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Abstract. With the rise of rational consumption and the expansion of the
second-hand market, advertising on second-hand platforms has developed
in a diversified manner. Consumer advertising appeals have a significant
impact on marketing effectiveness, yet existing research inadequately
explores the intrinsic mechanisms between the two. This study constructs an
analytical framework from a dual "self-interest and altruism" perspective,
taking consumer advertising appeals as the research focus, and employs a
multiple-case comparative analysis method to explore optimization
strategies for marketing on second-hand platforms. The study finds that
current marketing on second-hand platforms is characterized by relatively
single marketing strategies, obvious homogenization, and a relatively
isolated marketing perspective, lacking synergy. This paper proposes
corresponding collaborative optimization methods through the coordinated
application of a "information transmission — emotional connection" dual
path, achieving an organic integration of both self-interest and altruistic
advertising appeals. This approach is crucial for optimizing advertising
strategies and improving conversion efficiency on second-hand platforms. It
provides practical theoretical references and actionable guidance for
enhancing marketing efficiency and the brand value of second-hand
platforms.

1 Introduction

This study focuses on the explosive growth of the second-hand consumer market, where
advertising appeals are crucial to platform conversion efficiency. However, existing research
has weak exploration of its mechanism of action. At the same time, there is also a lack of
theoretical support and defects in guiding practical situations. This study is of great
significance to fill the gap in the theoretical application of second-hand platforms, accurately
design advertising strategies for second-hand platforms, and improve market competition;

This study primarily constructs an analytical framework from the dual perspective of self-
interest and altruism, and explores it in conjunction with marketing practices using
mainstream second-hand platforms as research samples, which is conducive to the progress
of the research. The ultimate research objective of this study is to construct an analytical
framework from the dual perspective of self-interest and altruism, and to explore it in
conjunction with marketing practices using mainstream second-hand platforms as research
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samples. To achieve this objective, strategic analyses and practical recommendations were
formulated from the dual-motivation perspective.

2 Literature review

2.1 Core concepts and fundamental theories

Advertising appeal is the core message and persuasive proposition designed and
communicated by the advertising entity to achieve the persuasion objective, based on the
needs, motivations, and psychological characteristics of the target audience, which can attract
the audience's attention, gain their recognition, and prompt them to produce the expected
behavior (such as purchasing or following). It is the core link connecting advertising content
with audience response, essentially a precise projection and communicative expression of
audience needs [1].

According to relevant literature, in the context of second-hand transactions, self-interest
appeals primarily refer to consumers' concerns with personal economic benefits, practical
value, and risk avoidance. Its specific manifestations include: emphasizing the product's
exceptionally high cost-performance ratio, highlighting the quality and performance of
refurbished products as 'comparable to new,' providing trust guarantees that reduce purchase
risks such as 'certified seller' and 'one-year warranty,' as well as convenient after-sales return
and exchange services. Research shows that detailed and accurate product descriptions can
significantly enhance consumers' trust, thereby positively affecting the probability of sales
[2].

Altruistic appeals focus on stimulating consumers' sense of social responsibility,
environmental awareness, and emotional identification. The forms of expression include
promoting specific environmental data such as 'reducing electronic waste,' advocating
'smarter technology consumption' to counter overconsumption, and shaping the purchase of
second-hand goods as a lifestyle with social responsibility and fashion sense. For example,
when the Aimer brand communicates the values of "love, beauty, and vitality" in its
marketing practices, this constitutes an advanced form of emotional and value appeal. A
successful altruistic appeal is capable of bridging consumers' need for belonging and their
need for self-actualization [3].

Marketing Effect of Second-hand Platforms refers to the degree to which the second-hand
platform achieves its business goals through various marketing activities (including
advertising dissemination). It is a comprehensive reflection of the investment and output of
the platform's marketing activities. The core evaluation dimensions include user growth,
transaction conversion, platform stickiness, brand reputation, market share, etc. It is in line
with the core business logic of the second-hand platform, which is "traffic - matching -
retention" [4].

