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m Abstract =

Because consumers tend to have negative opinion about a company that neglects social issues like poverty or pollution
while it focuses on its own profit, a lot of companies have invested their resources in Corporate Social Responsibility(CSR).
CSR has merits of image improving and profit gaining, on the other hand, it has also many shortcomings. First, the cost
of CSR may become a heavy financial burden. Specifically, CSR tends to be implemented by a company’s unilateral backup,
and then this may impose a heavy burden on the company. Second, one cannot expect effects of CSR in a short-term.
Because of these shortcomings, the unilateral CSR has gone into alteration of the type of CSR since 1980's. Instead of
unilaterality, Cause-Related Marketing(CRM) began to be used for mutual profits among company, consumers, and society.
That is, CRM has become to be spotlighted as a new type of CSR. It focuses on partnership between a company and
consumers based on cause and mutual profit pursuing through this partnership. So, many contemporary companies prefer
CRM activities that derive their positive corporate image, that increase their sales, and that reduce their financial cost.

The IBM Matching Grants Program, which is the largest of the IBM-Employee partnership programs, is a typical CRM.
This program enables employees and retirees to increase the value of their donations to educational institutions, hospitals,
hospices, nursing homes, and cultural & environmental organizations with a matching gift from IBM. Hundreds of educational
institutions and thousands of nonprofit organizations have benefited from the contributions by IBM.

There might be various types of matching grants. For example, an employee might choose a lump-sum expense or
partitioning a lump-sum into a series of small ongoing expenses for his (or her) donation, and a firm might match the employ—
ee’s total contribution with a lump-sum expense or might match the employee’s total contribution with a series of small
ongoing expenses. However, it is not easy to find an academic research on which type of matching grant is preferred by
employees. This paper shows that an employee prefers the type of matching grants that consists of a lump-sum expense
for his (or her) contribution and a series of small ongoing expenses for a firm's contribution [or the type of matching grants
that consists of a series of small ongoing expenses for an employee’s contribution and a lump-sum expense for a firm's
contribution] to the other types of matching grants.

Keyword : Matching Grants, Lump-sum Expenses, Partitioning, Cause-Related Marketing
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