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PERFORMANCE EVALUATION AND BARRIERS OF CRM PRACTICES IN HIGHER EDUCATION 
 

DR. NARINDER TANWAR 

ASST. PROFESSOR 

B S ANANGPURIA INSTITUTE OF TECHNOLOGY AND MANAGEMENT 

FARIDABAD 

 

ABSTRACT 
In today’s scenario, most of the higher educational institutions want to compete with others. To compete with other institutions, some institutions are getting 

autonomous status, some of them are trying to get ISO certification, others are looking for accreditation status, deemed university status, and some others are 

tied-up with multinational companies and so on. The institutions, which are not ready to compete, will surely become as “Void and Vanish”. It is essential that 

academic institutions have to concentrate about some strategies, techniques, or methods by which they can become “Brand”. One such strategy which the higher 

educational institutes can follow is customer relationship management (CRM). At present academic institutions are eager to maintain a long-term relationship 

with the students rather than a relation which is related only to their course duration. Customer relationship management is all about satisfying and retaining the 

customer by providing the perquisites he/she desires for. Academic institutions are themselves not different from any other organizations. Whether they are 

government owned or self-financed private institutions; almost all educational institutions focus on not only to impart state-of-the-art education to their 

students, but also have to maintain relations with their working staff, administrators, companies, vendors and with their primary customers - students. CRM plays 

an increasingly important role in maintaining such relationships in these organizations. In the light of various benefits which CRM offers, the author has made an 

effort to evaluate the performance of CRM programme along with the barriers faced in the implementation process. 

 

KEYWORDS 
Benefits, Barriers, Customer, Higher education, Relationship.   

 

INTRODUCTION – CRM 
ustomer Relationship Management is a comprehensive strategy and process of acquiring, retaining, and partnering with selective customers to create 

superior value for the company and the customer. It involves the integration of marketing, sales, customer service, and the supply-chain functions of the 

organization to achieve greater efficiencies and effectiveness in delivering customer value. Dwyer, Schurr, and Oh (1987) have characterized such 

cooperative relationships as being interdependent and long-term orientated rather than being concerned with short-term discrete transactions. The long-term 

orientation is often emphasized because it is believed that marketing actors will not engage in opportunistic behavior if they have a long-term orientation and 

that such relationships will be anchored in mutual gains and cooperation (Ganesan, 1994). Another important facet of CRM is “customer selectivity.” As several 

research studies have shown, not all customers are equally profitable for an individual company (Storbacka, 2000). The company therefore must be selective in 

tailoring its program and marketing efforts by segmenting and selecting appropriate customers for individual marketing programs. In some cases, the 

“outsourcing of some customers” could be called for so that a company allocates its resources to those customers it can serve the best in order to create mutual 

value. However, the objective of a company is not really to prune its customer base but to identify the programs and methods that would be the most profitable 

as it creates value for the firm and the customer.  

As is implicit in the above definition, the purpose of CRM is to improve marketing productivity. Marketing productivity is achieved by increasing marketing 

efficiency and by enhancing marketing effectiveness (Sheth & Sisodia, 1995). In CRM, marketing efficiency is achieved because cooperative and collaborative 

processes help in reducing transaction costs and overall development costs for the company. Two important processes of CRM include proactive customer 

business development and building partnering relationships with the most important customers. These lead to superior mutual value creation. The core theme 

of all CRM and relationship marketing perspectives is its focus on a cooperative and collaborative relationship between the firm and its customers, and/or other 

marketing actors. 

 

CRM AND HIGHER EDUCATION  
In today's competitive academic environment where students have many options available to them, factors that enable educational institutions to attract and 

retain students should be seriously studied. Higher education institutions, which what to gain competitive edge in the future, may need to begin searching for 

effective and creative ways to attract, retain and foster stronger relationships with students. As a private organization, it has to depend on the interaction and 

mechanism of the market. As a result, competition to woo as many students as possible or so-called "potential customer" may become more and more intense. 

To make the matter harder, as a private institution, it does not have the "privilege" to receive any subsidies or financial assistances form the government (Teo, 

2001). An expectation that cannot be fulfilled on the institutions is the key factors for student's withdrawal (Alridge & Rowley, 2001). According to the study by 

Kanji, Abdul Malek and Wallace (1999) do give some insights on the real situation of the Higher Education Institutions. Most institutions do give a great deal of 

importance to meet customers' expectations which is similar to business organizations, but thy still lack customer awareness among the staff and it has become 

a common drawback for many institutions.  

