
4 CRM alliances in Taiwan 
 

In this chapter, CRM alliances in Taiwan will be examined.  CRM has been 

making modest advances in Taiwan, but it has yet to become widely adopted.  In the 

first section, a few recent examples of CRM alliances are introduced for illustrative 

purposes.  Beginning in section 4.2, the conditions under which CRM alliances are 

formed and the extent to which the concept will become accepted in Taiwan in the 

future are considered.  The discussion uses the framework introduced in the previous 

chapter and relies on existing research as well as interviews with local businesses, 

NPOs and academics. In the final section of the chapter, predictions for the future of 

CRM alliances in Taiwan will be presented. 

4.1 Current CRM alliances in Taiwan 

In contrast to the West, there is very little information available on CRM 

alliances in Taiwan.  No academic studies have been published in English, and very 

little coverage is available in the traditional media.  According to a 2004 study on 

philanthropy amongst Taiwan’s exporting firms, very few firms had engaged in CRM 

(Hsieh 2004).  However, based on an interview with Professor Ping-der Huang,6  

CRM is becoming a topic of discussion in Taiwan, especially amongst corporations 

and corporate foundations.  According to Huang, CRM, as it is understood in Taiwan, 

may differ from that in the West.  Historically, there has been little separation 

between corporations and corporate foundations in Taiwan.  Often the foundations 

                                                 
6 Ping-der Huang, PhD, is Coordinator of the NPO Management Division of the Executive MBA 

Program at National ChengChi University.  In addition, he coordinates several NPO working groups 

and is closely involved in Taiwan’s not-for-profit sector. 
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have been created through personal donations by the business owner, rather than 

through corporate donations.  Further complicating the situation, corporate 

foundations are increasingly interested in binding the company’s marketing strategy 

with the foundation’s social partnerships.  As a result of the overlapping nature of 

many corporations and foundations, CRM resources in Taiwan appear to sometimes 

come from foundations rather than business units.  This is very different from the 

pattern in the West, where CRM expenses are treated as businesses expense that 

normally come from the marketing budget, and are not tax-deductible donations. It 

appears that at least some CRM in Taiwan may be treated as tax-deductible donations. 

The most common form of alliance in Taiwan at the moment appears to be 

“affinity” credit cards.  In this type of transaction-based partnership, a bank markets a 

credit card linked to a specific NPO.  Each time a card holder uses the card, the bank 

pays a fraction of the purchase value to the NPO. For instance, Taishin Bank offers an 

“arts card” to benefit the National Arts and Culture Foundation7, Citibank markets a 

card to benefit Children are Us, the Chinese bank partners with the Chinese Regional 

Bishops' Conference (a Catholic organization) to offer the "True Happiness Affinity 

Card”, Union Commercial Bank offers a card to benefit World Vision Taiwan and 

China Trust’s “lotus card” benefits the Tzu Chi Foundation (a Buddhist social welfare 

organization).  

Starbucks’ ongoing campaign with World Vision Taiwan (WVT) offers another 

example of a transaction-based partnership.  The annual, three-month campaign to 

raise funds for students in remote areas began in 1999.  For the campaign, Starbucks 

                                                 
7 Information about the Taishin Bank “arts card” was gathered during an interview with Becky Cho, 

Executive Director of the Taishin Bank Foundation for Arts and Culture.  The foundation is not 

involved in the administration of the card, however Ms. Cho was responsible for creating and 

managing the alliance in her previous position with the National Arts and Culture Foundation. 
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sells mugs, penholders and similar products in its retail locations to benefit WVT.  

The company also sets up boxes for customers to make direct donations. The 2005 

campaign aimed to raise NT$5.5 million to support 1,500 children (“Starbucks” 2005).    

The Child Welfare League Foundation’s partnership with Far EasTone 

Telecommunications (FET) to raise money for children’s foster homes provides 

another example of a transaction-specific alliance.  In 2006, FET sold a CD of various 

renditions of “He's Got the Whole World in His Hands” performed by local musicians, 

with all proceeds donated to the foundation (Hirsch 2006).  The CD was distributed 

through 7-Eleven outlets. 

ORBIS Taiwan8 has partnered with several companies recently to market either 

the company’s product or ORBIS’ own product.  During a campaign with HOLA, 

teddy bears were sold for NT$500, with NT$100 of every purchase given to ORBIS.  

Eslite bookstore and Family Mart have both partnered with ORBIS by providing retail 

space, and distribution services for ORBIS products for reduced fees.  In both 

partnerships, the companies created and sponsored all advertising materials. 

 The examples above are not exhaustive, but do highlight the fact that most 

alliances in Taiwan are transaction-specific.  While some of the organizations have 

enjoyed long-term relationships, few have deepened the alliance to create more value 

for the partners.   

4.2 Applying the model to Taiwan 

In this section we use the model developed in Chapter 3 to study Taiwan’s 

environment in detail.  The goal is to determine if the factors necessary for the long-

term success of CRM alliances are present in the country.  Additional factors, which 

                                                 
8 Information about ORBIS Taiwan was gathered during an interview with Juliane Wang, Development 

Manager for Organizations and Ramona Tzou, Executive Director. 
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were not included in the original model, but appear to play major roles in Taiwan are 

also discussed.   

4.3 External forces 

In this section we will show that the external forces that normally motivate 

companies in the West to seek out CRM alliances do not appear to play as strong of a 

role in Taiwan. These forces may grow stronger over time, but in the meantime it 

appears CRM alliances are being motivated primarily by business leaders’ internal 

desire to give back to society or are being used as tools for multi-national corporations 

to localize their image.  

