumers 
of the Natura Ekos series have long chosen in the products of this brand solely because this 
brand continuously invests in the protection of the Amazon rainforest and the sustainable 
development of destitute communities [4]. Their purchasing choices reflect a deep 
commitment to environmental stewardship and social equity, signaling that their consumer 
behavior is anchored in values rather than material incentives. The underlying reason for this 
choice is the consumers' strong sense of responsibility towards environmental protection and 
social equity issues [5]. The stability of responsibility-driven altruism is reflected in long-
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term brand loyalty, while its conscientiousness is evidenced by consumers' deliberate 
rejection of alternatives that fail to meet their ethical standards, even at a higher cost—
characteristics that distinguish this type sharply from the more transient emotional responses 
seen in sub-intentional altruism. 

2.1.4 Strategic altruism 

Strategic altruism refers to the altruistic behavior carried out by an individual under the 
premise or commercial appeal of expecting indirect returns. Its essence is one kind of organic 
combination of classic altruism and self-interest. Varadarajan & Menonimplicitly 
incorporated this behavioral logic in the classic definition of public welfare marketing - when 
consumers participate in purchase behaviors related to public welfare, they not only 
contribute to the public welfare cause but may also obtain indirect returns such as brand 
favorability, costumers retention, social recognition, and actual rights and interests [1]. The 
notable feature of this category of altruistic behavior is its clear objective orientation and 
interests motivation. When individuals, for instance, make altruistic choices, they implicitly 
have expectations for returns, nevertheless such returns are not immediate material exchanges; 
instead, they are long-term brand benefits, social image, and other intangible assets. A 
notable example of strategic altruism in the Chinese market is Taobao’s “Public Welfare 
Treasure” program, in which consumers purchase goods bearing public welfare labels, 
thereby directing a portion of the proceeds to charitable causes while simultaneously 
accumulating redeemable points and promotional coupons. Their behavior is both altruistic 
and includes considerations of their own interests [6]. Strategic altruism is not false altruism; 
rather, it is the rational balance between self-interest and altruism, and this balance makes 
public welfare behavior more sustainable and active. 

2.2 Core differences and comparative analysis 

Sub-intentional altruism, societal bonding altruism, altruism driven by social responsibility, 
and strategic altruism all fall under the realm of commercial using altruistic behavior. 
However, there are significant differences in core drivers, behavioral characteristics, and 
decision-making logic among these types. Having a thorough analysis of these differences 
can be conducive to accurately understand as well as substantiate the intrinsic laws of 
consumers’ altruistic behavior and providing theoretical support for the formulation of public 
welfare marketing strategies. Starting from the core dimensions three dimensions, 
motivational drivers, behavioral stability, and decision-making logic, were selected as the 
analytical framework because they correspond to the primary variables through which prior 
CRM research has sought to differentiate consumer prosocial behavior, thereby ensuring both 
theoretical coherence and empirical grounding in the comparative analysis that follows [1]. 

2.2.1 Differences in the core driving dimensions 

The fundamental differences among the four altruistic models are primarily reflected in the 
driving factors, which directly determine the triggering mechanism and stability of 
costumer’s behavior. The sub-intentional altruism is driven primarily by “immediate 
emotional triggers”, and its occurrence always depends on emotional stimuli in specific 
atmosphere, such as empathy, compassion, even a fleeting sense of warmth. Jang found in 
their research on sustainable lunchbox brands that warmth, as the core emotional driver of 
such altruistic behaviors, can significantly regulate the relationship between the brand's 
perception of sustainability and consumers’ willingness to continue purchasing [1]. When 
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consumers obtain a feeling of warmth from the brand's charitable actions, they are more likely 
to make spontaneous altruistic purchases. This viewpoint exemplifies that driving mode is 
characterized by strong context dependence. Without continuous emotional input or 
emotional enhancement and atmosphere creation, altruistic behavior is difficult to sustain. 
By contrast, core driving force for altruism of societal bonding is mainly relied on group 
identification and connection needs within group members. Individuals, as social animals, 
have a strong need for group affiliation, and altruistic behavior becomes an indispensable 
way to strengthen group connections. The research conducted by Bhattacharya & Sen 
indicates that the higher upon consumers' identification with brand communities or charitable 
groups, the more inclined they will be to maintain the interests of the group through societal 
bonding altruistic behaviors [1]. This driving pattern binds altruistic behaviors closely with 
group norms. For instance, the members of the Amazon Smile community, due to their 
identification with the group goal of "jointly contributing to charity", have a 47% higher 
repeat purchase rate than ordinary consumers. Group identification becomes the most 
important part as well as most motivated engine in driving force for continuous altruistic 
buying [4, 7]. 