Higher education is far enough behind the commercial sector to gain from the CRM and assume customer-centric approaches (Teo, 2001). Teaching 

departments and offices work as separate entities in many colleges and universities today. Faced with divisional boundaries, it is often very difficult for these 

different institutional functions to focus on their customers in a coordinated fashion. By providing a common platform for customer communication and 

interaction, customer relationship management practices are designed to increase the effectiveness of staff members who interact with customers or prospects. 

CRM approaches are going to drive the growth of new types of resources and services. Within the higher education enterprises, much of this is focused in the 

students’ area and having an impact on students as well as on the administrative staff and management, companies, the faculty, media, and the institution as a 

whole. A look at each of these areas (Kotler, Fox, 1995): 

STUDENTS – Today’s system has little to offer students, particularly the new breed of technology-savvy students who want more of their involvement in the 

learning environment. Today’s students demand a higher level of access to information about their options, their performance, and their future. They also 

demand the technology resources be an integral part of their learning experience. The standard for access to faculty and student services will change as students 

come to expect virtual access to faculty and student services resources. The old ways of interacting with students will become untenable – like expecting them 

to line up for hours when instead they can choose an institution that can meet their needs on their own terms, on their schedule, with virtual support system. 

COMPANIES – Companies come to educational institutions for recruiting their students in campus selection procedures. They are so amongst the most 

important clients of such education organizations. Keeping continuous and direct contacts with these companies will enable institutes to maintain good and 

healthy relationships and improve contacts and service to them.  

ADMINISTRATORS – A customer relationship management business strategy for a college or university administrative system would also introduce a true self-

service system that empowers the administrative team to rethink the investment to administrative resources in institutional services. 

C
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FACULTY MEMBERS – Today’s system provides little value for faculty members. In the new learning environment, faculty and student services are closely linked, 

dynamically sharing resources and strategies to enable student learning. Imagine a process whereby a faculty member can make immediate student referrals to 

key support programs on campus-even when working at home. 

INSTITUTION – Customer relationship management delivers a new conceptual and structural framework for directing institutional activities to attract and retain 

its various customers. Most import is the ability of a truly robust set of institutional processes and tools to bring the entire institution together around its people.  

MEDIA – Academic institutions are many times interested in advertising, publicizing, promoting, and marketing for them. In doing this they are required to 

maintain and be in contact with various media based service providers who help them for this purpose. CRM plays an important role in maintaining and making 

new such productive, profitable, rewarding, and fruitful relationships which benefit these organizations on short and long runs both.  

 

OBJECTIVES OF THE STUDY 
The objectives of the study are to evaluate the performance of various customer relationship management strategies currently being practiced by different 

higher educational institutes and to find out the various obstacles in the way of implementing CRM strategies successfully in the field of higher education.  

 

RESEARCH METHODOLOGY 

The research design of the study is exploratory cum descriptive. The research is exploratory due to the fact that the field of higher education has not been 

deeply touched by the earlier researcher. Therefore, in this case, extensive preliminary work needs to be done to gain familiarity with the phenomena in the 

situation to understand what is occurring, before developing a model and setting up a rigorous design for comprehensive investigation. The study is descriptive 

because the area of research that has been chosen by the researcher explains the attributes, which are associated with customer relationship management 

implication in the management education sector in India. The research is a two-tier study and seeks to explore the responses from director/administrator, who 

manages the various resources and activities within the institute and students, who avail education service form the management institutes. To fulfill the 

objective of the study two sets of questionnaires were prepared one for students and another one for directors/administrators. The questionnaires related to 

students (N=400) and director/administrators (N=40) were put forwarded to respondents of different higher educational institutes and observations are 

presented in the form of tables. The research has been carried out in the NCR region comprising the state of Haryana, UP, & Delhi as NCR has emerged as a 

prominent center higher education. Further, to solve the purpose of the study both descriptive as well as inferential statistical techniques were applied. In the 

descriptive, Means and Standard Deviation were calculated and to test the significance level of the difference between Means of the criterion variables Mann-

Whitney Test and Karl Pearson’s Coefficient of Correlation (r) were applied.  