 

4.3.1 External forces – the business perspective 

External pressures are the impetus for companies to seek out CRM alliances.  

Taiwan companies are not immune to external pressures, but the forces identified in 

the model as playing a major role in pressuring Western businesses to consider CRM 

do not seem to be as relevant in the Taiwan environment.  By investigating the 

motivation behind the current alliances in Taiwan it appears that the models’ external 

forces indirectly come into play by creating strong internal forces (the desire to give 

back to society while achieving business goals).  We will first consider the factors in 

the proposed model: a highly competitive customer market, a highly competitive labor 

market, and public pressure for corporate social responsibility, and then discuss 

motivators that may play a greater role in Taiwan. 

4.3.1.1 Customer Market 

 
While there are many highly competitive industries in Taiwan, a study 
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revealed that firms may not yet consider partnerships with NPOs as a source of 

competitive advantage.  While the study was focused on understanding corporate 

motivations for charitable donations, it does show that corporations were more 

focused on the charitable aspects of working with NPOs than the potential 

commercial benefits.  Enhanced corporate image, product sales, sales promotion and 

reducing pressure from competitors pursuing the same customers were not strong 

motivators for firms involved in corporate philanthropy (Hsieh 2004).  These four 

factors are the most common benefits of CRM, reinforcing the study author’s 

observation that CRM is not yet commonplace in Taiwan (Hsieh 2004). 

Another reason that competitiveness for customers may not be a major reason 

for firms to consider CRM is that many of Taiwan’s industries, such as contract 

manufactures and high-tech companies, rely on low-cost production to compete and 

sell their products to other businesses.  Many of these firms do not have a brand or a 

consumer market.  As a result, CRM is unlikely to provide a competitive advantage. 

Commenting on this phenomenon in a 2004 magazine interview, ORBIS Taiwan’s 

executive director Cliff Chien said “branding is something very new in Taiwan, and 

corporate image therefore hasn’t been so important” (“Contributing to Helping” 2004). 

However, the situation may be changing.  Professor Ping-der Huang reports 

that a growing number of executives are seeing the value in associating an NPO’s 

values with their brand values.  Some companies are considering CRM alliances as a 

way to enhance their regular marketing efforts.  It also appears that some firms are 

undertaking CRM alliances in order to keep up with their competitors.  For example, 

banks seem to have each launched their own charity-related campaign in response to 

early campaigns by competitors.   The prevalence of affinity credit cards is a 

testament to the desire amongst banks to keep up with competitors in the CRM sphere. 
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4.3.1.2 Labor Market 

 
While Taiwan firms do not yet seem motivated to undertake CRM by 

competitiveness in the selling market, at least some are motivated by competitiveness 

in the buying (of labor) market.  The competitiveness among firms to recruit and 

retain employees has played a role in a few of the current CRM alliances.  This 

motivation may trace its roots back to the history of employee clubs in Taiwan.  

Employee clubs, especially amongst traditional manufactures, are viewed as a way to 

improve worker morale and loyalty through social interaction, in turn increasing 

retention.  High-tech companies such as Acer, BenQ, and Gigabyte, have expanded 

these clubs and incorporated opportunities to volunteer or donate to charities through 

the associations.  In these situations, the partnerships between corporations and NPOs 

are not aimed at improving external stakeholder perceptions, but rather at engaging 

employees.  ORBIS Taiwan and Standard Chartered Bank offer another example of 

an alliance that has grown out of the company’s human resources strategy.  In an 

interview, ORBIS staff reported that the bank’s annual “Seeing is Believing” 

campaign is motivated by a desire to engage employees and help them feel good 

about giving back to society.   

While some firms are definitely undertaking alliances with NPOs in order to 

recruit and retain the best talent, it is difficult to grasp how large a role this motivation 

currently plays.  However, we can predict that the pressure facing firms to recruit and 

retain employees will increase in the future as a result of Taiwan’s low birth rate and 

the expected labor shortage9. Therefore, if current CRM alliances are successful at 

                                                 
9 Research on population statistics predicts that the labor pool in Taiwan will begin to shrink in year 

2015 and a there will be a labor shortage starting in 2034 (Tsay 2003).  A 2006 survey conducted by 

Taiwan’s Council of Labor Affairs reported the manufacturing sector is already experiencing a 
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building employee loyalty, we can expect that more companies will turn to alliances 

in the future. 

4.3.1.3 Public pressure for corporate social responsibility 
 

The third external factor that motivates many Western firms to consider CRM 

alliances, public pressure for socially responsible corporate behavior, seems 

comparatively weak in Taiwan.  There is little literature on corporate social 

responsibility in Taiwan, and even less about consumer pressure for firms to engage 

in socially responsible activities.  According to Chen Wen-liang, deputy secretary 

general of United Way Taiwan, “The concept of corporate social responsibility is not 

deeply ingrained in Taiwan’s enterprise because most of them are small and medium-

sized companies that have needed a lot of energy and resources just for survival” 

(“Contributing to Helping” 2004).   

While the concept of corporate social responsibility is not as widely accepted 

in Taiwan as in the West, some companies have begun publishing annual reports on 

their sustainability measures.  The national government also seems to be encouraging 

greater social responsibility, but the social responsibility movement is still in the early 

stages.  However, the public does not seem to be playing a major part in advocating 

for firms to act in socially responsible ways.   Even if there was strong desire amongst 

Taiwan citizens for socially responsible behavior, their influence on corporate 

decision making appears to be limited.  According to Susan Benton, of Deloitte & 

Touche’s Hong Kong office, in Asia in general, investors and individuals are “behind 

the times in learning how to influence [corporate] boards.”  She suggested this may be 

in part due to the fact that holdings are more consolidated and proxy voting is still not 

                                                                                                                                            
shortage, with approximately 80,000 positions unfilled. 
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easily accessible10 .  Given these conditions, public pressure for corporate social 

responsibility is not playing a major role in companies’ decisions to seek out NPO 

partners. 

