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CRM as an Outreach and Communication Strategy with
Graduates of the Master’s Degree in Marketing Management

Jose Sanchez-Gutierrez, CUCEA, University of Guadalajara, Mexico

Elsa Georgina Gonzalez-Uribe, CUCEA, University of Guadalajara, Mexico
Karla Paola Ramirez-Delgadillo, CUCEA, University of Guadalajara, Mexico
Tania Elena Gonzalez-Alvarado, CUCEA, University of Guadalajara, Mexico

EXECUTIVE SUMMARZY

This research aims to propose a strategic Customer Relationship Management (CRM) model as a key element for outreach
and communication, in order to create relevant benefits and improve the decision making process as well as strengthen,
enhance, and manage relationships with graduates of the Master’s Degree in Marketing Management. A strategic CRM
model will be the means through which, regardless of the type of technology employed, it will be possible to establish close
relationships with the graduates and remain informed of their current situation. This research was carried out by correlation
variables using the statistical tool of multivariate analysis by means of the SPSS (Statistics Product and Service Solutions.)
The research concludes with the proposal of a strategic CRM model.

Keywords: Strategic model, technology, decision making, contact management.

INTRODUCTION

The Master’s Degree in Marketing Management was founded in 2000 and was established with the main objective of
preparing highly qualified marketing professionals. The Master’s Degree has been recognized by the CONACYT’s National
Program of Quality Postgraduate Degrees since 2008 and has a professionalizing focus. One of the main remarks made by
CONACYT in 2012 expressed that there needed to be a follow-up program for the Master’s Degree graduates. Currently,
such a program does not exist in a fully developed or suitable form independently of new technologies, such as those used for
social networking. A strategic model of Customer Relationship Management is needed to develop close relationships with
customers —in this case, the graduates of the Master’s Degree in Marketing Management of the University Center of
Economical and Administrative Sciences of the University of Guadalajara.

Maroofi, Aliabadi, Fakhri, and Hadikolivand (2013) state that due to changes and innovation in technology, CRM has
evolved in such way that it must be considered a strategy to keep a long-term relationship with customers. CRM
acknowledges that each one of the customers is a person with needs, aspirations, and wishes of their own. Thinking of
graduates as customers, the Master’s Degree in Marketing Management will start treating them as they would want to be
treated, not just as another graduate. This will be particularly useful for keeping in touch even if graduates move far away.

LITERATURE REVIEW

Customer Relationship Management (CRM)

CRM began to gain prominence in the 1990s and the early years of the 2000s. It was initially focused on commercialization,
however, it is a broad term. Zablah, Bellenger and Johnston (2004) have identified up to 45 definitions for CRM due to the
wide range of CRM facets, such as process, strategy, technological tool, ability or even philosophy (Ahearne, Rapp,
Mariadoss, & Ganesan, 2012). Some authors like Rigby and Bilodeau (2009) have observed the results of some reports in
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which CRM was the most widely used tool (not strategy) in 2008. Therefore, even today, many researchers see CRM as a
technological application only. Public institutions face greater risks than private companies when implementing CRM, since
they have limited resources and are financed by requesting federal subsidies (Lawson-Body, Willoughby, Mukankusi, &
Logossah, 2011).

According to Kale (2004), as cited by Mukerjee and Singh (2009), CRM researchshows that 60% to 80% of CRM projects
end in failure. Nevertheless, Mukerjee and Singh (2009) also state that, despite failure, CRM is used to keeping existing
customers and increasing the quantity of customers, therefore becoming an influence in the development of new products and
services.

CRM is defined as a strategic approach that enables organizations to use internal resources (i.e., Technology, people, and
processes) to manage relationships with customers for the whole of their life cycles in order to create a competitive advantage
and improve an organization's performance. (Mohammed & Rashid, 2012). For Darvish, Katashzadeh, and Ahmadnia,
(2012), CRM is defined as a customer focused management strategy, with the objective of establishing long-term
relationships with profitable customers, by using an exhaustive knowledge of the customer. CRM is not a product or a service
but a business strategy designed to optimize profitability, income, and customer satisfaction. It is an integrated business
strategy that places the customer at the center of entrepreneurial awareness (Kavitha & Palanivelu, 2012).

