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Customer Relationship Management via Social Media

for the Higher Education Institutions
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Abstract

The fast development in internet technology promotes the Customer Relationship Management (CRM)
by using the Social Media in the higher education institutions for improving the interaction with the
students who are customers. The long-term relationship in the higher education institutions can be
maintained as the business environment at present has the strong point in the strategic competence. The
application of two-way communication technology can offer the conversation individually with each
customer instead of meeting between the sale persons and customers. This helps building the close
relationship between the organization and the customers or building the close relationship among
the customers until being the online community. This is not different from friends. The result is that
the relationship with customers and the satisfaction of customers can be created. This will be

the advantages in the sustainable academic competition.
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