
1 Introduction to cause-related 
marketing alliances 

 
1.1 What is cause-related marketing?  

Cause-related marketing (CRM) is often described as “enlightened self interest” 

because it allows companies to provide benefits to others in the course of a normal 

business operation, namely, marketing.  In her book, Cause Marketing for Nonprofits, 

Jocelyn Daw provides the following definition of CRM:  

Cause marketing is a mutually beneficial collaboration that aligns the 
power of a company’s brand, marketing, and people to a charitable 
cause’s brand and assets to create shareholder and social value, connect 
with constituents, and publicly communicate values. (Daw 2006, 26) 

While various other definitions can be found in the literature, most incorporate the 

four key concepts that separate CRM from traditional marketing and other types of 

alliances between corporations and not-for-profit organizations (NPO). According to 

Daw, CRM: 1) creates shareholder and social value, 2) is a collaborative, mutually 

beneficial business and NPO partnership, 3) connects and engages constituents 

including employees and consumers, and 4) communicates values of citizenship (Daw 

2006, 21). 

Business in the Community, a UK-based group that encourages companies to 

have positive impact on society, provides a succinct explanation of the motivation 

behind most CRM: 

 In an era of increasing competition and heightened public scrutiny of 
corporate activities CRM can provide the means to use the power of the 
brand to publicly demonstrate a company’s commitment to addressing key 
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social issues through providing resources and funding whilst addressing 
business marketing objectives. (2007, http://www.bitc.org.uk) 

These motivations, and their relevance in different markets, will be addressed in later 

chapters.  For the time being, it is important to understand that CRM is generally 

undertaken to meet business objectives while also making social contributions. 

CRM activities are primarily financed and coordinated by a company’s 

marketing department.  The alliance with an NPO for marketing purposes is a 

business decision, and is not the same as corporate philanthropy or sponsorship. 

Corporate philanthropy refers to a donation (financial or gift-in-kind) for which a 

company will receive a tax benefit and can expect only minimal public recognition.  

Corporate philanthropy generally comes from the company’s community affairs 

budget or charitable foundation. Sponsorship of NPO events or programs is usually 

transactional, in that a company enters into an agreement to donate a certain amount 

of money expecting a certain number of consumer impressions and a high level of 

public recognition.  Depending on the structure of the sponsorship, some or all of the 

gift may not be tax deductible.  Sponsorship funds may come from a number of 

sources within a company, including the marketing department, community affairs, or 

the company’s foundation.  

Some CRM is undertaken without an NPO partner.  In these cases, a company 

makes a donation to several charities working on a single cause, makes a donation 

without collaborating with an NPO on the project, or raises money to implement its 

own programs to benefit a cause.  An example of this type of CRM is the global 

“(Product) RED” campaign launched in 2006 to fight AIDS in Africa.  (RED) is a for-

profit company, started for philanthropic purposes, which encourages other 

companies to create and sell “(RED)” products, with the commitment that a 
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percentage of profits must be donated to the Global Fund to Fight Aids (2006, 

www.joinred.com).  Companies such as Apple, American Express, and GAP have 

signed on to the campaign, but do not work directly with the NPO, except to make a 

donation after sales. 

This paper is concerned only with CRM that involves a partnership between a 

corporation and an NPO, therefore the term “CRM alliance” is used.  However, no 

single term is universally accepted and CRM is known by a host of names, including 

cause marketing, cause-brand alliance, social marketing, philanthropic marketing, 

values-led marketing, and passion branding, amongst others. 

1.2 Types of alliances  

CRM alliances take many forms, and alliances often evolve over time as the 

partners develop deeper relationships and are able to assess new areas of opportunity.  

While new models seem to be emerging all of the time, four basic types of CRM 

programs can encompass the alliances most commonly seen today:  

• transaction-specific 

• royalty-based  

• issue promotion 

• program or event co-branding. 

The original and most common CRM model is the transaction-specific alliance. 

These partnerships typically result in a donation being made every time a certain 

product or service is purchased. Another form of a transaction-specific alliance is 

“purchase plus”, or facilitated giving, whereby the corporate partner helps consumers 

make donations at the point-of-sale. A third and less common example is when a 

company offers a donation in exchange for consumer attendance at an event, 
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participation in a trial program, or as an incentive to complete a survey.   Examples of 

these, and other alliance models, can be found in Table 1.1.  