4.3.1.4 External forces that play a major role in the Taiwan environment  

 
While investigating current CRM campaigns in Taiwan, several factors came 

to light that may play greater roles in motivating Taiwan companies than Western 

companies to seek out alliances.  It appears that many campaigns are only indirectly 

motivated by the three external forces outlined above -- these business pressures 

appear to help create a strong internal force for companies to seek out partnerships 

with NPOs.  That is, the senior management or owners of the company seek out a 

CRM alliance in order to fulfill a personal desire to give back to society while also 

achieving business objectives.  Professor Ping-der Huang believes that many of 

Taiwan’s business leaders today, especially those from the baby-boomer generation, 

are enjoying unprecedented levels of wealth.  In addition, they have international 

experience, good business training, traditional values, and are more comfortable with 

marketing than previous generations.  He believes they are beginning to see CRM as a 

way to use their management skills and resources to make valuable contributions to 

society while also providing returns for investors.   

Another factor in seeking out CRM alliances appears to be a company’s status 

as a multi-national corporation operating in a host country.  According to a 2004 

article in the American Chamber of Commerce’s magazine, multinational 

corporations have tended to be more involved in charitable activities in Taiwan than 

                                                 
10 These remarks were made during a session entitled “The Business Case for Socially Responsible 

Financial Investments” at the Chinese University of Hong Kong MBA CSR Conference, May 4, 2007. 
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local firms.  The magazine hypothesis the difference arises because the West has a 

long tradition of corporate philanthropy (“Contributing to Helping” 2004).  This 

hypothesis only tells part of the story.  While it is true that some local subsidiaries of 

multi-national companies participate in community activities in order to meet 

standards set by headquarters or because of decisions made by expatriate managers 

groomed in charitable giving, overseas companies are also seeking out ways to 

localize the company image.  According to Don Shapiro of the American Chamber of 

Commerce in Taiwan11, multi-nationals are often trying to develop “roots in the local 

society.” In this respect, CRM offers ideal opportunities to tie multi-national brands to 

beloved local causes, and win trust from local consumers.  The example of Starbucks 

partnering with World Vision Taiwan to support aboriginal children in need provides 

an illustration of a multi-national seeking localization through CRM. 

4.3.2 External forces – the NPO perspective 

The three external forces identified in the model as driving NPOs to engage in 

CRM appear to align with the major reasons that Taiwan’s NPOs seek out corporate 

marketing partners.  The NPOs are primarily motivated by competition within the 

sector, the need to diversify income streams, and a desire to raise public awareness.  

Each of these factors is considered in turn.   

4.3.2.1 Competitive NPO sector 

 
Taiwan’s not-for-profit sector is highly competitive, and as in West, resources 

are skewed to a small number of large organizations.  According to The Himalaya 
                                                 
11 Don Shapiro is Director of Publications, Editor-in-Chief, TOPICS magazine for the American 

Chamber of Commerce in Taipei.  During a brief phone interview he reported that while the Chamber 

has published two articles regarding corporate philanthropy in Taiwan, the group has not yet addressed 

CRM.  
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Foundation12 there are approximately 30,000 NPOs in Taiwan.  These organizations 

are supported by 5.35 million donors, who give approximately NT$42 billion each 

year according to the Executive Yuan’s Directorate General of Budget, Accounting 

and Statistics. Of that figure, 47% is given to major religious groups and 51% goes to 

the five largest social welfare groups.  Even Taiwan’s largest organizations are feeling 

pressure from competition.  Claire Yang, public relations manager of World Vision 

Taiwan, one of the largest NPOs in the country, reported that competition in the sector 

is fierce and a large number of organizations are competing for very limited resources 

(“Contributing to Helping” 2004).  In this environment, NPOs such as ORBIS Taiwan 

and the National Arts and Culture Foundation seek out CRM as a way to raise much 

needed funds from consumers and businesses. 

4.3.2.2 Diversification of income streams 

 
Diversification is another strong motivation for organizations to seek out CRM 

alliances.  According to a 2005 news article, NPOs in Taiwan are currently at a stage 

of transformation.  One of the three main issues that organizations face is innovation 

in finding income sources (“NGO workers” 2005). Adding to this pressure is the fact 

that, as in the West, the majority of charitable donations in Taiwan are given by 

individuals rather than corporations. As a result, finding ways to boost corporate 

support is a natural route to diversifying funding.  CRM offers NPOs an innovative 

way to diversify their revenue stream, while also putting their message in front of new 

                                                 
12 The Himalaya foundation provides research and development support to not-for-profit organizations 

in Taiwan. The Foundation's efforts include sponsoring academic research on the not-for-profit sector, 

conducting surveys to assess the state of Taiwan's sector, encouraging interaction among not-for-profits 

in Taiwan and abroad, publishing directories of foundations and translating important works on not-

for-profit management. 
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potential corporate and individual donors.   

CRM can also overcome the largest hurdle to gaining corporate contributions in 

Taiwan.  According to a study by Hsieh (2004), lack of human resources is the 

primary reason that the companies surveyed did not make corporate donations.  As a 

result, CRM alliances, which rely on existing marketing staff rather than community 

relations personnel or other specialized staff to screen and grant funding requests, 

may actually be an easier way for firms to donate to NPOs than traditional fundraising 

avenues.  

