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Education-Customer Relationship Management (Edu-CRM) with ICT

Pinanta Chatwattana

Abstract

In a highly competitive business and information technology is used as a tool to help organizations
management that help to maintain and occupy more market share as a business or education. IT has become
an essential element of firm capability and a source of sustainable competitive advantage and as well as help
staff learning and response to quickly environment. To achieve this goal, organizations need a right mix
of innovation information technology, effective business processes, better data management and new
workforce initiatives. This article presents the integrated of information technology with Education-
Customer Relationship Management that uses process of Education CRM. CRM has been viewed as
business strategy that enables seamless integrate of every area of business that touches the customer through
integrate management of people, process, and technology. In the latter, eCRM and mCRM encompass all
the process needed to acquire, build and maintain customer relationship through  e-business operations.
Results are sustainable competitive advantages, improved customer relationship and build long term

customer satisfaction.

Keywords : Information Technology, Education-Customer Relationship Management
(Edu-CRM), Process of Education-Customer Relationship Management,

electronic CRM (eCRM), mobile CRM (mCRM)
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