The core driving force of strategic altruism is the expectation of indirect returns. When 
individuals engage in altruistic behavior, they implicitly anticipate returns as an automatic 
way in thinking, such as brand favorability, social recognition, and actual benefits. Ye et al. 
found in their study on the "Charity Items" program on Taobao (a prevalent shopping app in 
China) that "interest binding" in strategic altruism significantly enhanced the purchase 
intention [6]. Of the reason why consumers were willing to participate in charitable purchases, 
it included their support for the cause as well as their expectations for rewards such as point 
redemption and rights and benefits. The characteristic of this driving mode is the balance 
between altruism and self-interest. The expected return serves as an important support for 
maintaining costumer’s intention for conducting altruistic behaviors. However, it should be 
noted that excessive emphasis on returns may weaken the altruistic nature of the behavior 
and lead consumers to question the brand's public welfare motives. 

2.2.2 Differences in the behavioral characteristics 

At the behavioral characteristic level, the four altruistic models show significant differences 
as well in terms of stability, decision complexity, and self-interested components. The 
altruistic behavior with sub-intention and transient emotional state has the lowest stability as 
it lacks the anchoring of internalized values or enduring motivational frameworks. Such 
behavior is triggered by immediate emotions and lacks the support of internal values or group 
norms. When the situation changes or the emotional stimulus disappears, the altruistic 
behavior often ceases. The meta-analysis conducted by Schamp et al. revealed that although 
the effect size of such altruistic behaviors on purchase intention reached d =.283 (p <.001), 
the duration of the effect was relatively short, and consumers found it difficult to form a long-
term and stable habit of making charitable purchases [2]. Furthermore, decision-making 
complexity of that is explicitly low. It is a matter of intuitive response, where individuals do 
not need to conduct complex evaluations of interests or process information. They merely 
need to make choices based on their immediate feelings. From the perspective of self-interest, 
this type of altruistic self-interest ranks lowest, because Individuals typically obtain 
emotional satisfaction from altruistic behaviors unconsciously rather than deliberately 
seeking rewards. 

The altruistic behavior of social groups shows an average elevation of stability, and this 
stability depends on the individual's sense of belonging to the group and the binding force of 
group norms. When an individual consistently identifies with the values of the group they 
belong to, the altruistic behavior will maintain in a certain degree of continuity. However, if 
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the group connection weakens, due to factors such as identity fragmentation, normative shifts, 
or reduced social interaction, or the group norms change, altruistic behavior may also change, 
such that group belonging may diminish or redirect toward a new reference group, 
accordingly. In terms of decision complexity, this type of altruism falls at a medium level. 
Individuals need to consider whether their actions conform to the group norms and whether 
they can gain the group's recognition, rather than simply relying on intuitive reactions. The 
self-interested component is also at a moderate matter. Individuals enhance group cohesion 
and gain group recognition through altruistic behaviors. Whereas this recognition is an 
indirect reward, it still has a certain self-interested nature undeniably. 