4.3.2.3 Creating public awareness 

 
Creating public awareness of the cause is another strong motivator for 

Taiwan’s NPOs to seek CRM alliances.  Taiwan’s NPOs are facing the same 

pressures as organizations in the West, namely, increasing competition for consumers’ 

attention and an expensive advertising environment.  For ORBIS Taiwan, raising 

awareness of their sight-saving mission amongst partners’ employees and customers 

is a key goal of every CRM campaign.  ORBIS measures campaign success on three 

factors, including financial return on investment, number of participants, and press 

coverage.  The last two measurements directly relate to public awareness, 

demonstrating the important role that awareness building plays in each of ORBIS’s 

alliances. 

4.4 Firm characteristics 

CRM alliances can be initiated by either a company or an NPO.  However, to be 

attractive to a partner and to increase the likelihood of success of the partnership, the 

business and NPO must possess certain characteristics.  These characteristics, and the 

role they play in Taiwan, are discussed below.   

 56



4.4.1 Firm characteristics – business perspective 

The model shows that the main features a business must posses in order to 

undertake CRM are a strong reputation, value-based corporate culture, sincere 

commitment to the cause, commitment from the senior management team, and an 

aptitude for building strategic alliances.  It appears that these factors are relevant to 

the Taiwan environment, and each is considered below. 

4.4.1.1 Strong reputation 

 
Firms currently engaged in CRM in Taiwan are generally well-established, 

well-respected firms, including many banks and large multinational corporations.  

This trend is not surprising given the risk a NPO takes on when partnering with a 

corporation.  As in the West, both sides strongly prefer to seek out a partner with a 

solid reputation that will enhance rather than detract from their respective brands. 

4.4.1.2 Value-based corporate culture 

 
Firms must also have a value-based corporate culture, which seems to be fairly 

common in Taiwan.  According to a 2005 survey by Global Views magazine, 68% of 

Taiwan’s public companies had made charitable contributions in the past year, and 

30% had encouraged employees to volunteer (Lin and Crowder, 2006).  This reflects 

organizational values that incorporate social responsibility and go beyond bottom-line 

decision making.  In addition, traditional Chinese culture may also lead many firms to 

adopt value-based corporate cultures.  For example, business leaders are well aware of 

the Chinese saying, “give what you get from society back into society” (Lin and 

Crowder, 2006). 
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4.4.1.3 Sincere commitment to the cause 

 
Commitment to the cause is often measured by the length of the relationship 

and the size of the financial commitment the firm makes to the NPO.  Commitment is 

important because it appears to heavily influence consumers’ perceptions of the 

alliance, either positively or negatively.  Of the examples that could be found in 

Taiwan, at least half were multi-year alliances, indicating firms’ willingness to make 

deep commitments to partners, which should result in more favorable public 

perceptions. Financial data for alliances is more difficult to gather due to lack of 

transparency, and so it is difficult to judge whether firms are making substantial 

donations.  However, this may signal that consumers in Taiwan are not yet concerned 

about transparency regarding the level of donations. 

4.4.1.4 Executive-level support for the alliance 

 
The next characteristic, support for the alliance from senior management, 

seems to be standard for Taiwan’s business and not-for-profit partnerships.  Many 

alliances stem from the personal desire of the owner or CEO to contribute to society, 

so senior management support is already guaranteed.  However, if more alliances are 

generated from the marketing department, then winning executive support will be 

crucial.  High-level support ensures that CRM receives adequate resources and is well 

integrated into the organizational culture.  In the West, integration is necessary to 

convince external stakeholders that the partnership is not predatory.  It remains to be 

seen if Taiwan consumers desire a high level of organizational commitment to a cause 

in order to have positive perceptions of a campaign.   
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4.4.1.5 Strategic alliance experience 

 
As with all of the features, aptitude for creating strategic alliances varies 

depending on the company, but as a whole Taiwan’s business community has a very 

strong history of building successful alliances.  Taiwan’s high-tech and venture 

capital firms have been especially adept at using partnerships over the years.  While 

CRM alliances with NPOs are still relatively scarce, many firms have ongoing 

philanthropic relationships with charities, which should help facilitate understanding 

between the sectors. 

4.4.2 Firm characteristics – the not-for-profit perspective  

According to the model, for CRM to be a viable option, NPOs must be able to 

work with business people, have adequate staff and resources, be credible and offer an 

attractive cause to support.  These characteristics fit well with the current examples of 

alliances in Taiwan. 

4.4.2.1 Understanding of business 

 
The NPOs involved in CRM in Taiwan tend to be larger organizations with a 

strong history of corporate support.  The need to be able to understand the business 

mindset may be a barrier for smaller, less professional organizations.  For example, 

ORBIS Taiwan has many business relationships and has learned a great deal about 

how to work successfully with corporate partners.  With their experience, ORBIS 

feels comfortable proactively seeking partners.  World Vision Taiwan, United Way 

Taiwan, Children Are Us, and CCF/Taiwan are also major organizations with strong 

histories of corporate support who have been able to branch out into CRM alliances.   
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4.4.2.2 Adequate staffing and resources 

 
Adequate staffing and resources is another feature that precludes many smaller 

organizations from considering CRM.  Of the 30,000 NPOs in Taiwan, many are 

small, local organizations without permanent staff.  As ORBIS Taiwan has learned, 

managing corporate relationships takes a great deal of time.  They have found that 

internal communication and decision making is much slower on the corporate side as 

campaigns normally require coordination amongst several corporate departments, and 

coordination can fall to the NPO to handle.  ORBIS has dedicated a full-time staff 

member to managing corporate relationships; in addition they have a full time public 

relations officer and logistics and accounting staff for support.  As in the West, NPOs 

in Taiwan without adequate resources will most likely be unable to attract a partner.  