2.2 Theoretical analysis and research hypotheses

2.2.1 Consumer advertising appeals and marketing strategies for Second-hand
platforms

This study believes, two appeals have differences in terms of influencing consumers'
psychological and behavioral decision-making. When the second-hand platforms using
different consumer-oriented advertising appeals, Consumers’ degree of response to
marketing strategies also vary. Specifically manifested as:
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When a self-interested marketing strategy is adopted, its demands are directly targeted
the personal economic benefits, practical value and risk aversion needs of consumers. Tian
Yu and Ran Yaxuan (2021) investigated the interactive effect of product type and advertising
appeal on consumers’ green purchase intention. They indicated that for utilitarian products
with clear personal benefits, such as economic savings and performance assurance, self-
interest appeals stimulate consumers' willingness to purchase more efficiently. Because he
met the core concerns of consumers regarding transaction security and the maximization of
personal utility [5].

When adopting an altruism-oriented marketing strategy, its appeal focuses on stimulating
consumers' sense of social responsibility, environmental awareness, and recognition of
emotional value. When marketing communication can successfully evoke consumers' sense
of environmental identity and ethical responsibility, it will have a more significant impact on
their long-term relationship with the brand. Willingness to carry out positive word-of-mouth
communication. This impact is more reflected in relational indicators such as brand
evaluation and willingness to recommend [5].

2.2.2 Advertising appeal based on the perspective of self-interest

Self-interest orientation refers to focusing the advertising message in marketing
communication on the specific and direct functional benefits and risk avoidance that
consumers can personally obtain, with the core motivation being the maximization of
individual utility. The self-interest perspective can be divided into economic utility
orientation (emphasizing cost-effectiveness and money-saving) and risk avoidance
orientation (emphasizing quality assurance, transaction security, and worry-free after-sales
service). The self-interest-oriented perspective in the marketing strategies of second-hand
platforms refers to the fact that in their advertisements and product information presentation,
the platforms emphasize the personal financial savings, reliable quality assurance and safe
and convenient transaction experience that consumers can obtain by purchasing second-hand
goods.

Previous studies have shown, in the second-hand transaction environment characterized
by information asymmetry and perceived risks, directly addressing the demands related to
consumers' personal interests is the most effective strategy. For example, Teacher Shen
Qiaowei found that detailed and accurate product descriptions provided by sellers (e.g.,
clearly labeling the level of wear and providing quality inspection reports) can significantly
reduce consumers' perceived risks and positively influence their purchasing decisions, which
satisfies consumers' self-interested (safety and utility) needs essentially [6].

2.2.3 Advertising demand based on an altruistic perspective

Altruistic orientation refers to the approach in marketing communication that extends the
focus of advertising appeals from individual benefits to broader social and environmental
well-being, aiming to stimulate consumers' prosocial motivations and moral identification.
The altruistic orientation can be divided into an environmentally sustainable orientation
(emphasizing resource recycling and reducing carbon footprint) and a social value orientation
(emphasizing the sharing economy, combating overconsumption, and engaging in
meaningful communities). The altruistic orientation perspective in the marketing strategies
of second-hand platforms refers to the fact that the platform, in its brand communication and
value proposition, focuses on shaping the symbolic meaning that consumers can achieve
environmental contributions, social responsibility fulfillment, and integration into a certain
positive value community through participation in the second-hand trading platform.



SHS Web of Conferences 234, 02004 (2026) https://doi.org/10.1051/shscont/202623402004
ICIEBM 2026

Studies have shown that the altruistic appeal can create a strong emotional connection
and brand loyalty when consumers view purchasing behavior as an expression of their self-
values. For instance, Mr. Zhang Yan and Professor Cai Danfeng pointed out in their research
on second-hand book platforms that platforms that successfully implement cultural concepts
such as "circular reading" and "good books endure forever" (such as Duozhaifu) can enable
users to go beyond simple economic calculations and transform their purchasing behavior
into an identity marker and value practice with environmental awareness and cultural taste,
thereby forming a strong brand recognition and word-of-mouth dissemination [7].