 

RESULTS OF SURVEY 
The benefits of customer relationship management strategies are abounding. CRM practices allow institutes not only to retain students, but enables more 

effective marketing, creates intelligent opportunities and opens up possibility of rapid introduction of new courses. To be able to deliver these benefits, 

institutes must be able to customize their offerings, deliver the service as promised and demanded by customer (students) base. Keeping the students satisfied is 

obviously one way of ensuring that they will stay with the institute. However, by maintaining an overall relationship with students, institutes are able to unlock 

potential of their customer base and maximize contribution to their business. Integration of customer relationship management practices in higher education 

offer many benefits. In the questionnaire respondents were asked to indicate their opinions about various benefits sought after the successful implementation 

of customer relationship management practices and the results are presented in the form of Tables. 

DIRECTOR’S/ADMINISTRATOR’S PERCEPTION ABOUT VARIOUS CRM BENEFITS 

From  the Table 1.1, it is evident that CRM practices make students more familiar to technological tools used in management institutes (Mean = 4.42, Std. Dev. = 

0.5), helps in improving business intelligence to identify and target the students in a better way (Mean = 4.33, Std. Dev. = 0.806), up gradation of skills among 

students (Mean = 4.31, Std. Dev. = 0.648), increase the loyalty level among students (Mean = 4.27, Std. Dev. = 0.75), it helps in developing skills level of faculty 

members in an institute and students are benefited by the same faculty members (Mean = 4.26, Std. Dev. = 0.757), improve services and support level for 

students in the institute (Mean = 4.25, Std. Dev. = 0.776), it helps in increasing the response rate among students about faculty members and institute  (Mean = 

4.25, Std. Dev. = 0.98), customer relationship management practices make institute environment such that there is a focus on students on one-to-one basis 

(Mean = 4.22, Std. Dev. = 1.29), it can help in improving  relationships with alumni (Mean = 4.22, Std. Dev. = 0.846), integrates the management of people and 

processes for the better functioning within the institute (Mean = 4.13, Std. Dev. = 0.607), helps in maximizing the life time value of the students  (Mean = 4.12, 

Std. Dev. = 1.343), helps in making the performance appraisal system better and more transparent (Mean = 4.09, Std. Dev. = 0.987), helps in evaluating the 

profitability of a students in terms of his/her stay with the institute as a students and then as a alumni (Mean = 4.05, Std. Dev. = 1.131), improve service without 

having any increase in the administrative costs as customer retention is cheaper than customer acquisition (Mean = 4.00, Std. Dev. = 0.751), greater efficiency at 

work place (Mean = 3.95, Std. Dev. = 0.845), enhances students’ total experience and retention with the institute (Mean = 3.95, Std. Dev. = 0.932), relationship 

management practices helps in identifying different customer/student segments (Mean = 3.95, Std. Dev. = 1.218), and CRM practices always ensure a better 

students satisfaction  in the campus (Mean = 3.77, Std. Dev. = 1.349).   

 

TABLE 1.1: DIRECTOR’S/ADMINISTRATOR’S PERCEPTION ABOUT VARIOUS CRM BENEFITS (Number of Respondents = 40) 

S. No. Variables  Mean Scores Standard Deviation 

1 Improve business intelligence   4.33 0.806 

2 Helps in differentiating customer segments   3.95 1.218 

3 Evaluate customer profitability 4.05 1.131 

4 Maximize life time value of students    4.12 1.343 

5 Focus on one to one marketing  4.22 1.29 

6 Ensure better students' satisfaction  3.77 1.349 

7 Integrates the mgt. of people and processes  4.13 0.607 

8 Improve customer (students’) service and support 4.25 0.776 

9 Greater efficiency at work place 3.95 0.845 

10 Improve service without increasing cost  4 0.751 

11 Increased response rate among students 4.25 0.98 

12 Up gradation of students' skills 4.31 0.648 

13 Skills development of faculty to benefit students 4.26 0.757 

14 Makes students familiar with technological tools 4.42 0.5 

15 Helpful  in improving relationships with alumni  4.21 0.846 

16 Improves the loyalty level among students 4.27 0.75 

17 Enhances students' experience & retention  3.95 0.932 

18 Effective performance appraisal system 4.09 0.987 

Source: Computed on the basis of Field Data 
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Results of the survey also indicated that the in cases of some of the variables standard deviation values are very consistent such as, make the students familiar 