Even if a partner can be found, the organization runs the risk of being taken advantage 

of in a situation where staff is not available to manage the NPOs interests. 

4.4.2.3 Credibility 

 
Historically, credibility has been a major stumbling block for NPOs in Taiwan, 

and across Asia in general.  In Taiwan, in response to some questionable fundraising 

surrounding the devastating earthquake of 1999 the government introduced legislation 

to tighten fundraising controls for NPOs.  The legislation lingered without passage, 

but in the meantime a group of 31 NPOs formed the Taiwan NPO Self-Regulation 

Alliance.  Within two weeks of its founding in 2005 over 60 members had joined the 

alliance to promote self-imposed higher standards of transparency and accountability.  

The group also promoted passage of the fundraising legislation, which was passed the 

following year. The alliance members believe a healthy legal and supervisory 

environment is vital to the development of Taiwan’s not-for-profit sector and to gain 
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the public’s trust (“Non-Profit Charitable Organizations” 2005).   

Despite the gains made through government regulation and self-governance by 

the sector, suspicion of NPOs in Taiwan persists.  For example, in 2005 the Children 

Are Us Foundation, a founding member of the Taiwan NPO Self Regulation Alliance, 

was wrongly accused of exploitation.  The accusations were made by Taipei City 

Government councilors through a press conference and resulted in immediate loss of 

corporate and individual donations. Accusations such as these not only highlight 

ongoing distrust, but also serve to reinforce the public’s skepticism for the role of 

NPOs.  "To a non-profit organization like us, good image and accountability are our 

core values. Once they are questioned, the very existence of the organization will fall 

apart," said the organization’s CEO, Wu Ting-fang (Yi 2005).   

Despite setbacks, it appears that in general, NPOs are gaining more credibility.  

The 2007 Edelman Trust Barometer reports that non-governmental organizations 

(NGOs) have grown in stature dramatically across Asia in recent years. The study did 

not measure Taiwan, but trust in NGOs in China has increased from 31% in 2004 to 

56% today; from 42% in 2005 to 55% in Japan; and from 39% to 46% in South Korea 

in the last year (“Edelman Trust Barometer” 2007).  In Taiwan, a survey by Nanhua 

University's Graduate School of Management of Non-profit Organizations also 

indicates that local NPOs have made progress in gaining society’s trust (“Christian 

Charity” 2005).  In the past, Taiwan citizens were hesitant to trust their donations to 

NPOs and were more likely to use private establishments.  The survey found that 69% 

of people who donated to the 2004 Tsunami relief efforts chose to donate through 

NPO, while 31% donated through the ROC government (“Christian Charity” 2005).  

These results do not seem overly encouraging from a Western perspective, but do 

reflect an improvement in public trust according the study’s authors.  
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As long as credibility concerns plague the entire not-for-profit sector, CRM 

alliances will face challenges.  However, those organizations that have strong public 

reputations, deliver measurable results and share financial information will be at an 

advantage to attract partners and consumer participation. 

4.4.2.4 Attractive cause 

 
Taiwan is similar to the West when it comes to judging the attractiveness of a 

cause to corporate partners, with one notable difference.  In Taiwan, it appears to be 

socially acceptable to support religious organizations, as demonstrated by the banks’ 

willingness to offer affinity credit cards linked to Catholic and Buddhist organizations.  

As in the West, local causes are favored in Taiwan.  ORBIS Taiwan, which works 

internationally and does not sponsor local programs, reports that the preference to 

support local or religious causes is especially strong amongst donors in Central and 

Southern Taiwan.   

An NPO’s existing brand awareness and ability to attract media attention is also 

a major factor in the attractiveness of a cause.  According to Professor Ping-der 

Huang, corporations in Taiwan take into consideration the media exposure of 

potential not-for-profit partners.  Companies prefer to spend marketing dollars to 

partner with NPOs that are already attracting a high number of media hits.  In general, 

Professor Huang believes the causes that receive the most media attention in Taiwan 

are those related to children, handicapped people and the poor. For example, the 

Taiwan Foundation for Rare Disorders is a small, niche organization, but has been 

very successful at fundraising and gaining media exposure, especially regarding 

children with rare illnesses.  As a result, the cause is seen as being very attractive to 

potential corporate partners. 
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4.5 Consumers 

The model shows that consumers are a major force in pressuring corporations to 

undertake CRM alliances, both directly and through the government.  However, since 

the customer market competitiveness of Taiwan firms is not that significant (as stated 

above) this force does not appear as significant in Taiwan as in the West.  The model 

also provides three criteria to judge how well CRM campaigns will be accepted by 

consumers - level of wealth, culture of charitable giving and level of social activism.  

Taiwan consumers are strong on the first criteria, but weak on the remaining two, 

reinforcing the widespread belief that the CRM movement is being driven by 

businesses and NPOs rather than by consumer response.  Each criterion is discussed 

below. 