The altruistic behavior driven by social responsibility holds the highest stability. This 
behavior stems from the individual's inherent moral principles and values, and are not 
affected by changes in external circumstances. They possess a long-term stability. Lopes’ et 
al. study revealed that consumers driven by social responsibility altruism embrace a 
extremely high loyalty towards the Natura Ekos series [4, 5]. Even 83% of the consumers 
stated that they became long-term users thanks to “social value identification” and were 
willing to pay a 10%-20% premium for this series. In terms of decision complexity, this type 
of altruism is of a high level. Individuals need to comprehensively consider factors such as 
the authenticity, societal value, and long-term impact of brand charitable actions, rather than 
simply being triggered by emotions or identifying themself into a group. And the self-
interested component of responsibility altruism is the lowest. The core demand of individuals 
is to fulfill moral obligations and achieve social value, rather than seeking personal rewards 
as targets. 

The stability of strategic altruistic behavior is comparatively moderate, as this pattern of 
behavior is contingent upon the consistent fulfillment of expected returns, which is in turn 
closely tied to the perceived credibility and reliability of the brand's charitable commitments. 
If a brand can consistently fulfill its charitable commitments and equity rewards, consumers' 
altruistic behavior will maintain a certain degree of continuity; However, if expected returns 
go undelivered or charitable commitments are perceived as performative rather than genuine, 
strategic altruistic behavior tends to dissipate rapidly, potentially triggering a broader erosion 
of consumer trust and adverse effects on brand equity. In terms of decision complexity, this 
type of altruism falls at a moderate level. Individuals need to balance the altruistic value with 
the expected returns, and consider the authenticity of the public welfare behavior and the 
attractiveness of the returns. Its self-interested component is the highest remarkably. 
Individuals can clearly know that their actions involve expectations of returns, and the 
balance between altruism in the process of making decisions and self-interest is the key to 
the sustainability of the strategic behavior. 

2.2.3 Essential differences and practical implications 

The main differences among the four altruistic models essentially lie in the distinction 
between the “motivational purity” and “goal orientation” of individuals in a set of altruistic 
intentions. The altruistic motivation of sub-intentional that and the altruistic motivation 
driven by responsibility have a higher level of motivational purity. The former is centered on 
emotions, while the latter is centered on morality, and both involve less deliberate self-
interest demands. The motivational structures of social group altruism and strategic altruism 
are comparatively more complex: the former stance is shaped by the pursuit of group identity 
and collective belonging, while the latter is guided by the anticipation of tangible personal 
returns. However, this does not mean a weakening of the altruistic nature; rather, it represents 
the diverse manifestations of altruistic behavior in real society. For the practical using, when 
enterprises formulate public welfare marketing strategies, what they need to do is accurately 
identifying the altruistic patterns of the target-consumers and avoid the manner of “one-size-
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fits-all”. For consumers with sensitive emotions, emotional marketing should be adopted to 
trigger their sub-intentional altruism; for consumers who are active in communities, 
community-based marketing should be used to strengthen their social group altruism; The 
motivational structures of social group altruism and strategic altruism are comparatively 
more complex: the former is shaped by the pursuit of group identity and collective belonging, 
while the latter is guided by the anticipation of tangible personal returns.; and for pragmatic 
and rational consumers, interest-bound marketing should be used to stimulate their strategic 
altruism. At the same time, enterprises should recognize that the four altruistic models are 
not mutually exclusive. The same consumer may exhibit different altruistic models in 
different situations. Therefore, marketing strategies should be flexible and inclusive to cover 
all possible altruistic models. Furthermore, the differences among the four altruistic models 
also provide an important perspective for enterprises to evaluate the effectiveness of public 
welfare marketing. Beneficial effects of sub-intentional altruism can be measured by 
indicators such as short-term sales growth and improvement in brand favorability; the 
beneficial effects of altruism among societal bonding can be measured by community 
participation rate and repeat purchase rate; the responsibility that can be measured by brand 
loyalty and acceptance of premium pricing; the beneficial effects of strategic altruism can be 
measured by indicators such as conversion rate and equity redemption rate. Through targeted 
effect evaluation, enterprises can continuously optimize their marketing strategies and 
enhance the accuracy and effectiveness of their public welfare marketing. 

