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donating a penny every time a card member does the transaction to the project this form of marketing later termed as 
Cause-related Marketing(CrM) caught the attention of all. 

Since then, CrM has been getting both academic as well professional attentions. Also as there is increased 
consumer awareness and possible sensitivity towards the social issues the CrM become an important marketing tool 

Keywords:

INTRODUCTION

of ideas since then concept of marketing in 

academic and practitioner circles. Marketing 
campaigns and promotions associated with a 

Corporate social initiatives are major 

social causes and to accomplish their promises 

fundamental understanding of what potential 
partners to such an exchange might be looking 

and it is our heritage. Proofs of it can be found in 

trust brand and companies that are associated 

that results in permanent and social change like 

The concept of CrM becomes familiar when 

usage of its master card with renovation of 

card. This leads to increase in their card usage 
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as a national consumer movement that allows 
consumers to participate and support education 

the sale of its domestic products.

consumers and stakeholders are looking towards 

future growth of CrM in India.

CrM can be described as “a method of 
formulating and implementing promoting 

to a chosen cause once consumers have 
interaction in revenue-providing exchanges 

campaigns as the marketing campaigns “in which 

of revenues to a selected cause depending upon 
the revenue occurring throughout the declared 

but this also extends to consumers and other 

connection between the purchase of products 

the cause of children’s education in partnership 

and indirect path to express their commitment 

This can done through supporting cause 

and the consumers. 

With increase in demand for social services 
and to provide better social welfare activities 
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from the well established communication and 
distribution networks of their alliance partner. 

positive feelings towards NPOs that partner with 

this. These can be increasing sales, improved 

smooth market penetration and large numbers 
of companies are using CrM programs to 

whenever available (Cone Communications, 

CrM programs gets it enhances brand purchase 

contribute to social causes without incurring 

CrM campaigns which are associated with causes 

gives them personal satisfaction and help them 

The various stakeholders of CrM programs 
can face certain risks while being the part of it.

;

The biggest risks for the cause is that 

have to depend upon corporate funds, wastage 
of resources if alliance fails to meet the objective 
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consistent with the initial support of consumers 

involve consumer post-purchase participation 
like returning the label or giving a call or visiting 

amount, process of supporting the cause and the 

CONCLUSION

The present literature review presents the 

domain of CrM. The material included in review 
focused on following areas of CrM 

1. Concept of CrM and the evolving attitudes 
towards the practice.

partnered.

It has been found that CrM programs has 
been a part of the strategic marketing plans and 

mature markets. In developing countries 
like India also more and more companies are 
associating their promotion activities with social 

based on the belief that consumer will purchase 
from companies who are associated with a good 

behavior and philanthropic intentions while 

of cause branding and increased contribution. 

The researches in CrM has so far focused on 
consumer purchase intention as an important 

measuring performance of CrM program like 

associated with participating in CrM programs 

and risk for consumers after participating in 

transparent programs and with increase use of 

found out that CrM is under research in Indian 
context. This seems to be more of a concern in 

REFERENCES

Cause related marketing: Who cares 
wins. Oxford: Butterworth-Heinemann.

corporate partner. Harvard Business Review, 74

consumer choice: does one good turn deserve 
another?. Journal of the academy of marketing 
Science, 

overview. International journal of Advertising, 
20



Amity Management Review  Copyright 2016 by ABS,
2016, Vol. 5, No. 2 Amity University Rajasthan (ISSN: 2230-7230)

2015 Cone 
communications millennial CSR study

campaign. 
Voluntary Sector Marketing, 

power and action for cause-related marketing: 

Baltic Journal of Management, 

Brandweek, 
40 

Journal of Business 
Ethics, 17

Fund Raising Management, 20

future research directions. 
Public Sector Marketing, 15

ethical consumption: Cause-related marketing in 
Geoforum,

approach to planned social change. Journal of 
Marketing, , 3-12.

Corporate social 
responsibility: Doing the most good for your company 
and your cause

impacting responses to cause-related marketing 

Journal of Business 
Research, 

India’s 
B2C study on consumer attitudes to CSR

in/en/?p=1322.

Journal of 
Business Strategy, 20

responsible? The impact of corporate social 
Journal of 

Consumer affairs, 

Nihar naturals chotte kadam 
- Pragati ki aur.
http://www.chottekadam.com/initiative.php. 

Consumers’ responses to cause related marketing: 

skepticism on attitude and purchase intention. 

Marketing, 

Journal of Macromarketing, 21
8-22.

PGIndia.com social 
responsibility programs in India: Team building, 
employee engagement

programs-in-india.shtml. 

cause-related marketing. Journal of the Academy of 
Marketing science, 20

considerations for the effectiveness of cause 
related marketing. The Journal of Applied Business 
Research, 7

Past, current, and future trends. Journal of Business 
& Economics Research, 11

marketing: The growth of a discipline?. Journal of 
, 9

big potential. Public Relations Journal, 45

The Effects of Cause-related 
Marketing on Customers’ Attitudes and Buying 
Behavior. Wiesbaden: Gabler Verlag.

Journal of Consumer Research, 24



Amity Management Review  Copyright 2016 by ABS,
2016, Vol. 5, No. 2 Amity University Rajasthan (ISSN: 2230-7230)

Stories via @tatacompanies. 

The Journal of 
Marketing, 52

Corporate Reputation 
Review, 19

Journal of Public 
Policy & Marketing, 17