4.5.1 Consumer wealth 

Acceptance of CRM requires consumers to make purchase decisions based on 

criteria other than price.   As a result, a relatively high level of wealth is needed for 

CRM to be feasible in a country.  The map in Figure 4.1 illustrates that countries 

where CRM is popular, such as Canada, the US, Australia, New Zealand and Western 

Europe all enjoy gross national incomes (GNI) per capita over $9,385.  Taiwan’s GNI 

per capita is also above this level, implying that wealth should not be a barrier to 

CRM in the country.  Table 4.1 illustrates Taiwan’s standing compared to other 

nations in terms of GNI per capita.  Ranked 30th in the world in terms of GNI, we 

would expect Taiwan to have a fairly high chance of adopting CRM, however this 

optimism is tempered by the next two criteria. 
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Figure 4.1: GNI per capita, 2003 
 

 
 
Source: The World Bank Group 

 
 
Table 4.1: GNI per capita 2005, Atlas methodology for select countries 
 

 GNI per capita (US$) Rank  GNI per capita (US$) Rank

Luxembourg  65630 1 Netherlands 36620 14 

Norway  59590 2 France  34810 17 

Switzerland  54930 3 Germany  34580 18 

Denmark  47390 4 Canada  32600 19 

Iceland  46320 5 Australia  32220 20 

United States  43740 6 Italy  30010 22 

Sweden  41060 7 New Zealand 25960 25 

Ireland  40150 8 Spain  25360 26 

Japan  38980 9 Greece  19670 27 

United Kingdom  37600 10 Taiwan* 16250 30* 

 
Source: The World Bank 

*Taiwan data was not included in the original table, but was added by the author using World Bank 

GNI data from 2005. 
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4.5.2 Culture of charitable giving 

 
Compared to the West, Taiwan does not appear to have a strong history of 

charitable giving. According to the Survey on Social Development Trends13, in 2003 

only about 38% of the sample participants donated to a charitable organization14. Four 

years earlier, charitable giving almost doubled on the island as a result of the 

devastating 1999 earthquake, but the increase has not been sustained (Wu et al., 2004).  

Table 4.2 shows the mean charitable giving amounts per household over the last 

several years, including mean donation level for urban and rural households. 

 

Table 4.2: Mean charitable giving amounts in Taiwan (NT$/per household) 
 

 Avg/household Metropolis Non-Metropolis 
1998   3,989 5,521 3,441 
1999  6,845 9,903 5,723 
2000  5,050 7,838 4,027 
2005* 5,321 5,723 3,425 

 
Source: Wu, Huang and Kao, 2004 

*2005 data was taken from the Survey on Family Income and Expenditure, available at 

http://eng.stat.gov.tw/ct.asp?xItem=3458&CtNode=1597 Value in 2005 NT$. 
 

Table 4.3 shows Taiwan’s giving levels compared to other countries around 

the world.  As of 2004, the ratio of charitable giving to gross domestic product in 

                                                 
13 Charitable giving data is difficult to access in Taiwan because income tax data is not publicly 

available. However, two other sources of data are issued by the government and can be used to at least 

partially assess giving trends in Taiwan.  The Survey on Family Income and Expenditure and the 

Survey on Social Development Trends are both conducted by the Executive Yuan’s Directorate 

General of Budget, Accounting and Statistics (DGBAS). 
14 It should be noted that official giving statistics are probably lower than actual giving levels, as there 

is a belief that many gifts are not reported.   
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Taiwan was 0.19%, considerably lower than the US figure of 1.85% (Wu et al., 2004).  

Based on giving level, Taiwan falls well below the countries in which CRM has 

gained momentum. 

Some researchers believe the relatively low levels of charitable donations can 

be explained by culture, although few studies have been conducted to asses the degree 

to which traditional Chinese cultures tend to care for strangers as opposed to family 

members and those in the immediate social network (“Christian Charity” 2005).  

Others point to the fact that Taiwan’s not-for-profit sector is still fairly new, and low 

donation levels may reflect a natural stage in the sector’s development.  Barnett Baron, 

executive vice president of the Asia Foundation and founding chairman of the Asia-

Pacific Philanthropy Consortium believes that “people in Taiwan expect the 

government to take care of things – they don’t really know why charities exist or what 

they do” (Lin and Crowder 2006).  He predicts that charitable giving will increasing 

as people “further develop the notion that they should do things for themselves, rather 

than having the government do everything – which is a step in democratic 

development” (Lin and Crowder 2006).  Whatever the cause, low participation in 

charitable giving can signal problems for organizations hoping to sway consumers 

with CRM.  If consumers are not responding to traditional calls to support NPOs, they 

are most likely not going to be heavily influenced by corporate and not-for-profit 

partnerships. 
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Table 4.3:  Charitable giving as a share of GDP by country, including gifts to 
religious worship organizations where available, circa 1995-2002 (base year varies by 
country)  
 
 Giving as share 

of GDP 
  Giving as share 

of GDP 

United States 1.85%  Slovakia 0.41% 

Israel 1.34%  Sweden* 0.40% 

Canada 1.17%  Finland 0.36% 

Argentina 1.09%  Norway 0.35% 

Spain* 0.87%  France 0.32% 

Ireland 0.85%  Colombia* 0.32% 

United Kingdom 0.84%  Brazil 0.29% 

Uganda 0.65%  Poland 0.28% 

Hungary 0.63%  Czech Republic 0.27% 

Tanzania 0.61%  Peru* 0.26% 

Kenya 0.57%  The Philippines 0.23% 

Portugal 0.53%  Pakistan 0.23% 

Australia 0.51%  Japan 0.22% 

The Netherlands 0.49%  Taiwan** 0.19% 

South Africa 0.47%  Korea, Republic of 0.18% 

Belgium 0.46%  Austria 0.17% 

 
Source: Johns Hopkins Comparative Nonprofit Sector Project. 
* Data on giving to religious worship organizations not available. 
** Data for Taiwan was not included in the original project, but was added by the author 
using data from Wu, Huang, and Kao (2004).  