In conclusion, four kinds of altruistic modules have significant differences in core driving 
forces, behavioral characteristics, decision-making logic, etc. These differences determine 
the marketing adaptability and effect evaluation methods of these states. what an enterprise 
should to do within their strategy making is accurately grasping the patterns of consumers’ 
altruistic behaviors, formulating scientific and effective public welfare marketing manners, 
ultimately achieve a win-win situation for enterprises, consumers, and society. 

3 Marketing strategy analysis 

3.1 Construction and functioning of altruism 

Altruism reshapes the brand image through three stages: “value resonance → trust 
accumulation → identity recognition”. Core logic lies in deeply integrating consumers' 
altruistic tendencies with the brand value. Through the progressive construction of emotional 
connection, rational trust, and self-identity, it achieves a long-term upgrade of the brand 
image. This requires relying on precise marketing communication strategies, combined with 
consumer psychological mechanisms, including cognitive appraisal, emotional arousal, and 
social identity processes, and observable behavioral patterns. Based on the 4P marketing 
model and combined with empirical research in multiple fields, this chapter will 
systematically analyze the details of strategies, effect evidence, and comprehensive 
evaluation for each stage 

3.1.1 Value resonance: anchor altruistic core and build emotional bridge 

Core strategy during the value resonance stage is to achieve psychological alignment between 
the brand’s public welfare proposition and the consumers’ altruistic aspirations through 
“precise value matching and concrete communication”. At the product level, it is necessary 
to ensure the consistency between the brand’s public welfare attributes and the core value of 
the product. For instance, a sustainable food container brand may embed environmental 
commitments directly into product materials and packaging design, while a tourism 
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enterprise might structure its service offerings to channel revenue toward local community 
development initiatives [1, 8]. At the promotion level, a specific goal framing approach is 
adopted instead of abstract expressions. By clearly defining the donation recipients, scenarios, 
and outcomes, the psychological distance between consumers is reduced [9]. Additionally, 
transforming “Helping Children from Destitute areas” into “Providing Nutritious Lunches” 
for 20 Primary School Students in Huan County, Gansu Province enables the elicitation of 
empathy through detailed narration [8]. Empirical research indicates that value resonance 
significantly enhances brand favorability and emotional connection strength. Liu et al also 
conducted four experiments to verify that the specific goal framework led to a 34% increase 
in consumers' donation intention compared to the abstract framework [8]. The core 
mechanism lies in the complete mediating role of empathy indicates that specific goal 
framing exerts its influence entirely through emotional engagement rather than rational 
evaluation, suggesting that marketers should prioritize narrative vividness over informational 
density when designing cause-related campaigns. 

Overall evaluating, the advantage of the value resonance strategy lies in quickly breaking 
through consumers’ psychological barriers and establishing emotional identification, 
especially suitable for consumers with weak intention and altruistic emotional states. Its core 
success factor is “authenticity + visualization”: Authenticity requires that brand charitable 
actions avoid “greenwashing” and “hypocrisy”, such as clearly indicating the destination of 
donated funds [3]; Visualization reduces cognitive costs through detailed narrative, such as 
Starbucks’ “AIDS prevention campaign in Africa” campaign showing scenes of improved 
patients’ lives, which increased the sales of specific products by 18% [2]. However, this 
strategy also has limitations: excessive reliance on emotional stimulation may lead to short-
term effects, and its marginal utility for highly agreeable consumers is relatively low, and it 
needs to complement the strategies in the subsequent stages. Consumers with consistently 
high agreeableness scores may already hold strong altruistic values, rendering emotional 
appeals redundant [8]; for this segment, strategies emphasizing rational transparency and 
identity affirmation, as outlined in Sections 3.1.2 and 3.1.3, may yield greater incremental 
returns. 