with the technological tools (0.5), integrates the management of people and processes (0.607),  up gradation of students skills (0.648), improvement the loyalty 

level among the students (0.75), improved service quality without increasing cost (0.751), skills development of faculty to benefit students (0.757), improve 

students’ service and support (0.776), helps in improving business intelligence to identify and target students (0.806), greater efficiency at work place  (0.845), 

improves relationships with the alumni (0.846),  enhances students’ total experience and retention  (0.932), making the performance appraisal system more 

effective  (0.987). It shows that the respondents are very much positive about the various benefits of relationship management practices in an institute. Where 

as in case of ensure better students’ satisfaction (1.349), helps in maximizing the life time value of the students (1.343), focus on one-to-one marketing (1.29), 

helps in differentiating the various customer/student segment (1.218), helps in evaluating customer/students’ profitability (1.131), the respondents have high 

divergence of opinions regarding these benefits of customer relationship management practices in an institute 

Among respondents (N=40)  majority are in an agreement that it improves business intelligence and marketing decision making capabilities along with 

differentiating students segments on the basis of their requirements. Now institutes are more able to identify ways to attract students such as, infrastructure, 

skills level of faculty, courses offered, facilities offered, technological resources, etc. Nearly 3/4 respondents stated that relationship management practices have 

helped management institutes in evaluating life-time value and profitability of students. CRM technology allows in assessing students lifetime value based on 

past transactional data. Marketing campaigns are designed accordingly to attract students with similar needs and characteristics. The value proposition enables 

an institute to calculate net present value of profits, the business will realize on a customer over a given period of time. It has helped in assessing the profitability 

of relationships with students. About 4/5
th

 of the respondents are in agreement that now management institutes are focusing on interacting with students on 

one-to-one basis so that they feel more satisfied and thus helping institutes in marinating and developing relationships with them. Institutes understand the 

requirements of its present and future students and engage in a carefully tailored one to one dialog with students and then customize communications and 

make offers according to student’s preferences. Majority of respondents are in agreement that resources within management institutes are working to achieve 

common objectives. Therefore, relationship management strategies integrate the management of resources and thus improve students’ services within 

management institutes. Nearly 85% of the respondents are in agreement that relationship management practices have increased efficiency at work place. This is 

due to the reason that now everybody is having assigned responsibilities and clear about what he/she is expected to do.  Moreover required resources are 

provided to staff member to perform the job in prescribed way. Majority of the respondents stated that CRM practices have helped in improving customer 

(students) services without increasing cost. Institutes are aware that acquiring new students is a costly effort than retaining existing ones and if an institute is 

able to maintain its relationships with exiting students then, acquiring new students proved to be an easy and less costly effort. About 4/5 respondents have 

stated that CRM helped in increasing response rate among students and knowing their requirements. The services offered to students are now based on 

selected criteria. This results into up-gradation of students’ conceptual, practical and behavioral skills. Furthermore, communications are tailored to individual’s 

preferences and therefore, response rate is much higher than conventional campaigns. Introduction of relationship management practices within the institute 

helped in the career development of faculty members also. Management institutes are very well known to the fact that qualified and skilled faculty is the most 

valuable sources in establishing and developing relationships with students. As discussed earlier in the implementation of relationship management practices 

technological tools play an important role which makes the staff and students more familiar to these resources. 3/4 respondents have accepted the importance 

of strategic alliance with alumni. But during survey it has been observed that students are not satisfied with the management institutes about placement 

activities which prove that there is an immense need to focus on such activities which can help in developing relationships with the alumni and thus helping in 

better satisfaction among the students. During the survey it was noticed that majority of respondents are in agreement that relationship management practices 

improved loyalty level among students and staff and as a result established as a leading edge competitor. Respondents have said that such practices enhance 

employees’ total experience and retention statistics. Employees’ retention is one of the critical factors in the success of any organization as a retained employee 

understands the objectives of organization as well as the requirement of its customers and thus, helps in better implementation of such practices which satisfy 

customers, make them loyal to organization. About 3/4
th

 respondents have mentioned that implementation of CRM practices have helped in enhancing the 

effectiveness of performance appraisal system in management institutes. This is due to the reason that students are involved in performance appraisal in 

concerned with activities such as, review of faculty performance, introduction of new courses, and overall institute’s performance. Feedback and suggestions 

given by students are incorporated in the developing the further performance appraisal strategies. From the survey, it is evident that customer relationship 

management practices are very much beneficial for higher education. 

