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ABSTRACT

In the evolving landscape of education, optimizing linguistic outcomes through Customer Relationship 
Management (CRM) has emerged as a strategic approach to enhancing student engagement and institutional 
performance. This study investigates the role of Educational Customer Relationship Management (EdCRM) in 
supporting language learning within higher education institutions (HEIs) in the Republic of Indonesia. Conducted in 
2024, the research draws insights from a Structural Equation Modeling (SEM) framework to examine how institutional 
capability (IC), student orientation (SO), digital technology (DT), and facilitating conditions (FC) contribute to EdCRM 
success. Additionally, the study evaluates the impact of FC and EdCRM success on institutional performance (IP) in the 
context of language education. A validated survey instrument adapted from existing literature was employed, and data 
were collected through a stratified random sampling method from 537 respondents, comprising students and faculty 
members. Descriptive statistics indicated that 58% of respondents were female, with an average age of 21.6 years. Data 
analysis was performed using Partial Least Squares Structural Equation Modeling (PLS-SEM). The findings reveal that 
IC, SO, and DT significantly enhance EdCRM success, while FC does not have a direct predictive effect. Nevertheless, 
both FC and EdCRM success positively influence institutional performance. Based on these insights, the study provides 
practical recommendations for strengthening EdCRM implementation to support language learning and optimize 
institutional outcomes in higher education.
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1.	 Introduction
The rapid evolution of digital technologies has funda-

mentally transformed the landscape of higher education, 
influencing the ways institutions interact with and support 
their students. Among the various technological innova-
tions adopted by Higher Education Institutions (HEIs), 
Customer Relationship Management (CRM) systems have 
emerged as powerful tools not only for streamlining ad-
ministrative processes but also for enriching student en-
gagement and academic performance. Initially introduced 
in the 1990s to help businesses manage customer interac-
tions, CRM systems have since evolved and found signif-
icant applications in educational settings. Known as Edu-
cational Customer Relationship Management (EdCRM), 
this specialized adaptation of CRM technologies offers 
HEIs a strategic mechanism to foster more personalized, 
data-driven approaches to teaching and learning.	

As globalization and technological advancements re-
shape language education, HEIs face increasing challeng-
es, including shifts in student demographics, the rise of 
e-learning, and growing financial pressures [1]. These fac-
tors are particularly pronounced in developing countries, 
where economic constraints and limited educational re-
sources affect the quality of language instruction [2]. Within 
this context, EdCRM presents a promising avenue for im-
proving student engagement, personalized learning expe-
riences, and overall institutional performance. By integrat-
ing data-driven strategies, HEIs can track student progress, 
tailor language learning programs, and foster meaningful 
interactions that support linguistic development.

In the realm of language education, the implementa-
tion of EdCRM is particularly relevant. As globalization 
accelerates and technology reshapes educational delivery 
models, language learning faces unique challenges. These 
include increasingly diverse student demographics, the 
proliferation of e-learning platforms, and heightened com-
petition for institutional funding. These pressures are even 
more pronounced in developing countries, where financial 
constraints and limited access to advanced educational 
resources often undermine the quality of instruction and 
student outcomes. In such contexts, EdCRM can play a 
crucial role by enabling institutions to better understand 
student needs, monitor academic progress, and design tai-
lored language programs that respond to individual learn-

ing preferences.
EdCRM systems support a more holistic understand-

ing of the student journey. By collecting and analyzing 
data from multiple touchpoints such as admissions, atten-
dance, assessments, and student feedback — institutions 
can deliver more customized learning experiences. This is 
particularly beneficial in language education, where learn-
er motivation, engagement, and personalized feedback 
significantly influence linguistic development. Through 
intelligent data analytics and digital tools, EdCRM allows 
educators to identify areas where students are struggling, 
adjust instruction methods accordingly, and create opportu-
nities for more meaningful interactions. These capabilities 
not only enhance linguistic proficiency but also improve 
overall institutional performance.

Despite its potential, the application of EdCRM in 
language education remains underexplored, especially in 
the context of developing countries. Much of the existing 
literature focuses on CRM’s administrative benefits, with 
limited empirical research examining its direct impact on 
linguistic learning outcomes. This study seeks to address 
this gap by investigating the key factors that contribute to 
EdCRM success in language education and how these, in 
turn, influence institutional performance.

The research is guided by two central questions:
Do institutional capability (IC), student orientation 

(SO), digital technology (DT), and facilitating conditions 
(FC) significantly predict EdCRM success in language ed-
ucation?

Do facilitating conditions (FC) and EdCRM success 
significantly influence institutional performance (IP) in lin-
guistic learning?

To answer these questions, the study adopts a Struc-
tural Equation Modeling (SEM) approach, enabling the 
exploration of complex relationships among multiple vari-
ables. Institutional capability refers to the readiness and 
resources of an HEI to implement and sustain EdCRM 
technologies. Student orientation reflects the institution’s 
commitment to understanding and addressing student 
needs. Digital technology captures the availability and ef-
fective use of modern tools to support CRM initiatives, 
while facilitating conditions represent the institutional and 
infrastructural support necessary for successful implemen-
tation.

By analyzing these variables and their impact on Ed-
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CRM effectiveness and institutional performance, this 
study contributes to the broader academic discourse on the 
strategic use of CRM in education. It offers empirical evi-
dence and actionable insights that HEIs — especially those 
in resource-constrained environments—can use to enhance 
their language education programs. Ultimately, the find-
ings are expected to guide institutional leaders, policymak-
ers, and educators in leveraging EdCRM not just as a tech-
nological solution, but as a transformative framework for 
optimizing linguistic outcomes and elevating the quality of 
higher education.

