2021 2022

CRM

A Study of Negative Consumer Reaction and its Mitigation on CRM

Ota, Masaya

700,000

CRM
CRM CRM

CRM

CRM
SDGs CRM

This study examined how the impact of CRM (Cause-Related Marketing) varies
depending on the country of the donation recipient, targeting Japanese individuals. The choice based
analysis was conducted using conjoint analysis. The results of the analysis confirmed that if a
country perceived to be psychologically distant from Japan is set as the target of CRM donations,
the effect on individual product selection of CRM alone would be negative. However, it was also
confirmed that if such a country is perceived to be psychologically close, there is a possibility of
a positive effect.



CRM

SDGs

( ) NGO
CRM
Bing
2011

(Ota, et al.2020; Ota, et al.2019)

CRM (
)
(Charities Aid
Foundation, 2018)
CRM (CRM
)
(@) CRM
(b) (a)
(©)
(a)
1 (Bray et al.,
2011 ) CRM CRM
(Barone et al.,
2000 ) 278 CRM
( ) ( )
( ) ( )
CRM
(-106.7 ) CRM
(-46.3 )
CRM
(a)
(20 )
CRM
( b ¢
( )
( ) (
) ( )
(Erlandsson, et al., 2015) CRM
(b) (c)
(a),(b).(c)
Questant 20 60 2204
534

125 150 ) CRM(

) (100



8 2 100
3 8
8 (CRM )
CRM (
CRMx ) CRM
CRM CRMx -0.78(p<.01)
(-12.87 ) CRMx
-0.19 (-5.09 )
CRMx -0.69(p<.01)
( -12.73 )
3 CRMx
( a)
CRM
CRM -0.76( -19.69 ,p<.01)
(CRMx ) 0.52( 13.56 ,p<.01)
CRM 0.17( 323 )
(CRMx ) 0.52( 954 )
(p<.01) CRM 2.34( 38.52
,p<.01)
CRM
CRM

Barone, M.J., Miyazaki, A.D. and K.A. Taylor. 2000. The Influence of Cause-Related
Marketing on Consumer Choice: Does One Good Turn Deserve Another? Journal of the
Academy of Marketing Science. 28(2): 248-262.

Bray, J., Johns, N. and D. Kilburn. 2011. An Exploratory Study into the Factors Impeding
Ethical Consumption. Journal of Business Ethics. 98: 597-608.

Charities Aid Foundation. 2018. CAF World Giving Index 2018: A global view of giving trends,
Accessed 19 Mar 2020, https://www.cafonline.org/docs/default-source/about-us-
publications/caf_ wgi2018 report_webnopw_2379a 261018.pdf.

Erlandsson, A., Bjérklund, G. and P. Backstrom. 2015. Emotional reactions, perceived impact
and perceived responsibility mediate the identifiable victim effect, proportion dominance
effect and in-group effect respectively,” Organizational Behavior and Human Decision
Processes, vol.127, pp.1-14.

Ota, M., T. lijima, and Sakata, Y. 2020. Effect of Appeal of Social Products on Product Choice:
Evidence from Japan. Journal of International Consumer Marketing. 1-12.
doi: 10.1080/08961530.2020.1795042

Ota, M., Y. Sakata, and T. lijima. 2019. Fair trade information eliminates the positive brand
effect: Product choice behavior in Japan. Asian Journal of Sustainability and Social
Responsibility 4 (1):1-14. doi: 10.1186/s41180-019-0026-6.






