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Abstract : Typically the Cause-Related Marketing (CRM) is effective for promoting products, and is also accepted as a role of
communication tool for creating a positive image of the corporate. Today, companies are taking Corporate Social Responsibility
(CSR) as core activities to build a goal of sustainable development. CRM is not a synonym of CSR. Actually, CRM is a part of
CSR, or a type of marketing strategy in CSR framework. This article focuses on the relationship between CSR and CRM, and
how the CRM improves the CSR performance of the corporate. The research was conducted through review of literature on the
subject area.
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