 Table 1.1: Examples of CRM alliances  
 
Company Not-for-

profit 
(cause) 

Campaign 
type 

Name of 
Campaign 

Details 

Calphalon 
(cookware) 

Share our 
Strength 
(hunger) 

Transaction-
specific 

“Taste of 
the Nation” 
pan 

• Calphalon donated 
percentage of sales 
from a designated pan 
to SOS 

• Promoted using in-
store events and 
advertising 

• In first year, 
Calphalon sold four 
times more pans than 
previous year 

• Raised $1 million in 4 
years for the cause 

Walmart Children’s 
Miracle 
Network 

Transaction-
specific 
(Purchase-
plus) 

Miracle 
Balloons 

• Customers were 
encouraged to buy $1 
paper balloons at the 
cash register to 
support CMN 

• Local stores held 
events to bring 
attention and 
additional donations 
to the month-long 
campaign 

• Raised $31 million in 
2004 

Over 90 
different 
companies 

American 
Heart 
Association 

Royalty-
based 
(certification)

Heart 
Check 

• Certification for 
“heart healthy foods” 

• Over 500 products 
have been licensed to 
use AHA logo 

• Must pass AHA 
criteria 

• $7,500 annual fee 
covers cost of 
program, does not 
support other AHA 
programs 

Energizer 
Battery 

International 
Association 

Issue 
Promotion 

Change 
Your Clock, 

• Alliance has been in 
place for 18 years 
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of Fire Chiefs Change 
Your 
Battery 

• Encourages all 
Americans to change 
their smoke alarm 
batteries when they 
change their clocks for 
Daylight Savings 
Time.   

• National and local PR 
support community 
awareness programs 
by more than 5,800 
fire departments  

Norwich 
Union 
(financial 
services) 

St. John 
Ambulance  

Program co-
branding 

First Aid in 
the Home 
campaign 

• Offered free spots in 
charity’s first aid 
classes 

• Advertised through 
commercials 

• Branded first aid 
materials were 
distributed 

Cadbury 
Schweppes 

Save the 
Children 

Event co-
branding 

Cadbury 
Strollerthon

• 10-mile sponsored 
walk in London, 
aimed at families with 
children.  

• Raised £1 million over 
5 years.  

• Cadbury sweets were 
offered as samples 
during the event 

  

Royalty-based alliances are those that focus on product licensing, 

commendation or certification.  For example, Save the Children licensed its line of 

children’s artwork to manufacturers and retailers to create a line of men’s ties, and in 

exchange received a royalty fee. Some NPOs, especially health organizations, have 

developed product certification or commendation programs.  Companies can apply to 

have their products tested as being “heart-friendly”, “arthritis-friendly” or similarly 

endorsed and once approved can pay an annual fee to use the NPO’s logo on their 

packaging.  For legal reasons, these programs have to be carefully structured and 

NPOs are generally discouraged from endorsing single products.  In the US, there 
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have been a few legal cases over misleading advertising resulting from product 

endorsements by NPOs.1

  Issue promotion alliances have marketing objectives, but are not tied directly 

to the purchase of a product or service. These alliances are usually deeper and longer-

lasting than transaction or royalty-based alliances, and seek to make more meaningful 

connections with consumers and the cause.  The goal is often to link a brand to a 

cause and raise public awareness of an organization’s mission through advertisements, 

packaging on products, contests, media stories, in-store displays, and other means. 

Voucher or receipt collection schemes fall under this category, as the donation is 

triggered not at the time of purchase, but once the vouchers are collected and returned.  

Yoplait yogurt’s “Save Lids to Save Lives” program with the Susan G. Komen Breast 

Cancer Foundation is an example. The company donates 10 cents, up to $1.5 million 

dollars, for every pink lid that consumers mail back to the company. By requiring 

mail back, the alliance is fostering greater public action as communities often work 

together to get the word out about breast cancer and lid collection.  If there is no 

mechanism to trigger a donation, such as in the case of pure awareness campaigns, 

then the company generally gives a lump-sum donation and includes this information 

in advertising to show its commitment to the cause.  

The fourth CRM model, co-branding of events and programs, is not universally 

recognized as a form of CRM.  Because this area is an extension of conventional 

sponsorship, some practitioners and academics do not classify these activities as CRM.  

                                                 
1 For example, in 1996 the attorneys general in 19 U.S. states came to a settlement with McNeil 

Consumer Products Company and the Arthritis Foundation over a CRM agreement for the marketing of 

pain medication.  The attorneys general had sued the organizations over fraudulent advertising, implied 

product endorsement and misleading information about the type of donation being made to the 

foundation. In 1998, Sunbeam Corporation received a $9.9 million settlement from the American 

Medical Association after the association terminated the CRM alliance in light of stakeholder criticism. 
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Others make the case that because the companies are not silent partners merely 

providing funding as in the conventional model, but are acting as true partners, then 

the term CRM applies.  For the purposes of examining alliances, co-branded events or 

service programs that include deep, mutual commitment in planning, marketing, and 

execution of the event or service are to be considered CRM alliances.  An example 

would be a company and NPO co-branding a “walk-a-thon” to raise money for the 

cause, where the partners share responsibility for all aspects of the event. 