 

  

4.5.3 Level of social activism 

Based on interviews, it appears there is general consensus that consumers in 

Taiwan do not have a high degree of social consciousness.  However, there are no 

studies to verify this hypothesis.  In order to judge the level of activism, we can 

consider proxy measures, such as the presence of consumer groups and the level of 
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socially responsible investing.   

There appears to be very little consumer organizing in Taiwan.  Except for 

“The Mothers Alliance,” a group organized by local housewives to increase 

awareness of the organic food movement, Professor Ping-der Huang was not able to 

point to another strong consumer group advocating social change.  Another indicator 

that consumers are not yet as socially conscious in Taiwan as in other markets is the 

lack of socially responsible investing.  There are only two socially responsible funds 

available in Taiwan at the moment15, and both invest globally rather than in Taiwan 

firms.  This implies that interest in socially responsible investing is much lower in 

Taiwan than other parts of Asia. According to Melissa Brown16, executive director of 

the Association for Sustainable and Responsible Investment in Asia, Australia leads 

the way with 100 funds, Japan has 30 to choose from and South Korea is the most 

rapidly growing SRI market in the region. 

In the interviews conducted for this research, the interviewees expressed a 

belief that Taiwan citizens currently are more concerned with local issues rather than 

global issues.  While this does not necessarily negate the use of CRM as most 

campaigns focus on local issues, it may point to a larger issue of social apathy.  More 

study is needed to assess this issue. 

In addition to the weak consumer activism discussed above, lack of consumer 

loyalty, even to NPOs, also appears to be a major challenge to CRM. The case of 

Taishin’s affinity credit card to benefit the National Arts and Culture Foundation 

                                                 
15 Allianz RCM Global Eco Trends Fund Taiwan was the first socially responsible fund available in 

Taiwan, and UBS (Lux) Equity Fund - Eco Performance B Taiwan is the second. 
16  This information was presented during a session entitled “The Business Case for Socially 

Responsible Financial Investments” at the Chinese University of Hong Kong MBA CSR Conference, 

May 4, 2007 
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highlights the issue of consumer commitment to a cause.  Introduced in 2002, the 

credit card was the first card to benefit the arts and was targeted to “art lovers.”  

Taishin bank gives the foundation 0.2% of the value of every purchase made using the 

card, and both the bank and the foundation market the card.  Initially 7,000 cards were 

issued, and by 2006, the number of cardholders had increased to 130,000.  In order to 

attract and retain card customers, the foundation negotiated with approximately 100 

arts-related organizations to offer discounts to card users.   

The arts card initially experienced sharp growth, but revenues stalled and then 

began to fall.  The foundation organized a focus group to investigate the problem and 

discovered that the overwhelming majority of card holders were motivated to use the 

arts card to receive arts-related discounts, not by the fact that the foundation would 

receive a portion of every purchase.  In fact, only one of the thirteen participants 

reported understanding that a portion of each purchase was given to the foundation.  

Usage of the card had dropped considerably because when an arts ticket outlet had 

begun offering similar discounts, many consumers had stopped using the card 

altogether.  The foundation had hoped arts lovers would make the card their primary 

credit card for all purchases, but that was not happening except in a very small 

minority of cases. Even as “art lovers” the card holders were less committed to 

supporting the cause than they were to seeking out the best deals for their art-related 

purchases. 

While the lack of consumer loyalty should be a concern for marketers 

considering cause-related campaigns, at least one affinity card has had better results 

and higher customer loyalty.  The China Trust “lotus card” to benefit the Tzu Chi 
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Foundation17 has been offered for the past 10 years, and currently has 215,000 credit 

card holders.  The bank pays 0.275% of all purchase values to the Foundation, for 

revenue to the foundation of NT$186,000,000 to-date. In this case, customers may 

have a higher connection to the cause and therefore use the card as their primary 

credit card.  While motivations of the card holders are not known, it is suspected that 

the majority use the card for altruistic purposes rather than any personal discounts or 

benefits.  

4.6 Role of government 

Governments can influence the degree to which CRM is adopted in a country by 

encouraging businesses and individuals to give back to communities through the not-

for-profit sector and setting corporate social responsibility expectations. 

Taiwan’s current president, Chen Shui-bian has advocated increased 

volunteerism during his term, even highlighting the “volunteer Taiwan” spirit during 

his inaugural speech in 2000.  There is a sense that public volunteerism has increased 

in response, but no evidence could be found.  Government support for increased 

social activism could potentially improve the environment for CRM, by creating 

greater awareness and engagement with the not-for-profit sector, but no conclusions 

can be made at this point.  

Along similar lines, Taiwan’s government has begun to address the issues of 

corporate governance and corporate social responsibility, but seems to be lagging 

behind several of its neighbors in Asia.  The Hong Kong and Korean governments are 

both actively tightening corporate governance standards, and corporate social 

responsibility conferences abound in other Asian nations. Corporate social 

                                                 
17 A Tzu Chi Foundation volunteer commissioner, Joyce Tsao, provided translation of the “lotus card” 

information from the foundation’s Chinese-language website. 
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responsibility in Taiwan is still in the early stages, and could benefit from additional 

government support and guidance. 

According to a survey of Taiwan firms by Global View Magazine, 92% of 

respondents are interested in learning more about corporate social responsibility and 

88% of companies have included CSR as a part of their long term development 

strategy. Only 21% of Taiwan companies currently have specialized CSR staff, but 

54% of companies who do not yet have specialized staff in place plan to add them in 

the future (“Corporate Social Responsibility in Taiwan” 2005).   