STUDENT’S PERCEPTION ABOUT VARIOUS CRM BENEFITS 

The responses of students about the various benefits of customer relationship management practices were also collected by the researcher so that differences 

and similarities between the responses of two respondents (director/administrator and students) can be identified. The students were asked to indicate their 

opinion about the various benefits on the same parameters on which the responses of directors/administrators have been collected and result of the survey are 

presented in Table 1.2. 

TABLE 1.2: DIRECTOR’S/ADMINISTRATOR’S PERCEPTION ABOUT VARIOUS CRM BENEFITS (Number of Respondents = 400) 

S. No. Variables  Mean Scores Standard Deviation 

1 Improve business intelligence   4.28 0.798 

2 Helps in differentiating customer segments   3.76 1.056 

3 Evaluate customer profitability 3.87 1.089 

4 Maximize life time value of students    4.01 1.297 

5 Focus on one to one marketing  4.14 1.285 

6 Ensure better students' satisfaction  3.83 1.361 

7 Integrates the management of people  and processes  3.55 0.599 

8 Improve customer (students’) service and support 4.27 0.801 

9 Greater efficiency at work place 3.71 0.787 

10 Improve service without increasing cost  3.30 1.012 

11 Increased response rate among students 4.31 1.025 

12 Up gradation of students' skills 4.33 0.591 

13 Skills development of faculty to benefit students 4.29 0.733 

14 Makes students familiar with technological tools 4.39 0.483 

15 Helpful  in improving relationships with alumni  4.11 0.906 

16 Improves the loyalty level among students 4.22 0.670 

17 Enhances students' experience and retention  3.80 1.041 

18 Effective performance appraisal system 3.99 1.027 

Source: Computed on the basis of Field Data 

From  the Table, it is evident that customer relationship management practices make students more familiar to technological tools used in management 

institutes (Mean = 4.39, Std. Dev. = 0.483), up gradation of skills among students (Mean = 4.33, Std. Dev. = 0.591), it helps in increasing the response rate among 

students about faculty members and institute  (Mean = 4.31, Std. Dev. = 1.025), it helps in developing skills level of faculty members in an institute and students 

are benefited by the same faculty members (Mean = 4.29, Std. Dev. = 0.733), helps in improving business intelligence to identify and target the students in a 

better way (Mean = 4.28, Std. Dev. = 0.798), improve services and support level for students in the institute (Mean = 4.27, Std. Dev. = 0.801), increase the loyalty 
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level among students (Mean = 4.22, Std. Dev. = 0.670), customer relationship management practices make institute environment such that there is a focus on 

students on one-to-one basis (Mean = 4.14, Std. Dev. = 1.285), it can help in improving  relationships with alumni (Mean = 4.11, Std. Dev. = 0.906), helps in 

making the performance appraisal system better and more transparent (Mean = 4.09, Std. Dev. = 0.987), helps in maximizing the life time value of the students  

(Mean = 4.01, Std. Dev. = 1.297), helps in evaluating the profitability of a students in terms of his/her stay with the institute as a students and then as a alumni 

(Mean = 3.99, Std. Dev. = 1.027), customer relationship management practices always ensure a better students satisfaction  in the campus (Mean = 3.83, Std. 

Dev. = 1.361), enhances students’ total experience and retention with the institute (Mean = 3.80, Std. Dev. = 1.041), CRM practices helps in identifying different 

customer/student segments (Mean = 3.76, Std. Dev. = 1.056), greater efficiency at work place (Mean = 3.71, Std. Dev. = 0.787), integrates the management of 

people and processes for the better functioning within the institute (Mean = 3.55, Std. Dev. = 0.599), and improve service without having any increase in the 

administrative costs as customer retention is cheaper than customer acquisition (Mean = 3.30, Std. Dev. = 1.012).  