Whatever type of alliance is undertaken, it is crucial that there be a perceived fit 

between the objectives of the corporation and those of the NPO. As will be discussed 

in greater detail in Chapter 2, consumers will react negatively to any alliance they 

view as being structured for purely commercial objectives with no deep commitment 

to the cause on the side of the company. 

1.3 How does each side benefit 

As many businesses have found through strategic alliances, strong alliances can 

create win-win situations where partners benefit from each other’s strengths and 

unique contributions.  CRM alliances can enrich business and NPO partners in a host 

of ways. In many cases the benefits go well beyond the expected financial impact, and 

in some cases the non-financial results can be as valuable, if not more so, than the 

income generated. Table 1.2 summarizes the potential benefits to corporations and 

NPOs engaged in CRM alliances, which are discussed below.   
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Table 1.2:  Potential benefits to corporate and NPO partners engaged in CRM 

alliances 

Corporate Benefits  NPO Benefits 
 

General business 
• Improve reputation 
• Demonstrate values 
• Improve stakeholder 

relationships 
• Insulate against negative 

publicity 

 Organizational  
• Receive marketing, 

management and business 
expertise  

• Increase credibility  
• Attract future corporate 

partners 
 

Marketing 
• Build brand value 
•  Increase brand 

awareness 
• Increase sales 
• Differentiation 
• Change positioning 
• Motivate trial 
• Build customer 

relationships and loyalty
 

 Financial 
• Attract corporate and 

consumer donations 
through the campaign 

• Encourage future donations 
from consumers  

• Generate mailing list of 
potential new donors 

Human resources 
• Attract, motivate and 

retain employees 
• Increase morale 
• Build team  
 

 Awareness 
• Reach new audiences 
• Increase media attention  

Community relations 
• Secure “license to 

operate” from local 
communities 

• Relationships with local 
governments  

• Stakeholder engagement

 Engagement 
• Attract new volunteers 

from the general public as 
well as partners’ 
employees 

• Motivate communities to 
work together to maximize 
campaigns 
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For corporations, CRM can have general business, marketing, human relation, 

and community relations benefits (Adkins 1999, 61-62).  Benefits to the overall 

business can include improved reputation for corporate social responsibility, public 

demonstration of the firm’s values, improved stakeholder relationships, and insulation 

against negative publicity. The marketing benefits can include building brand value, 

increasing brand awareness, increasing sales, differentiating the product, changing the 

marketing positioning, motivating trial, and building customer relationships and 

loyalty. CRM can improve human resource outcomes by helping to attract, motivate 

and retain the best employees, and build team work, especially across departments. 

Community relations benefits include securing the “license to operate” from local 

communities and building or improving relations with local governments and other 

influential parties.  

 NPOs involved in CRM alliances may receive a variety of benefits, such as 

increased revenue, awareness, or engagement, as well as other organizational benefits.  

Alliances often involve a direct infusion of cash in the form of a donation; however 

revenue benefits can go beyond this sum. For example, some programs encourage 

consumers to make “add-on” contributions at the point-of-sale or include mechanisms 

to encourage future donations.  Depending on the program, sometimes a mailing list 

of potential new donors can be created.  Existing alliances also help build credibility 

and attract future corporate partners.  

Alliances also have the potential to significantly increase public awareness of 

the cause.  CRM helps NPOs reach out to wider audiences and segments they are not 

normally able to target. Building awareness is the first step to engage the public, and 

thereby motivate people to act to support the cause.  Through the alliance, NPOs are 

often able to engage not only the general public, but also the company’s employees, 
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resulting in higher rates of employee volunteerism for the organization.  Another 

indirect benefit of alliances is often the increased professionalization of the 

organization. The corporate partner is able to share marketing, management and 

business expertise to help improve the NPO’s performance.   

 The community also benefits from CRM alliances.  Successful alliances 

increase public awareness of social causes, motivate the public to become involved, 

and strengthen the ability of the not-for-profit sector to fulfill social needs.  Alliances 

can help local governments by sharing the financial burden of supporting social 

causes, and can improve community relations between businesses and local residents. 

1.4 History and the spread of CRM alliances 

CRM was introduced by American Express in 1981.  Jerry Welsh, a Senior Vice 

President in the company at the time, created the first CRM promotional campaign. It 

began as a local program in San Francisco to encourage cardholders to use the card 

for every-day purchases.  As an incentive, the company offered to make a two-cent 

donation any time a cardholder made a purchase in the area.  Donations were also 

made for every new card application the company received from residents, and the 

beneficiaries of the donations were local NPOs. The program was deemed a success, 

as card usage and applications increased significantly and American Express also 

enjoyed improved relationships with their merchants. The total amount donated to 

charities was $108,000.  The company continued to expand their local CRM programs 

and in 1983 introduced the first national program.  