New CRM concept

The new emerging point of view on CRM establishes a more collaborative approach and a network focused on customer
relationship management. Tags such as “Social CRM” or “CRM 2.0” have been used to describe this new way of developing
and keeping relationships with the customers in the current business and information technology landscape (Trainor, 2012).

Dimensions and levels of CRM

According to Mohammed and Rashid (2012), CRM consists of four overall behavioral dimensions. These behavioral
dimensions are: customer orientation, CRM organizations, knowledge management, and technology based CRM. Authors say
that it is essential that all of these dimensions are systematically working within an organization in order to guarantee its best
performance. The applications of CRM systems can be categorized in two levels: Operational or Analytic, as suggested by
Razvan (2010), cited by Foss, Stone, and Ekinci (2008).

Operational CRM aims to reduce operating costs while enabling these functional areas to provide a higher level
of value to customers. The operational part of the system includes CRM software, as well as all of the information

technology applications that are in charge of the integration between databases and communication channels (Lorenzon &
Pilotti, 2008.)

On the other hand, Foss, Stone, and Ekinci (2008) state that Analytical CRM concerns the technologies that aggregate
customer information and provide analysis of the customer data to improve managerial decision-making and actions. They
also state that Analytical CRM is based on technologies such as data warehousing and data mining. Ideally, the customer
database should be accessible from all relevant departmerits, such as sales, customer service, and marketing,

Benefits of CRM
Richard, Thirkell, and Huff, (2007) regard the benefits of CRM when properly implemented, which include a focus on
profitable customers, the integration of every channel, the improvement of customer service, the efficiency and effectiveness
of the sales force, the coordination of individualized marketing messages, motivation that is greater every time for

employees, improving the decision-making process, as well as the customization of products and services.

Customer satisfaction

For Athanassopoulos and Iliakopoulos (2003), customer service has been a core topic for entrepreneurial decision-making
around the world for the last 20 years. Dissatisfied customers are more prone to deserting from commercial relationships and
from relationships with potential customers as a result of negative word-to-mouth.
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Quality of service

Quality of service was one of the most critical topics regarding maintenance of a sustainable relationship with customers,
according to Arup and Bivraj (2012), as a consequence of its impact on customer satisfaction, customer retention, cost
reduction, profitability, and in the overall sustainable entrepreneurial performance (Parida & Baksi, 2013).

Loyalty and customer retention

Customer loyalty is also taken into account, as a result of affective commitment, as asserted by Richard, Thirkell, and Huff
(2007). Lee and Cunningham (2001) believe that customer loyalty is the customer’s intention to frequently return to the
company that provides existing services based on the customer’s previous experiences and their future expectations.

According to Syeda (2012), customer retention is imminently important for the success of the organization, given that the
cost of acquiring new customers is greater than holding onto old customers. It is highlighted as well that it is obvious that the
most profitable customers of any organization represent close to 30% of the company’s profitability.

Implementation of CRM

The implementation of CRM is a difficult and complex initiative that demands the participants’ full commitment and support.
Its true essence is centered around the initial and clear definition of business strategies, objectives, and priorities, as well as
the selection of adequate technologies to accomplish the goals and adapt to the organizational culture that CRM entails. Some
of the difficulties of CRM implementation are the inability to generate a profitable growth and, in some cases, even hurting
the relationships established with existing customers (Reinartz, Krafft, & Hoyer, 2004).

CRM and Information Technology (IT)

For Wang, Dugan, and Sojka (2013), a CRM system is defined by bringing together the potential of relationship marketing
strategies and IT to create profitable, long-term relationships with customers and other key stakeholders. However, for Saini,
Grewal, and Johnson (2010), simply purchasing and adopting CRM technology does not guarantee better marketing
performance. Additionally, social networking has become deeply important and is generally used by young people on a daily
basis — not only to connect with others, but also to professionally collaborate with a CRM system (Wang, Dugan, & Sojka,
2013).

CRM and Higher Education

Lavanya (2011) mentions that education institutions around the world are undergoing radical changes in how they operate
and interact with their “customers” (i.e., students, faculty members, and staff members) by resorting to technology — such as
CRM technology — in which the focus is on process automation and improvement are focused, although the important aspect
is the personnel who serve each one of them, providing customer service and managerial support, both academically and
administratively.