Results of the survey also indicated that the in cases of some of the variables standard deviation values are very consistent such as, make the students familiar 

with the technological tools (0.483), up gradation of students skills (0.591), integrates the management of people and processes (0.599), improvement the 

loyalty level among the students (0.670), skills development of faculty to benefit students (0.733), greater efficiency at work place  (0.787), helps in improving 

business intelligence to identify and target students (0.798), improve students’ service and support (0.801), improves relationships with the alumni (0.906). It 

shows that the respondents are very much positive about the various benefits of relationship management practices in an institute. Where as in case of ensure 

better students’ satisfaction (1.361), helps in maximizing the life time value of the students (1.297), focus on one-to-one marketing (1.285), helps in evaluating 

customer/students’ profitability (1.089), helps in differentiating the various customer/student segment (1.056), enhances students’ total experience and 

retention  (1.041), making the performance appraisal system more effective  (1.027), and improved service quality without increasing cost (1.012), the 

respondents have high divergence of opinions regarding these benefits of customer relationship management practices in an institute 

To ascertain level of difference among the responses of respondents (Director/Administrator and Students) Mann-Whitney Test was conducted. High value 

(Mann-Whitney Test Value closer to 1.000) indicates that there is not any significant difference between the opinions of both of the respondents (Students and 

Directors/Administrators) while less value indicates (Mann-Whitney Test Value closer to 0.000) that there is a significant difference between the opinions of 

respondents (Table 1.3). 

TABLE 1.3: RELATIONSHIP AMONG THE RESPONSES OF RESPONDENTS ABOUT VARIOUS CRM BENEFITS 

S. No. Variables  Mean Scores (N=400) Mean Scores (N=40)  Mann Whitney Test Value 

1 Improve business intelligence   4.28 4.33 0.471** 

2 Helps in differentiating customer segments   3.76 3.95 0.082* 

3 Evaluate customer profitability 3.87 4.05 0.412** 

4 Maximize life time value of students    4.01 4.12 0.524** 

5 Focus on one to one marketing  4.14 4.22 0.507** 

6 Ensure better students' satisfaction  3.83 3.77 0.331** 

7 Integrates the management of people  and processes  3.55 4.13 0.075* 

8 Improve customer (students’) service and support 4.27 4.25 0.629**  

9 Greater efficiency at work place 3.71 3.95 0.396** 

10 Improve service without increasing cost  3.30 4 0.088* 

11 Increased response rate among students 4.31 4.25 0.541** 

12 Up gradation of students' skills 4.33 4.31 0.760** 

13 Skills development of faculty to benefit students 4.29 4.26 0.684** 

14 Makes students familiar with technological tools 4.39 4.42 0.749** 

15 Helpful  in improving relationships with alumni  4.11 4.21 0.405** 

16 Improves the loyalty level among students 4.22 4.27 0.568** 

17 Enhances students' experience and retention  3.80 3.95 0.347** 

18 Effective performance appraisal system 3.99 4.09 0.391** 

Source: Computed on the basis of Field Data 

Note: *, ** indicate Mann-Whitney Test value is significant at 5% and 1% levels respectively. 

The student’s response (Mean 3.30) in case of improve service without increasing cost is less than the mean value (Mean 4) of directors which indicates that 

there is a significant difference in the opinion and the same is supported by Mann-Whitney Test Value (0.088). In response to help in differentiating customer 

segments (0.082), and integrate the management of people and processes within the management institutes (0.075), the responses of both of the respondents 

is different in case of these mentioned variables and it is well justified by Mann-Whitney Test Value. Responses of respondents in regard to other benefits of 

customer relationships management are very similar such as, up-gradation of students skill (0.760), make students more familiar with technological tools 

(0.749), skills development of faculty to benefit students (0.684), improve student service and support (0.629), improve loyalty level among students (0.568), 

increase response rate among students (0.541), etc., the responses of both of the respondents are similar.  

BARRIERS OF CUSTOMER RELATIONSHIP MANAGEMENT IN HIGHER EDUCATION 

Successful implementation of relationship management practices in management institutes entails certain barriers and an effective management of barriers 

would result in successful adoption and implementation of relationship management practices. The researcher has found that as the relationship management 

practices has benefited management institutes in many way but there are certain barriers also. Such barriers have been identified by researcher and presented 

before respondents (N=40) to know their opinions. The survey results of key barriers in the implementation of relationship management practices are presented 

in the Table 1.4. 

