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Abstract

Prosocial consumption contributes to the development of public welfare undertakings and social
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harmony. Drawing on the warmth-competence model, this study explores the predictive role of self-
perception tendencies on prosocial consumption intentions and the mediating role of self-presenta-
tion motivation. Using a questionnaire survey method, the study administered questionnaires on
self-perception, self-presentation motivation, and prosocial consumption intentions to 451 college
students. The results indicate that participants with different types of self-perception vary in their
prosocial consumption intentions. Specifically, warmth self-perception positively predicts proso-
cial consumption intentions, while competence self-perception positively predicts such intentions
through the mediating effect of self-presentation motivation. This research contributes to the un-
derstanding of consumer behavior and provides valuable insights for prosocial consumption mar-
keting. Future studies could further investigate the relationships between these variables using ex-
perimental methods and incorporate additional factors that may influence consumer behavior.
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1. 51§

“WENBOR, FARE” . thad, wa=,. B, SESEMST AT RAL, X7 NEH
PRI AI RN, AR 5277 oA IR S5 1 [FI I 9t 22 A 2 Dk S Ak 23 V8 9 AT W BE T LAFE 35 BRR
TEMEEFAAR ATy, AT DR BN 2 RIAT Jy, EAFREAIR T 2835480 . SRS« R 9%,
AR S 1 2 5] 25547 J9(White et al., 2020).

DA FE 22 ORI P i At N SR, A lb R G iR B An e g v G 9% SRS, G R B A R AR
SN PR R (CEZCE AR, 2021), SRR T SO0 A AR Bl DR S 2 (Aaker et al., 2010), &AL & 4H
S TNV P R R AR IE RIS (L 8 e, 2011) . (H/DEBF SR AT B R 0 0 58 an ] 520w i 3% 35 1
Frb R,

ARSCEET G - BeIERL (e, 7777, RN, 2015), ¥ EIRFI NG B AR EE T B 3K
GHUBE AP o NATTAE 3t AN AR 155 B 7 I A% U 248 2D R0 5 0 e AR Bk 2 AR IR R 1 (Pt 55, 2021 B,
TH B ARIE GG T LE RPN BB, B8 A 2 R A R s, T E
B U — S 2 A FR A R I (515, 2020) . 32 B2 B #IE FTRE JJHRRE 2 52 M AR 8 18
RIB(EIESE, 2020), XPIANGEREXT T B A KU EA A FE A (Ivens et al., 2015). #FFEEH, B
TG4 R E R R R T, B2 RTER . HWEE, BEHSRER ¢ R IR E A R
AR O, BN IHEG . A AU, BB IRHIEA K (Freddi et al., 2014).

TESRAL 2 AT Jarh s DS ARSI — g 2 s il -3 —um i), BIX A7 B AL 1 R 2 W] g2
SEAFMT, AT R R P ORI IESE, 2018). BVBEFRRES 5 BT N X (Graziano et al., 2007),
TR AT, Hfd B BN MR TE IR R AN, AT P AR SR A 22V AT . REJT B IR AT AME,
e TR SRR E, SR 2T PR R AT RIS, (R Rl SR —FhE S (IR IESE, 2017). @i 3E
FE2AT LB RS S, B A AN N B AT DA BRI, A R TR N i k£ 5 B 2 &1k
TERR P AGHAL, DA IR 225 HoAth R 25 19 523 (Bereczkei et al., 2010; Fehrler & Przepiorka, 2013;
Moore et al., 2013), AMARBENEIE 2 11 5 RN, SEIRBRICEAESAT NS, 2021), RIEIL
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FOHAMBAT . B, BimEe 77 8RN AT BRI A R A T PR . bR HL:
RGN A A SR o=V

FHEH AT NE FEBREERFH IR N TAMENEM S, AW TAT N e .04
EPEHE, —ERE B e TR (Hu et al., 2016; Li & Xie, 2017), WISRTEFIM TS LS . 1430 008 2545,
MM, SEH2TE AT AN AT LUK “155 7, SREUKZ DA J5 7 T B R a6 B8 AS [ 3 3
Y FERTSRAL 22 SR AT A= AR s M I 7 SR RRAEEAN ], B BRI LAE H b o] B HE — e M A VEH .

