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Abstract

Public welfare marketing is a common marketing method in western developed countries. In Chi-
na, more and more enterprises combine public welfare with marketing to do public welfare mar-
keting. The public welfare marketing of enterprises has brought considerable incremental funds
to China’s public welfare undertakings and promoted the development of public welfare under-
takings, such as disaster relief, poverty alleviation, health, environmental protection, education
and so on. But at the same time, there are also various chaos in public welfare marketing. Some
enterprises pay too much attention to marketing, excessively pursue enterprise interests, and ig-
nore public welfare, which has a certain negative impact on consumers and society. In the context
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of common prosperity, how should enterprises deal with the relationship between public welfare
and marketing? This article will be discussed.
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