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Abstract

Against the backdrop of green consumption becoming a mainstream trend, the design of marketing
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information for green products on e-commerce platforms has emerged as a critical factor influencing
purchase conversion. However, there often exists a “green trust gap” between consumers’ attitudes
toward green products and their actual purchasing behavior. This study aims to explore the impact of
green product marketing appeals (self-interest vs. altruism) on consumer purchase intentions in the
e-commerce context, with a focus on the moderating role of social media environmental topic popu-
larity. Grounded in social influence theory and the elaboration likelihood model, the research con-
structs a moderated theoretical framework. Experimental findings reveal: (1) Self-interested appeals
generally outperform altruistic appeals in fostering purchase intentions; (2) Social media environ-
mental topic popularity significantly positively influences purchase intentions; (3) More importantly,
a significant interaction effect exists between topic popularity and message type: when topic popular-
ity is low, self-interested appeals significantly surpass altruistic appeals in effectiveness; but when
topic popularity is high, the efficacy of altruistic appeals markedly strengthens and even surpasses
self-interested appeals. This study uncovers the dynamic shaping mechanism of social media dis-
course environments on green product marketing effectiveness, highlights the pivotal role of topic
alignment in social validation, and provides critical insights for e-commerce platforms and sellers in
formulating context-specific green marketing communication strategies.
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Figure 1. Research hypothesis diagram
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Figure 2. The moderating effect of social media on the popularity of environmental protection topics
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