3 Current status and issues of advertising appeal marketing on
second-hand platforms from the self-interest and altruism
perspective

3.1 Current status and issues based on the perspective of self-interest

Currently, second-hand platforms commonly adopt strategies such as showcasing price
advantages, providing quality inspection reports, and offering after-sales guarantees to
convey self-interested appeals. For example, the international refurbishment platform Back
Market directly responds to consumers' concerns about quality by clearly displaying trust
logos such as "certified seller" and "1-year warranty" on the product page. Research also
confirms that the more accurately and detailed sellers describe their products, the more trust
they can enhance consumer trust.

However, the existing problems are also evident. Firstly, there is information overload
and a dilution of trust. Some platforms list too many parameters but lack intuitive and easy-
to-understand interpretations, which instead increases the cognitive burden on consumers,
especially when the central route processing motivation is insufficient, resulting in
counterproductive effects.

The second problem is "homogenization of commitments". Commitments such as
"warranty" and "free shipping" have become standard, and the differentiation is insufficient,
making it difficult to form an outstanding competitive advantage.

Other problems include "ignoring the threshold of ability". For complex second-hand
goods (such as digital products), ordinary consumers lack professional identification ability,
and even if they have motivation, they are forced to turn to the peripheral path because of
their lack of ability. At this time, if there is no strong peripheral trust clue, the transaction is
still difficult to reach.

3.2 Current status and issues based on an altruistic perspective

More and more platforms are beginning to embrace altruistic appeals. Back Market, with
'anti-consumerism' as its core principle, launched the 'Anti-Black Friday' campaign,
positioning itself as a 'rational rebel,' successfully attracting a consumer group that values
sustainability [8].

The domestic second-hand book platform "Catch More Fish" has built a literary and
environmental protection community identity through the concept of "really good books are
worth buying twice".

The challenges faced by altruistic marketing include the suspicion of "greenwashing" and
a credibility crisis. Empty flaunting of "environmental protection" and "low carbon" and lack
of transparent and verifiable data support (such as "reducing X kilograms of electronic waste"
displayed by Back Market) are easily regarded as marketing gimmicks by consumers.
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In addition, emotional suspension and difficulty in landing are also one of the common
problems. If the value propaganda cannot be combined with the core function of the product
or the practical interest point of the consumer, it is easy to appear empty and hypocritical.
When talking about emotional value marketing, Cai Tao stressed that its roots still lie in the
products and services themselves [9].

Other problems have arisen, such as the limitation of audience circle. Strong values may
attract die-hard fans, but it may also "dissuade" mainstream practical consumers who only
pay attention to cost performance.

3.3 Current status and issues based on an altruistic perspective

The biggest dilemma lies in the separation of self-interest and altruism. The marketing of
many platforms is either a cold list of parameters or a suspended cry of values, and the two
cannot be organically combined. According to ELM model, consumers' processing paths and
leading motives are different under different categories of goods and different consumption
situations. For example, to buy a high-value refurbished mobile phone (high-involvement,
utilitarian goods), consumers may rely more on the central path; And buying a second-hand
clothing with a story (a low-intervention, hedonic commodity) may be more easily moved by
the emotional stories of the surrounding paths. At present, most platforms have not been able
to dynamically and finely adapt and coordinate their demands according to product types and
user portraits.

4 Marketing strategy optimization from the perspective of self-
interest and altruism

4.1 Core principles of strategy optimization

The core of strategy optimization revolves around four major principles, balancing self-
interest and altruistic demands, using perceived trust as the central intermediary,
implementing differentiated marketing for functional and hedonic products, while
simultaneously balancing the value for buyers, sellers, and the platform, providing unified
guidance for the implementation of subsequent strategies, and addressing the industry's core
pain points.