The growing corporate social responsibility movement could spark greater 

interest amongst businesses leaders to pursue alliances with not-for-profit partners.  

Taiwan’s government could play a facilitating role by sponsoring CSR educational 

programs, gathering best practice guidelines from existing alliances and sending 

strong signals to the corporate community about the importance of community 

involvement.  

4.7 Role of consultants and advocacy groups 

There do not appear to be any consultants or advocacy groups in Taiwan 

currently addressing the concept of CRM.  However, organizations are learning from 

each other informally.  For example, ORBIS Taiwan learned about CRM from the 

regional ORBIS headquarters office in Hong Kong, which has many successful 

corporate partnerships.  While ORBIS staff does not feel cooperation between NPOs 

is common in Taiwan, they do learn from other organizations in Asia by tracking 

trends through regional news clippings and attending regional conferences.  

In recent years, business and NPOs have formed industry groups to address 

other issues, offering a promising sign that CRM groups may emerge in the future.  

For example, Taiwan's Business Council for Sustainable Development is a business-

 71



membership group created to foster sustainable development in Taiwan.  On the not-

for-profit side, the Taiwan NPO Self-Regulation Alliance was created by member 

organizations to encourage transparency and accountability in fund raising. New 

groups may be formed, or existing groups could eventually become forums to discuss 

business and not-for-profit alliances in general and CRM specifically. 

Another promising sign is the recent creation of a social enterprise task force 

affiliated with National ChengChi University.  The task force, staffed by two former 

CEO’s, is designed to facilitate cooperation between nonprofits and businesses. This 

group could become a very powerful force in the CRM movement in Taiwan if it 

chooses to play such a role. 

4.8 Predictions for the future 

The objective of this chapter has been to analyze the relevance of the model to 

describing and analyzing the environment in Taiwan and then to use the model for 

discussing the environment’s suitability for promoting CRM alliances.  Based on the 

analysis of the various factors above, we can confirm that with a few modifications to 

the model we can use this tool to make some cautiously optimistic statements about 

the future of CRM alliances in Taiwan.   

Using the model introduced in the previous chapter, the relative strength of each 

of the key factors in Taiwan is presented in Table 4.4.  There appears to be strong 

motivations amongst firms and NPOs to undertake CRM alliances, although the 

motivations on the corporate side differ somewhat from those predicted in the model.  

For example, in general, Taiwan companies do not appear to be as motivated by the 

same external pressures commonly seen in the West, but they do appear to have other 

strong external and internal motivations.  Rather than seeing alliances as a means to 

differentiate products and create strategic advantage, it appears that many firms are 
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motivated by the altruistic desires of the owners.  The strength of this factor may be 

partially explained by the fact that most companies in Taiwan are predominantly 

family-owned.  Also, the trend, especially amongst banks, to follow competitors into 

the CRM sphere appears to be a strong external motivator.  While this type of 

bandwagon behavior may increase the number of campaigns in the short-run, without 

deep corporate and consumer support the growth in campaigns will not be sustained. 

Table 4.4: The relative strength of the various factors in the CRM alliance 
environment in Taiwan 
 
 Relevant factors in 

Taiwan 
Relative strength 

External forces – 
business 

• Customer market  
• Labor market  
• Corporate social 

responsibility (CSR) 
pressure  

• Personal desire to give 
back to society 

• Status as a multi-
national company  

• Weak 
• Moderate 
• Weak 
 
 
• Strong 
 
• Strong 
 

External forces - NPOs • Competition within 
sector 

• Diversify income 
• Public awareness 

• Strong 
 
• Strong 
• Strong 

Firm characteristics – 
business 

• CEO commitment 
• Sincerity 
• Good reputation 
• Value-based culture 
• Strategic alliance 

experience 

• Strong 
• Strong 
• Strong 
• Strong 
• Strong 

Firm characteristics - 
NPOs 

• Understand/respect 
business 

• Adequate staff & 
resources 

• Attractive cause 
• Credibility 

• Moderate 
 
• Moderate 
 
• Strong 
• Moderate/weak 

Consumers • Wealth 
• Charitable giving 
• Social activism 

• Strong 
• Weak 
• Weak 

Facilitators  • Government 
• Consultants/advocates 

• Weak 
• Weak 
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Consumers offer the largest hurdle to CRM alliances in Taiwan at the moment.  

While consumers have adequate wealth to respond to marketing campaigns, the 

motivation to respond appears to be lacking.  Consumers have not been strong 

supporters of NPOs in the past, and consumer activism appears low compared to 

countries where alliances have been successful.  There is a general sense that the role 

of NPOs may not yet be well understood or supported by Taiwan’s general population.  

However, there are signs that the not-for-profit sector is gaining credibility and that 

social issues are becoming more important to consumers.  If this trend accelerates, 

then CRM has a good chance of taking hold in Taiwan and alliances between 

businesses and NOPs should become more popular in achieving these goals.  

However, if consumers continue to play a weak role in the CRM model, then alliances 

will not be seen as valuable to either partner and the current movement will become a 

short-term fad. 

There is a huge knowledge void that needs to be filled in order to facilitate 

CRM alliances in Taiwan.  This need could be fulfilled by a combination of industry 

groups, consultants, and educational programs.  Taiwan’s government could play a 

vital role by encouraging companies to engage in the community, and supporting 

educational programs to facilitate learning on both the corporate and not-for-profit 

side.  Public awareness campaigns regarding the important role of the not-for-profit 

sector may also help to educate local consumers and encourage greater support for the 

sector. 
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