The first-ever national CRM campaign was an alliance between American 

Express and the Restoration of the Statue of Liberty project. The company spent $4 

million in advertising to support the campaign, and made a one-cent donation to the 

restoration project every time a cardholder made a purchase. Advertising also focused 
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on attracting new customers, and $1 was donated for every approved card application.  

During the three month program, over $1.7 million was donated to the restoration, 

card usage rose by 28%, and new card applications rose by 45%.  American Express 

continued to leverage its experience, and sought new partners in new markets. The 

company has now conducted CRM campaigns in 17 countries. 

Following American Express’ example, many companies in the United States 

began to experiment with CRM alliances in the 1980s and 1990s. The trend quickly 

spread to Canada, the United Kingdom, Australia and New Zealand.  The concept 

appears to enjoy a high level of consumer awareness in these countries.  In a 2003 

survey, when prompted by a list of recent CRM programs, 98% of consumers 

surveyed in the US and UK were aware of at least one (“Brand Benefits” 2004).  The 

survey showed that 83% of UK consumers and 73% of US consumers had 

participated in a CRM scheme (“Brand Benefits” 2004).  In a survey of New Zealand 

consumers, 62% had bough a product or service aligned with a cause (Medcalf 2006). 

CRM can also be found in many European countries, including Italy, Belgium, 

Spain, the Netherlands, France, and Germany. The first study of consumer attitudes 

towards CRM in Europe was conducted by CSR Europe, an organization devoted to 

encouraging corporate social responsibility.  The results are discussed in the next 

chapter.  

While Jerry Welsh, the founder of the cause-marketing movement, has plans to 

introduce the concept in China, and some examples can already be seen elsewhere in 

Asia, the phenomenon has yet to take hold outside of North America and Europe. 

Introduction of CRM to non-Western areas seems to be limited to efforts by 

international brands and corporations, such as Proctor & Gamble’s “Open Minds” 

alliance with UNICEF in Thailand. The campaign was designed to improve the 
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quality of life for children in Thailand, and raised $3.5 million over two months 

(Slater 2000). 

It is difficult to quantify the amount of money being used in CRM campaigns, 

because there is no universal reporting mechanism as there is for charitable donations.  

A Chicago firm that tracks corporate sponsorships, IEG, estimates more than $1 

billion was spent on CRM in the US alone in 2005 (Schmelzer 2006).  Charity Brands 

Marketing, a firm in New York, estimates that $1.34 billion would be spent on CRM 

in 2006, an increase of 20% over the 2005 estimate (Rexrode 2006).   

Despite the rapid growth of CRM, the idea has not been without its critics.  

Early in its history, many NPOs feared that partnering with corporations would 

alienate loyal donors, cause individuals to reduce donations proportionate to their 

spending on cause-marketed products, over-commercialize the organization, and 

distract staff from fulfilling the mission.  These concerns seem to have faded with the 

growing use and evaluation of CRM campaigns; however, a new wave of criticism is 

emerging.  Some consumers and advocacy groups argue that some alliances take 

advantage of the NPO while delivering unfair benefits to the corporation, or mislead 

consumers into supporting campaigns without providing full disclosure of who 

benefits.  A public awareness campaign with the slogan “Think before you pink” has 

been launched by the grassroots group, Breast Cancer Action.  The purpose is to urge 

consumers to be more critical of the “pink products” they purchase to support breast 

cancer causes.  The group warns that many companies do not share enough donation 

information for consumers to make informed choices, make only trivial donations to 

NPOs while reaping large financial benefits themselves, or are marketing products 

under pink labels that may actually contain ingredients believed to cause breast cancer 

(2007, www.thinkbeforeyoupink.org). 
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1.5 Why CRM alliances should be of interest to Taiwan  

Although the concept of CRM has been around for only about 25 years, it has 

already gained impressive momentum in several countries in the West.  It is a concept 

that needs to be considered by businesses and NPOs around the world and Taiwan is 

no exception.   

With increasing competition from global brands, a wave of recent corporate 

scandals, and increasingly savvy consumers, Taiwan companies should be examining 

ways to improve their competitive advantages and preserve brand value.  From the 

NPO sector perspective, a growing number of organizations are competing for a 

limited amount of individual and corporate donations.  Individual giving as a 

percentage of income is lower in Taiwan than in many developed countries, and 

NPOs will have to find creative ways to increase their funding sources while also 

raising public awareness of the good works performed by the sector.  

These challenges are similar to those faced by corporations and NPOs in the 

West.  In a growing number of Western nations, CRM is being heralded as one tool to 

meet the challenges.  But can CRM be translated across cultures, environments, and 

markets to meet the needs of businesses, NPOs, and consumers in Taiwan?  The goal 

of this thesis is to develop a model to help answer that question. 
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