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Abstract

Cause-related Marketing means the cooperation between enterprises and non-profit 

organizations. Enterprises can improve the image and increase the sales volume by this. 

Non-profit organizations can get resource that is needed and promote the popularity of the 

organization. This research is based on 300 large foundations in Taiwan as the sample. It uses 

the method of the questionnaire.We hope to understand the difference on motivation and 

assessment between different non-profit organizations. And we want to understand the 

difference of the effect caused by Cause-related Marketing. 

The result of this research shows that the most of non-profit organization which have 

carried out Cause-related Marketing express positive attitudes to it. There are three factors for 

motivation raise resources, manpower demand and personal relationship. The emphasis of 

estimation is corporate image, cooperative content, organization mission and corporate 

infrastructure. It has positive influence on the popularity of the non-profit organization and 

increasing of resources after cooperating with enterprise. As to different characteristics, the 

local foundation which is not located in northern Taiwan usually work through its members' 

introduction to cooperate with enterprise. Funding is the major motivation for local 

foundation. And the social welfare foundations put more emphasis on the cooperated 

enterprise image . And they want to get more volunteer or manpower with Cause-related 

Marketing. The non-profit organization with website pays more attention to cooperated 

partner than that without website, does. 

Keywords: Cause-related Marketing CRM Non-profit organization NPO