 

TABLE 1.4: BARRIERS IN THE WAY OF SUCCCESSFUL IMPLEMENTATION OF CRM PRACTICES IN HIGHER EDUCATION (Number of Respondents = 40) 

S. No. Variables  Mean Scores  Standard Deviation 

1 Lack of commitment from top level management 3.15 1.685 

2 Non-cooperation from the staff 2.77 1.522 

3 Insufficient budget 2.63 1.643 

4 Lack of infrastructural requirements 2.95 1.601 

5 Lack of skills level 2.91 1.542 

6 Resistance to change by staff and students 3.25 1.372 

7 Inadequate strategic planning 3.08 1.362 

8 Lack of integrated communication system  2.87 1.417 

9 Lack of proper training & support 3.42 1.465 

10 Inadequate knowledge of students' requirements 3.01 1.502 

Source: Computed on the basis of Field Data 

It may be noted that among different barriers, lack of proper support from top management to implement relationship management practices successfully 

(Mean = 3.42, Std. Dev. = 1.465), resistance to change by staff and students (Mean = 3.25, Std. Dev. = 1.372), lack of commitment from the top level 
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management (Mean = 3.15, Std. Dev. = 1.685), inadequate strategic planning (Mean = 3.08, Std. Dev. = 1.362), and inadequate knowledge of students’ 

requirements (Mean = 3.01, Std. Dev. = 1.502),  have emerged as the major barriers. Further, lack of infrastructural requirements (Mean = 2.95, Std. Dev. = 

1.601), lack of skills at different levels (Mean = 2.91, Std. Dev. = 1.542), lack of integrated communication system within the institute (Mean = 2.87, Std. Dev. = 

1.417), non-cooperation from the staff (Mean = 2.77, Std. Dev. = 1.522), and insufficient budget (Mean = 2.63, Std. Dev. = 1.643), are also the barriers worth 

taking note of. Standard deviation values of some of some of barriers such as, lack of commitment from the top management (1.685), insufficient budget 

(1.643), lack of infrastructural requirements (1.601), lack of skills at different levels (1.542), non-cooperation from the staff (1.522), inadequate knowledge of 

students’ requirements (1.502), and lack of proper training and support from the top level management (1.467), indicate that there is divergence of opinion 

among the respondents. 

As far as lack of commitment from top management is concerned 47% respondents stated that it is a barrier in the way of implementing relationship 

management practices successfully while the rest of respondents were not having same opinion or a different one. Researcher has observed that in some 

management institutes in-spite of knowing the benefits of relationship management practices top management does not provide proper support which is 

needed for successful implementation. Nearly 3/4 respondents are in disagreement that there is non-cooperation from the staff in the way of implementation 

process. As the staff members are very well known that these practices also helping them in their career development as well. In case of lack of financial 

resources only 1/3
rd

 of the respondents are in agreement that management lacks financial resources while the rest of the respondents were having a different 

opinion. In survey, researcher has noticed that majority of respondents agreed that management is having sufficient financial resources but lacked motivation to 

invest in required areas. Nearly 42% respondents are in agreement that institutes lack infrastructural requirements such as, building, labs, workshops, library, 

etc., which are priorities for students while seeking admission in an institute while other respondents were in the opinion that management institutes are having 

sufficient infrastructural facilitates. During research, it has been noticed that in many institutes have made sufficient investments as far as infrastructural 

requirements are concerned as the institutes know that the way education is expanding infrastructure is one the basic requirements which is strongly 

considered by students and their parents during the admission time.  Among respondents 3/5 are in disagreement that there is a lack of skills level in 

management institutes as far as faculty/staff is considered. During the survey, it was found that institutes know the importance of having qualified and 

experienced faculty/staff as this is most important factor which contributes in the way of maintaining relationships with students. In case of incorporating 

technological tools in education programs 55% of the respondents stated that there is a resistance from staff and students. Researcher has observed that 

initially, faculty members resist delivering lectures though LCD projector and interacting with students through e-mail. In the same way students also have 

shown some resistance such as, lack of initiative in case of presentations, submission of assignment through mail or visiting industries to make interaction with 

alumni. Nearly half of the respondents have mentioned that management institutes are having resources but there an inadequate strategic planning to use 

these resources. In some institutes, researcher has observed that there are sufficient books in library as far as the numbers are concerned but there is lack of 

sufficient title. In some cases, it has been identified that management institutes are having sufficient classrooms but there is no planning to arrange a space for 

group discussion or conducting seminars for students. About 65% respondents are in agreement that there is lack of proper training and support for the staff. 