3.1.2 Value resonance: anchor altruistic core and build emotional bridge 

The most essential manner during the trust accumulation stage is “transparency mechanism 
+ genuine signal transmission”, aiming to build consumers’ rational trust in brand altruistic 
behavior in terms of both Price and Place. At the price level, for consumers driven by social 
responsibility, a moderate premium for social welfare can be set, and the purpose of the 
premium can be explained through transparent reporting, such as Natura’s public disclosure 
of the usage details of the funds for rainforest protection [5]; At the channel level, integrate 
online and offline communication channels, enhance credibility through third-party 
certification, real-time performance disclosure, etc. For example, the “Charity Goods” 
program on Taobao updates the donation progress in real time on the product page, which 
reduces consumers’ perceived risk of fund misuse and enhances their sense of participatory 
oversight, both of which are key antecedents of trust in cause-related marketing contexts 
[6].Furthermore, the brand needs to convey a genuine message, such as partnering with well-
known non-profit organizations (NPOs), highlighting the commitment to charity rather than 
commercial interests [2]. Because, the positive outcome of trust accumulation on brand image 
has been verified in multiple dimensions. Kim and Lee found that the transparency of CRM 
activities was significantly positively correlated with consumer trust, and trust further 
positively predicted brand loyalty [7]. Liu et al verified through the exclusion method that 
after controlling for perceived transparency and credibility, the influence of the target 
framework on consumers' willingness to pay was still significant, indicating that transparent 
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communication is the foundation of trust accumulation. At the same time, Lopes et al 
conducted a study which revealed that consumers driven by a sense of social responsibility 
have a 20% higher acceptance of the premium price of transparently publicized social welfare 
brands compared to ordinary brands. 83% of consumers are willing to pay a 10%-20% 
premium for the Natura Ekos series [3, 5, 8]. 

3.1.3 Identity: building a community and deepening brand connection 

The identity formation stage is centered around “community-based operation + value label 
assignment”. At the product level, the altruistic attribute is integrated into the design, such as 
TOMS’ “Buy One, Donate One” program allowing consumers to obtain the identity of “a 
public welfare participant” [6]. At the community level, a public welfare brand community 
is established, such as Amazon Smile launching an environmental protection challenge to 
enhance group identity [7]. At the communication level, labels such as” an environmental 
guardian” are assigned to consumers, and self-identity is deepened through UGC, creating 
structured opportunities for user-generated content such as sharing personal sustainability 
actions on social media, and enabling brands to externalize consumers’ internal values, 
further reinforcing self-concept alignment and deepening brand identification [6]. Empirical 
evidence also shows that identity formation significantly enhances brand loyalty. Jang 
research indicates that brand sustainability perception, mediated by identity recognition, has 
an effect on the intention to continue using with a beta value of 0.610 (p < 0.001) [1]. 
Members of the Amazon Smile community, for instance, have a 47% higher repeat purchase 
rate than ordinary consumers, and 78% of this is attributed to “community identity” [9]. 
Natura invited consumers to vote to decide on conservation projects, enhancing the sense of 
being an “environmental participant”, and its global sales have continuously increased for 5 
years [5]. The most distinctive advantage of this strategy is to build long-term brand assets, 
transforming consumers from “purchasers” to “brand advocates”; however, excessive 
marketing of identity labels should be avoided, otherwise it will undermine authenticity. It is 
most effective for socially altruistic consumers, while for consumers with sub-intentional 
altruistic states, an emotional stimulation strategy should be combined properly. 

3.2 How various behaviors stimulate consumers’ purchase intentions and 
loyalty 

The four altruistic behaviors are based on different psychological mechanisms and require 
the design of targeted strategies in combination with the SWOT model. The following 
explains their action paths through typical cases, empirical evidence, and effect evaluations. 
In actual marketing, integrated strategies can be adopted: for the young group, use “emotional 
trigger + interest binding”, such as charity challenges + point redemption; for the high-end 
clientele, integrate “value leadership + identity recognition”, such as charity trusts + charity 
ambassador certification. A dynamic evaluation mechanism needs to be established, and 
customer groups should be segmented based on consumer characteristics to optimize the 
details of the strategies [5]. 