HIRFF 2 B Goffman (1959)3 T-#F5 FLANRHE 1, 18 xR e ey Sk AB R 76 A [R) 1R 358 Hh AT T IR
B MR G - 3R - R RN, BEREREMA TIEBGA T BE ), R
ReBlAH A5 B, FE S mE Pt )t A A% 386 SE PR RE 1 BN R B FRE R 1) A2 (W F 45, 2020 Mehdizadeh,
2010). HIIFMEZ P B T WA OSSN, RIEEZ R ERRFAIG SN, DU RGeS I3RS
B & {381 (Baryta, 2014; Bergsieker et al., 2010).

N T R R EL, AR A R IR A A A S0, an A mT Al A RIHEEL [F) 4% (Zivnuska et al., 2004),
T At NS AN AR 1) S MR P o 000 A B R T AT 9 e 5 M 245 R A 3 )R 2 AR Ak (Baryta, 2014). 53—
Jif, YIRS, AMARHE LI E RIETT (self-promotion) () SEMG,  SE R R I KSR A& 1 (Leary
et al, 2011). AT, RMAREAG T HEAKRIIRE S 8 98 A7 BN I R 15 th N\ 1) 2 5
(Bergsieker et al., 2010). A FIRH, AMITEMUIBAT AN 225 1 8 5% KAWL ARG B SR,
MG AE 45347 58 B e 4t &P (Engelmann & Fischbacher, 2009; Fathi et al., 2014). A&7 [ F0 5 58 194Nk
AR T A R RSN T4 20 9. UL H2: BRI IRShLIE RE 71 A A 5 a4t
2R RIBZ R AEM .

2. AR FGF*
2.1. #i

AWFFRE T RECAA 4, $OR EE N KEARVE LT JLiE3E 451 Laak S b &2, b
WG 25 47 AR FE O, BEE RO 404 1y, BRCR 89.5%. H B 74 AN(5 A 18.3%),
4 330 N (i Ak 81.7%), RPN N 19.77, bRl 220N 172, S AZp R B0 il i J5 R i 4 4 I

22. WMETAR

221 BRHARER

BB A LA E 27 Aaker 25(2010) 197598, T8I FH AN [RI4E B2 (1 T 25 1Rl AR ok X 40 o 8 2,
FLA e It RO A M AN 4 FE R T 1] 3 0 RUR T 2B ED R A 28 (Fiske et al., 2002)H1#k 23 05 HE A
e SO AR PE . “IRANRE ST R 8 AN 7 AT, BFEEREIM. BEEIR. BETINAE, RGN
157 RH 8 AN 7 s, BFEFRA . FOR. AEERNSE. ERFH Likert 7 f00F, 1 0%R “JF
WANER”, 7 /3 Fon“ B FE 7, Hh R d G LANEBUA [ F 43 v 5 B3 B0 5 5 R B 41K Cronbach’s
o RECH 0.907. K ANLERE S ATHEAS, FAE B AR R Cronbach’s o 2% 0.896; fE7) B AN
[ Cronbach’s o R¥4 0.876. {5 R LT,

2.2.2. BEFREIIIESR

H BRI ML R H Snyder (1974) TR R B R EEER, L1288 H, HHEER Mk
H R, 2 WERES. ERRH Likert & 5 AP, 1494FnR “EWARZ” , 50FnR “dk
WIRIE” . AEEN Cronbach’s o R%H 0.864, 1=/ BIF.
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223. RS EBRERER

Feh 2 P I B e E Carlo AT Randall (2002) (155 #E 24T AR 1 7 (2012) (42 ST AR 2
HRM Dodds (1991)ZFFRITHRFHE ML FIRER, SSAMANERE ST HE, W TNEREdS
W ERENER, HaFE s M, FR R Likert X 5 AW, 1 40FR “IEFEAFE”, 5 0Fx “IF
HWEE” . AEFMH Cronbach’s o 2304 0.836, 15/ RIf.

3. &R
3.1. #£RHFERE

AR TR K, B RTE I i 05 W AR e i, RS 96 %748 o B 2 75 A7 7 3 R 7 v
i ZE o 4 F Harman SR 60 6T B 2047 TH SRR 36, A 30 45 SRAR I 6 NMRHIEE K T 1 AL EHE T,
HE-NRAILF TR T BB RER 27.732%, /NTHAER 40%IG FUE, Ui B L[ J7 15 25 A Re B A
FARB AR T, PRI &L AR ™ E1 IR L [ 5 v A 22 1)
32. REAOFTENEEENFI