There are some areas such as, interacting with  students during admission time, solving problems of students, using technological tools, etc., where training 

should  be provided for successful outcome. Nearly 1/2 respondents have stated that student’s requirements have not been identified properly by management 

institutes and rest of the respondents were not having same opinion. For the success of any organization identifying the customer’s requirements is the most 

important steps. And during research, researcher has noticed that while in some institutes this job has been done properly but in some others there is an 

immense need to do it properly.      

In the study, at attempt has also been made to gain insight into the major obstacles in the way of successful implementation of customer relationship 

management practices in management institutes. To identify the relationship among the means values of the key barriers and average of barriers in the way of 

successful implementation of customer relationship management practices coefficient of correlation has been calculated. High value of ‘r’ (Towards +1.0) 

indicates barriers with high significant level and less value of ‘r’ (Towards 0.0) indicates barriers with less significant level in the way of successful 

implementation of customer relationship management strategies and the results are presented in Table 1.5. 

 

TABLE 1.5: RELATIONSHIP BETWEEN KEY BARRIERS AND AVERAGE OF BARRIERS IN SUCCESSFUL IMPLEMENTATION OF CRM PRACTICES IN HIGHER EDUCTION  

       (Number of Respondents = 40) 

S. No. Variables  Mean Scores Standard Deviation r value 

1 Lack of commitment from top level management 3.15 1.685 0.942** 

2 Non-cooperation from the staff  2.77 1.522 0.817* 

3 Insufficient budget 2.63 1.643 0.823* 

4 Resistance to change by staff and students 3.25 1.372 0.971** 

5 Lack of proper training and support 3.42 1.465 0.937** 

6 Inadequate knowledge of student’s requirement 3.01 1.502 0.982** 

Notes: r-value indicates value of Karl Pearson’s Coefficient of Correlation. 

*, ** indicate Correlation is significant at 5% and 1% levels respectively. 

Source: Computed on the basis of Field Data 

The test results in the table indicate that among the different barriers which come in the way of successful implementation of customer relationship 

management strategies, lack of proper training for the staff (r = 0.937), resistance to change by staff and students (r = 0.971), lack of commitment from the top 

level management (r = 0.942), Inadequate knowledge of students’ requirements (r = 0.982), non-cooperation from the staff (r = 817), and insufficient budget as a 

barrier (r = 0.823), have been identified as key barriers and the same is support by the correlation results also as the values indicate significant and positive 

correlations.  

 

CONCLUSION 
In the research paper, an attempt has been made to evaluate the performance of customer relationship management practices used by the higher educational 

institutes. Institutions get various benefits by the use of customer relationship management strategies such as, improve business intelligence, maximize life time 

value of students, focus on one to one marketing, integrate management of people and processes, improve customer (students’) service and support, increased 

response rate among students, skills development among faculty to benefit students, makes students familiar with technological tools, helpful in Improving 

relationships with the alumni, improves the loyalty level among students, and effective performance appraisal system etc. An attempt has also been made to 

identify some of the obstacles which come in the way of successful implementation of customer relationship management practices in management institutes 

such as, lack of commitment from top level management, non-cooperation from the staff, resistance to change by staff and students, lack of proper training, and 

inadequate knowledge of students' requirements. Furthermore, it is highly important to understand that implementation of customer relationship management 

practices do not enable a quick win. It is a long-term approach that has to be adopted at a strategic level. Whilst the value of customer relationship management 

has been identified by management institutes, they are yet to look at the bigger picture and understand all of associated benefits that would enable their 

business strategies to be successful. Those responsible for delivery are perhaps the most informed about these strategic benefits yet the transformation is long-

drawn-out process. 
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