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Cause-related marketing (CRM) alliances offer businesses and not-for-profit 

organizations (NPOs) a unique partnership opportunity to reach corporate and 

philanthropic goals. Since its inception in 1981 in the United States, CRM alliances 

have grown in popularity as a way for companies to increase sales and market share, 

open new market segments, build employee morale, differentiate their products and 

create brand image. For NPOs, the alliances have provided new ways to raise funds, 

reach out to new potential donors, increase awareness of the cause, and mobilize the 

public.  

While CRM alliances have been for the most part successful in the West, there 

is little in the way of research into the underlying factors that allow this success.  For 

example, are there certain consumer markets that are more likely to respond positively 

to CRM? Are there environmental factors that encourage businesses and NPOs to 

partner, and that may not be present in every industry or country or do the 

characteristics of organizations themselves set the stage for partnership?  These are 

the types of questions this paper address.  By examining the factors that are shared 

across successful CRM alliances in the West, a new model is created that outlines the 

factors that are necessary to foster CRM within a national market.   

After introducing this model, we apply it to the case of Taiwan to determine if 

CRM is likely to succeed in the long-term on the island.  We discover that business 
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plays a strong role in driving the CRM movement in Taiwan, while NPOs and 

external forces play only a moderate role.  Consumers, the government and outside 

facilitators, the other components of the CRM model, play a relatively weak role in 

bringing CRM alliances to the island, and therefore are the greatest challenges to 

CRM’s sustainability in the area.  We also discover that the model needs to be 

modified to fit Taiwan’s unique environment. 

In the conclusion, future areas of research are discussed as well as 

recommendations and implications for the future of CRM alliances in Taiwan.   
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