ARFFEN AR S AR RS I M) o FEAEIS 7 T, JE I BRI L S R R G R, 45
BRI, PIE AL Z AR (p = 0.584 > 0.05). MAEMEM 7T, ¥R AMAT =1, & =2), izH
MSEREAR RIS FIPE A R AR 2 o LA R E SR, SR ER, BHi(M = 3.605, SD =
0.074) 5 Zc 4 i(M = 3.784, SD = 0.660) 7E 55 122Vl P 8 FAFE R %2 5%, 1(402) =-2.052, p=0.041 <
0.05, Cohen’s d = 0.674, B4 ilok 2ol 2 s B B 2 = T B ek
33. BEEXEETEEMHEXMEI

A AR ORAE B R EN . BRI, SRAEE S REER P, SRR AT
A&, FE B R A AR B R A OGO R . LK L.

Table 1. Correlation test between key variables (N = 404)
F 1 BRLEEZERIEXMEEIE(N = 404)

A i VAR H R L AL o
A 1
GEYARSINnS 0.504™" 1
EE S EILN 0.211™ 0.397" 1
B IR k¢ 0.223™ 0.256™" 0.299™ 1

#: "p<0.05 "p<0.01, "p<0.001.

Hrb, BRI EEREA BRI A ) B AN ERE . e, RIS BRA S
ert oV PR AT R IEA DS (r = 0.223), f877 H AN 5254023 2 2 A TE W38 IEA O (r =
0.256). [FRS, BIRBIHSINLL L2 AR B35 IEAEOC(r = 0.299). 74b, #iEBRAWS B R
MREIHL(r = 0.211)F1EE 77 A A5 B IR HIHL(r = 0.397) 2 (A AF1E i 3 IEAH K
34. BRAEMNFHSEEEENTNER S

M 48 2B BN 5 9 25458 (Stereotype Content Model, SCM) 422 [t LLHVIS R BE TP kR 3 2 x 2 1 —
YEPU R BRALFRIA R (Fiske et al., 2002), LAFE/E ik o FHE, MR IS RTE AN [ B FR A0 48 FE (1015 70 K 4t
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R N E G - =EE /(188 N). G - KB /(74 N) KPS - mife 71(53 N)FMIRE - 1KEE /1(139
N4 FEHAE 2,

Table 2. Prosocial consumption intentions of individuals with different types of self-perception (M + SD)

# 2. FRIBEMELE T MIPFEHSHEREREM £ SD)
R AT - BT A - fIRAE iRt - mifig iR - fikhe

FTHEHRER 3.98+0.73 3.64 +0.59 3.69+0.61 3.61+0.64

RPN AR M E R, R AR N EAERE 2SR, NHERIERNREN T R
6 E AR X R AR B R T, s B B SEAE N B AR, SR 2T E R AR &, R R,
FE — R AT o e Sorb, BT 22550, HAREZ AT AE Rk

Table 3. The effect of self-perception on prosocial consumption intentions (N = 404)
2 3. BRMEIEMLSEEEEMIERN = 404)

) ANOVA , Bonferroni (p)
EE#SHin N M ( SD) m
F p 1 2 3
1.HW-HC 138 3.98 (x0.73)
2.HW-LC 74 3.64 (x0.59) <0.001
9.413 <0.001 0.066
3.LW-HC 53 3.69 (0.61) 0.036 1.00
4LW-LC 139 3.61 (+0.64) <0.001 1.00 1.00

vE: 18 HW-HC N&#ds - mide s 2 8 HW-LC sl - KR J1; 3 v LW-HC NI - =g i 4 9 LW-LC
SRS - K EE

SERRIL, BRI RN R (F(3,403) = 9.413, p < 0.001, 7, =0.066). [t X 4Lk 4T poxt LA
t, B3RS E - =RE (M = 3.98, SD = 0.73)#i ok A 2 o B B m T v - IRRE I (M
=3.64,SD = 0.59) (p = <0.001); HIENU =T - =g J14(M = 3.98, SD = 0.73) b il otk vl 2 (2
F i TARIG - =rhE J141(M = 3.68, SD = 0.61) (p < 0.05); [ TR i vt - siRE 740 (M = 3.98, SD = 0.73)
PR SR 200 2 R B 2 TR - (1RAE 141(M = 3.61, SD = 0.64) (p < 0.001); IL4h, m#lE - (KAL)
ARG - mRE I, SIS - IRBE VAL RMIC IR - IRRE 14, (R#V - e D AR - (KR
2 A% BE 25 (p>0.05). W% 3. %, WiET HI.

