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Abstract

Abstract

Cause-Related Marketing(CRM) is defined by Varadarajan and Menon(1988) as:”
the process of formulating and implementing marketing activities that are characterized
by an offer from the firm to contribute a specified amount to a designated cause when
customers engage in revenue exchanges that satisfy organizational and individual
objectives . This definition is widely accepted.

1981 American Express Company firstly carried out CRM. From then on, CRM is
more and more popular abroad. Many enterprises abroad look it as one managing
strategy. In China, Nongfu Spring and Merchant Bank etc. had ever carried out CRM.
Many studies find that the customers’ sense and attitude is a crucial factor to carry out
CRM successfully. This paper will do a deep research to this issue based on summing
up former resourceful productions.

This paper first reviews systematically the research on CRM, then analyzes the
relevant theories for customers’sense and attitude toward CRM and introduces
chi-square statistic X* It also carries out international comparison for customers’sense
and attitude toward CRM.

In empirical test part, this paper raises 4 hypotheses according to relevant theories.
They are:H1 Compared with non-buyer, CRM buyers have more positive attitude
toward CRM; Compared with male, female have more positive attitude toward
CRM;H3 compared with low salary, high salary have more positive attitude toward
CRM;H4 Compared with non-students, students have more positive attitude toward
CRM. The relevant analysis for above hypotheses through questionnaire and hi-square
statistic X finds that hypotheses H1&H2&H3 are true to some degree and hypotheses
H4 is not true. Meanwhile the data indicates that generally Chinese consumers have
positive attitude toward CRM. In the end, the paper introduces the current situation of
CRM in China and makes some policy suggestions for maxmizing Chinese CRM profit

and points out the directions of further study.



Abstract

Generally, this paper is to make an empirical analysis and international
comparisons of Chinese CRM with aspect of consumers’ sense and attitude which
provides a frame of reference and some practical value for carrying out CRM project in

China.

Key Words. Cause-related Marketing; Maxmize the Profit; International

Comparison.
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