Competitiveness

Competitiveness is a way of measuring economy in comparison to others; it is like a race where it is important to know how
well one is doing in comparison to others. In other words, competitiveness is the capacity to attract and maintain both talent
and investment, which is what the Mexican Institute of Competitiveness mentions on its webpage (IMCO, 2015.) In the case
of education, IMCO proposes public policies such as competing for talent with a flexible university system and other subjects
online — which are referenced, among others, to competitiveness indicators (IMCO, 2015.)

Marketing
The term Marketing has changed with time. For the American Marketing Association (2014), it is defined as the activity, set

of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for
customers, clients, partners, and society at large.
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Relationship Marketing

CRM is closely related to relationship marketing. Bennett (1996) defines relationship Marketing as the organizational
development and maintenance of mutually rewarding relationships with customers achieved via the total integration of
information and quality management systems, service support, business strategy, and organizational mission in order to
delight the customer and secure a profitable lasting business.

For Alavi, Ahuja, and Medury (2011), in academic communities the terms “relationship marketing” and CRM are used
interchangeably. The heart of commercialization is relationships, and the establishment of long-term relationships must be

the objective of the marketing practice.

METHODOLOGY

Taking into consideration the contributions of the analyzed concepts, the construct of this research is shown in figure 1.

FIGURE 1: THEORETICAL CONSTRUCT
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HYPOTHESIS

e HI.CRM’s implementation increases the level of satisfaction of Master’s Degree graduates.
e H2. CRM’s implementation improves the graduate follow up system.

ANALYSIS OF RESULTS

159 graduates of the Master’s Degree in Marketing Management program were surveyed; 90 were women and 69 were men.
Most of them (116) live in the state of Jalisco. According to the Cronbach’s alpha test, the result was 88%, meaning that both
the survey and the sample are highly representative and reliable. KMO and Barley’s Sphericity test showed a good
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correlation with 0.764 or 76.4%, which is higher than normal. The significance level obtained was 0.000, i.e., the research is
99% reliable; the freedom degrees, 1770, are excellent for working with the research.

When performing an analysis of the correlation of the dimensions of the independent variable, the dimension that stood out
the most in the ANOVA, with a score 0.863, was the Evaluation of Satisfaction of the Administration. It shows that attention
and service from the Master’s Degree are significant. However, with regard to this correlation of dimensions, hypothesis 1 -
on graduate satisfaction — is rejected, since the significance level does not tend to be 0. Also, hypothesis 2 is rejected, thus
meaning that it is necessary to first emphasize student satisfaction while they are still students actively studying at the
institution, and then as graduates. After this point, when following up on their situation, the strategic CRM model proposed in
this research will be applicable.

CONCLUSIONS AND LIMITATIONS

The results of the research show that implementing CRM at this point is not the solution for the problems presented by the
Master’s Degree in Marketing Management. First of all, constant evaluation is required for the Master’s Degree program;
professors and students need to be assessed constantly so that, in the medium-term process, the proposed can be
implemented.

Before CRM is implemented, it is important to assess satisfaction levels to know which areas have been improved and to
carry out corrective measures in the proper way.

FIGURE 2: PROPOSAL OF CRM STRATEGIC MODEL
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The model in Figure 2 is based both on the theoretical framework of the research and on the results obtained from the survey
answered by the graduates of the Master’s Degree in Marketing Management.

It is important to mention that CRM has become an evolution and integration of marketing ideas with the help of technology.
That does not make it a paradigm shift, but it is a way of organization that improves entrepreneurial results.

The coordination of the MMM could implement the aforementioned strategic model, with the objective of performing an
optimal follow up process of the graduates and keeping the recognition it has at a local, national, and international level.
Some important progress achieved thanks to this research include having contacted graduates from the first classes of the
program. This aims to establish fidelity relationships, creating personalized service in which effective, assertive, and timely
communication is found.

Even though the hypotheses that were proposed at the beginning of the research were rejected, it is possible to implement the
strategic model, since it is based on the constant assessment that will be performed by students, professors, and staff members
to achieve better service and recognition as a quality program by a prestigious institution.
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