35 BRFIHHHEBRARANFHLSHERERENPNBALRLE

ARAE T SCo 0T, A0 F TR ANMLLE B R0 S oAt 237 9 =R R) T REATAE A R A RN o SR
AMOS 24.0 AT BRIHA TR I RIN, LA o7/df = 2.6, NFI=0.86, CFl=0.91, AGFI=0.81,
TLI=0.90, IFI=0.91, RMSEA =0.06, & EGTRECRIERTHZTEE N, BOAUGAHXEIT . VEILE 1.

TR, AE B R AR A 2 PR R s 23, B=0.28, S.E.=0.125, p<0.05, AE/IH
PFnvex B HI MBI AR R 5.2, p=0.31, S.E.=0.055, p<0.001, HIFHMHEBIHLIN RALLTH T
BB AR B3, p=0.16, S.E.=0.067, p<0.05. WX 2,

fR¥E Bootstrap &5, #5 0 AMbT 1 RE 95%HI B XA, RHFANUNEE ., AT T
5000 /X Bootstrap 56 A& 3, fg 71 E A0 - B IRGHHBINL - S rk 278 T = IR (R 808 B 4% R 2 95%
() B A5 [X 3] 9[0.01, 0.11], TaJ4ERLR B3 (B = 0.05, p < 0.05). M2, HIRFFMESIHLERE S EIEN A4
W R BAAET A ER, R T RRIY 12.6%. fi3e 1 H2.
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Figure 1. Structural equation model of self-perception, self-presentation motivation and prosocial consumption
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Figure 2. Mediating model of self-perception, self-presentation motivation,
and prosocial consumption intentions
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TR EA BE LR BIER, (E ARSI E R R P AR, BIRET) B 3R SEE L B Jr i
BN SR AL 2 SRR R R . IR B R B IMATE R RN IR B B B A 25T, AT PR R
HEEINE A S MR KB R AT R R B AT O SR S EAR S . W T AL A & TR
SRAL RS WA g ARG SIRNESE . 10RE 77 B BN AR AT T 2 AT R SR A
CHIREIRI AL H RS2 B H 5 5 ) 5NN AR 2N, FTRES ™ AR s pL, RS
SRAL TR IRANZ R ZERE, R EH QISR E SR DA AN ERA I MR T 3 RG22 5
WA A A 2 18 PR A5 BRI b 3 . 40, Harbaugh %5(2007)i@id #4 BEAR KRB, 24 AT Xt
SRAL BRI, S EAAE 2 AR S RN X S Bes . X RIS B B A SR A 2 kSR R
R T R .

HET, AHTFUEN FEER 28, RSN 7 i 8RR 2 MBI C R, ALl —biE
SIS FAEATIRAE, WHEE SR EMZVE M EIEESE T R S M FIZE AR B B AT H
WHFEEINL, FERAE S H R RIERZES . WA, RS H AT AR AR A, MR Tk
FAMUT NIV R A2 VFZ IR CATTURY, WX & SRR SR X MR IR A 2 1 97
AT PR RIREMR o 4 THDRTH Bl DS R RO I, 3 2 S 6 77 S R DA R SR RO BEARG 31 2 IR
RIS WA B RIS 2 BAT AN SGUERT, Y338 & EANE R B BT M LR TR RN,
M2 2IE R oR 2 PR BRIk, ¥ 2 USRI 2 S B AT RE 2 A H BRSS9
REEH A IS, 5 SER] DUE ) B s S ikt — P IR AR AR R Z AR AR .

e, AHTFURAT € SR MBS E . AESEEIT I, FHXASE B 3EN VB B, TN
NS BENZFOTRIATEW, B 7TMGEERERE R Al T BLLESHER 2 B BRI
The e H RN . EBRTTH, AU TOVERE B JR R SEAL S AT N IH RS T
B2, AT 5EEH B E AT NAORHE L.

B O

B, R T2IMER NI, AT RIS SR, M AR RN IR AR T AT
(dE S, MR COARE AL, SIS . L, L 2R RS AR AR BNL I ZR T R (R 300 H SCH
CLRAE T T e R b 25 7 JA T SO B il =R AHA RN 2 5 B I R A AT, AT ISRt e
TAEMREAT . e, IE R RTAT KA.

E&InE
ARG KA NN Zat-RITE . FLEE BT = N BRI A2 TR 520 (S202210446004) o
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