Functional second-hand products focus on practical value, strengthen quality trust, and
build a two-way interactive scene.

The first step is the interactive scene. The platform can launch "old for old", link public
welfare donations, and drive altruistic behavior with self-interest incentives. The second step
is to strengthen trust. Access to the credit system through the establishment of third-party
quality certification, platform secured transactions and short-term warranty. Finally, on the
basis of good construction, "accurate empowerment": relying on user portraits to push cost-
effective products, simplifying the seller's shelving process and helping to quickly realize
cash.

The characteristics of hedonic products are to focus on emotional value, create interest
interaction, and strengthen trust in genuine products.

In the first step, the platform should establish interactive scenarios for users. You can
build an interest community and launch an "idle inheritance" activity to drive transactions
with interest sharing [9]. Next, as with functional products, trust is strengthened. Establish a
genuine product identification system, implement a true description commitment and
compensation mechanism, and strengthen social word-of-mouth endorsement. The final
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precise empowerment link can be used through short videos and live broadcast marketing,
relying on interest tags to match supply and demand, and promote social fission.

4.2 Strategy optimization implementation assurance system

In order to ensure the effectiveness of the strategy, the platform can choose to build a four-
in-one guarantee of "technology, rules, operation and data".

Firstly, by optimizing the interaction and matching algorithm, a trust technology system
is built, and the statistical analysis function of data is improved to achieve technical support.
It is also possible to leverage artificial intelligence technology to create intelligent chatbots,
enabling them to simultaneously convey cognitive information such as product parameters
during service, while integrating peripheral social cues that combine "warmth" and
"capability." This explores the reshaping and upgrading of advertising communication
methods through emerging technologies, making technology an important support for
accurately delivering marketing appeals [10].

Secondly, rule guarantee means that the platform clarifies the rights and responsibilities
of the three parties and the rules of rewards and punishments, and improves the altruistic
incentive and trust restraint mechanism.

In addition, in terms of operational work, a special team is set up to divide product
operation scenarios to strengthen user empowerment and word-of-mouth communication.
Data assurance: Establish full-process monitoring, regular review and optimization,
accurately build user portraits, and improve marketing efficiency.

5 Conclusion

This study, by constructing a dual perspective of 'self-interest and altruism,' systematically
analyzes the psychological foundations and marketing strategies of advertising appeals on
second-hand platforms. The research indicates that successful appeal strategies must be based
on a dynamic assessment of consumer motivations and abilities, achieving an organic
synergy between the rational trust construction of the central route and the emotional value
resonance of the peripheral route. The main problem of current platform marketing is the
fragmentation of dual perspectives and the staticization of strategies. The optimization
direction lies in: Self-interest appeals need to move towards deep education and trust
visualization; altruistic appeals need to move towards value concretization and community
resonance; ultimately, through information layering, persona integration, and technological
empowerment, the dynamic coordination of both types of appeals can be achieved.

Future research can delve into how emerging technologies are reshaping demand delivery.
For example, Al-based chatbots are now able to provide both cognitive information (product
specifications) and peripheral social cues that convey 'warmth' and 'competence.' How to
design their conversation scripts in pre-sale consultations on second-hand platforms to
collaboratively influence consumers through different pathways is a promising direction.

Integrated marketing communication across all channels and throughout the entire
process has become inevitable. Future research can focus on how second-hand platforms can
maintain the consistency of core demands and adapt to the characteristics of channels.

At the theoretical level, in the future, the theory of planned behavior and social identity
theory can be included in the analytical framework to explain in more detail how altruistic
demands are transformed into actual purchasing behavior. At the practical level, exploring
how to capture audience feedback in real time and dynamically adjust the rhythm and
proportion of rational explanation and emotional rendering in emerging scenarios such as
live streaming and short video marketing will be a research topic of great practical
significance.
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