In conclusion, the marketing strategy driven by altruism should be centered on the 
consumer psychological mechanism. Through the progressive construction of “value 
resonance → trust accumulation → identity identification”, combined with the 4P and SWOT 
models, it can achieve brand image repositioning and behavioral transformation. Enterprises 
need to accurately identify the target audience, flexibly combine strategies, balance the public 
welfare value and business goals, and achieve a win-win situation for all parties. 
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3.2.1 Sub-intentional altruism: emotional trigger 

Given the emotion-driven and often impulsive nature of sub-intentional altruistic decision-
making, the following SWOT profile and strategic recommendations are proposed.: the 
strength of this strategy are low triggering threshold and quick conversion; the weakness are 
poor behavioral stability; the opportunities (O) lie in the potential of new media’s 
contextualized dissemination; the threats (T) are emotional fatigue, It is recommended to 
combine with the trust accumulation strategy and publicize short-term results to extend the 
emotional connection or stimulation with timely, tangible feedback, such as visualized 
donation progress bars, beneficiary testimonials delivered via push notifications, or follow-
up impact reports thereby converting impulsive engagement into habitual participation. 
Strategy of “scenario-based stimulation + immediate feedback” is adopted as a potential 
solution: In the communication process, real stories are used to evoke empathy, and the 
contact point design of the channels is optimized, and thank-you messages are sent after 
donations [8]. A typical case is Starbucks’ “For every cup of a specific coffee purchased, 
donate $0.25” campaign. The store posters showcase scenes of improved lives of patients in 
Africa, resulting in a 18% increase in sales and a 23% increase in brand favorability [6]. Yang 
and Sun found that warmth regulation moderates the relationship between brand 
sustainability perception and persistence intention (β=0.151, p<0.05), and the short-term 
conversion efficiency is outstanding [10]. 

3.2.2 Societal bonding altruism: community binding 

In response to the “group identity and connection needs”, the strategy of “community 
building + group norms” may effective: launch community-specific public welfare products, 
such as the “public welfare travel package” on the OTA platform [10]. The brands build a 
public welfare community, set group goals, and emphasize the cognition of “we are all public 
welfare participants” [7]. The Amazon Smile project attracted over 30 million consumers to 
participate, and the repeat purchase rate of community members was 47% higher. 
Bhattacharya and Sen confirmed that brand identity formed by group altruism can increase 
loyalty by more than 35%. Durgha Devi et al. found that the efficiency of personification 
information communication in communityized dissemination increased by 34% [9]. 

The strength of this strategy are stable behavior and high stickiness; the weakness are 
high operational costs; the opportunities (O) lie in the aggregation function of social media 
communities; and the threats (T) are gradual weakened group norms as communities scale, 
often resulting from increased anonymity and free-rider behavior. To counteract this, it is 
recommended to combine personalized operations, such as individual contribution tracking, 
tiered recognition systems, or peer accountability features, to enhance the sense of 
participation. 

3.2.3 Responsibility driven altruism: value leadership 

The strength of this state are high brand premium and stable loyalty; the weakness are high 
decision-making threshold; the opportunities (O) lie in strengthening the consensus on 
sustainable development; the threats (T) are the risk of result fraud, in other terms, perceived 
or actual outcome misrepresentation. Therefore, to mitigate this, it is recommended that 
brands to collaborate with third-party institutions, such as B Corp certification bodies or 
internationally recognized sustainability reporting standards such as GRI, independently to 
enhance credibility and assurance of reported outcomes. 

Adopting the strategy of “value transmission + transparency of results” can be used for 
the handling “moral orientation and rational decision-making”: Focus on long-term 
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sustainable goals, such as Natura’s rainforest protection [5]. Highlight social value and long-
term impact, provide annual reports and detailed financial information; Set reasonable public 
welfare premiums and transparently explain the usage [3]. The global annual compound 
growth rate of the Natura Ekos series reached 12%, and 83% of consumers became long-term 
users due to “social value identification”, with 67% willing to pay a 10%-20% premium. 
Empirical studies show that the correlation coefficient between corporate image and purchase 
intention is r = 0.724 (p < 0.001), which is consistent with the CRM activities with a 29% 
increase in loyalty due to social responsibility. 

3.2.4 Responsibility driven altruism: value leadership 

The strength of this strategy are low participation threshold and wide coverage; the weakness 
are that it is prone to triggering utilitarian doubts; the opportunity (O) lies in the precise 
matching of digital rights; the threat (T) is the homogeneity of rights. It is recommended to 
balance the public welfare value and the intensity of rewards, avoiding pure benefit exchange. 
In response to strike the balance between altruism and self-interest, the “public welfare rights 
+ reward mechanism” is served as a function of many sides: integrating public welfare 
attributes with actual rights, such as the “public welfare treasure” points exchange on Taobao 
[8]. The brands design the “public welfare premium” model, establishing a public welfare 
level system, and unlocking exclusive services. 

The “public welfare treasure” program on Taobao covers over 100 million items, with 
250 million consumers participating, and the conversion rate of products with a public 
welfare label is 32% higher, and the repeat purchase rate is 28% higher. The experiment 
shows that “benefit binding” significantly enhances purchase intention, and perceived 
helpfulness plays a complete mediating role [6]. 

Integrated strategies can use divergently in practices, like for the young group, adopt 
“emotional trigger + benefit binding”, such as charity challenge competitions + point 
redemption; for the high-end clientele, integrate “value leadership + identity recognition”, 
such as charity trusts + charity ambassador certification. A dynamic evaluation mechanism 
needs to be established, segmenting the customer groups based on their characteristics, and 
optimizing the details of the strategies [11].  

In summary, the marketing strategy driven by altruism should be centered on the 
consumer psychological mechanism, constructing step by step through “value resonance → 
trust accumulation → identity recognition”, combining the 4P and SWOT models, to achieve 
brand image repositioning and behavioral transformation. Enterprises need to precisely 
identify the customer groups, flexibly combine strategies, balance the public welfare value 
and business goals, and achieve a win-win situation for all parties. 

4 Conclusion 
This paper takes the altruistic behaviors of consumers in marketing scenarios as its central 
focus, systematically defining the concepts and differences of four types of altruistic 
behaviors: Sub-intentional altruism, societal bonding altruism, responsibility-driven altruism, 
and strategic altruism. Based on the 4P and SWOT models, it deeply analyzes the path by 
which altruism reshapes brand image through “value resonance - trust accumulation - identity 
identification”, as well as the internal mechanisms by which various altruistic behaviors 
stimulate purchase intention and loyalty. This forms a relatively complete theoretical analysis 
and strategy framework. The four types of altruistic behaviors have significant differences in 
core driving force, behavioral stability, and decision logic, and the corresponding marketing 
strategies have different adaptability: weak intention emotional altruism is suitable for 
emotional triggering, social group altruism relies on community operation, social 
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responsibility altruism focuses on value leadership, and strategic altruism depends on interest 
binding. Only by precisely matching the type of consumer altruism can enterprises enhance 
the effectiveness of public welfare marketing.  

At the same time, transparent communication, genuine signal transmission and the 
construction of an identity community are the key links that determine the upgrade of brand 
image and consumer loyalty. Based on the research conclusions, this paper proposes that 
enterprises should implement differentiated public welfare marketing, enhance information 
transparency and obtain third-party certification. This study provides theoretical references 
for enterprises to carry out precise and sustainable public welfare marketing, as well as 
practical inspirations for regulating the market and promoting the coordinated development 
of commercial value and social value. It is of great significance for promoting the 
implementation of corporate social responsibility and the transformation of consumers’ 
prosocial behavior. 
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