2.	 Literature Review 

2.1.	Customer Relationship Management 
(CRM) in Education

Customer Relationship Management (CRM) has 
evolved from a business-centric concept focused on cus-
tomer satisfaction and loyalty to a strategic tool within 
education, particularly in enhancing linguistic outcomes. 
Recent studies have emphasized that CRM systems fa-
cilitate personalized and responsive services, fostering 
long-term relationships between institutions and students 
[3]. The transition of CRM from simple record-keeping 
mechanisms to sophisticated, data-driven systems reflects 
its growing significance in managing student engagement 
and optimizing educational experiences [3,4]. In the digital 
era, CRM allows educational institutions to systematically 
track student progress, provide individualized support, and 
improve learning experiences, including language acquisi-
tion [5,6]. Higher Education Institutions (HEIs) increasingly 
acknowledge CRM’s potential in enhancing student re-
tention and academic performance, especially in language 
education [7–9]. The integration of Educational Customer 
Relationship Management (EdCRM) enables personal-
ized learning pathways, adaptive feedback systems, and 
sustained student engagement [10]. Technological advance-
ments have allowed HEIs to adopt data-driven strategies 
that enhance linguistic outcomes through targeted interven-
tions and proactive support mechanisms [11,12]. By aligning 
CRM strategies with language education, institutions can 
foster interactive, student-centered learning environments, 
thereby improving both academic success and institutional 
performance [13]. The effectiveness of EdCRM implemen-

tation in HEIs hinges not only on administrative efficiency 
but also on meaningful engagement throughout the student 
journey, from enrollment to graduation [14]. EdCRM sys-
tems facilitate effective communication, monitor student 
progress in language acquisition, and deliver personalized 
educational experiences, ultimately supporting institutional 
success [15,16].

2.2.	Research Hypotheses and Model

Building upon insights from contemporary CRM 
studies [1,3,8], this research proposes a model exploring the 
factors influencing EdCRM success in language educa-
tion and its impact on institutional performance (IP). It 
hypothesizes that Institutional Capability (IC), Student 
Orientation (SO), Digital Technology (DT), and Facilitat-
ing Conditions (FC) are critical determinants of EdCRM 
effectiveness in optimizing linguistic outcomes. Further-
more, the study examines how FC and EdCRM success 
collectively influence IP, particularly within the domain 
of language education [17–19]. Institutional Capability (IC) 
refers to the educational institution’s unique resources, 
skills, and operational competencies critical for delivering 
high-quality language education [20]. IC encompasses pro-
cedural knowledge, teaching expertise, and digital infra-
structure, all contributing to enhanced student outcomes [21]. 
Effective EdCRM implementation relies heavily on robust 
institutional capabilities to ensure efficient delivery, active 
student engagement, and improved retention rates [22]. Stu-
dent Orientation (SO) reflects an institution’s prioritization 
of student needs and its commitment to fostering long-
term academic relationships [23]. Within the context of lan-
guage learning, SO ensures that instructional strategies are 
customized to suit individual learning styles and linguistic 
backgrounds [23]. The integration of CRM systems into lan-
guage education strengthens student motivation, engage-
ment, and personalized learning experiences, ultimately 
leading to improved linguistic outcomes [8]. Advances in 
Digital Technology (DT) have fundamentally transformed 
language education, introducing tools for immersive, in-
teractive learning experiences [24]. DT plays a pivotal role 
in CRM success by facilitating personalized instruction, 
AI-driven tutoring, and real-time tracking of student prog-
ress [11]. EdCRM systems utilize these technologies to pro-
vide adaptive feedback, support online language learning, 
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and promote effective language acquisition [4]. Facilitating 
Conditions (FC) refer to the infrastructural, administrative, 
and policy-related supports that enable the successful im-
plementation of EdCRM systems [9]. Effective FCs include 
reliable technological infrastructure, ongoing faculty de-
velopment, administrative backing, and clear regulatory 
frameworks [13]. Institutions with robust facilitating con-
ditions can integrate CRM tools more effectively into lan-
guage programs, thereby improving accessibility, inclusiv-
ity, and student engagement [18].

2.3.	Educational Customer Relationship 
Management (EdCRM) Success

EdCRM success in language education is measured 
by its capacity to enhance student learning outcomes, en-
gagement levels, and institutional performance [14]. Success 
varies across institutions but is generally linked to high 
student satisfaction, personalized learning pathways, and 
improved retention rates [15,16]. A student-centered educa-
tional approach, fostered by effective EdCRM implemen-
tation, is crucial for optimizing linguistic outcomes [17]. 
The strategic adoption of EdCRM in language education 
has a direct and significant impact on institutional per-
formance (IP) [8]. Effective CRM integration leads to in-
creased student engagement, improved retention rates, and 
the diversification of language programs [1,2]. By enhancing 
linguistic outcomes, HEIs can strengthen their academic 
reputation, attract a broader student body, and secure long-

term success in an increasingly competitive educational 
landscape [4]. Thus, the effectiveness of EdCRM practices 
is closely correlated with broader institutional growth and 
performance outcomes [6]. This study aims to provide em-
pirical insights into the strategic use of EdCRM systems 
for optimizing linguistic outcomes and enhancing institu-
tional growth, contributing to the broader understanding of 
CRM’s evolving role in higher education.

3.	 Methodology 
This study employs a survey design to investigate the 

role of Educational Customer Relationship Management 
(EdCRM) in optimizing linguistic outcomes in higher ed-
ucation. Building on the approach outlined in “Integrating 
CRM into Educational Management: A Structural Equa-
tion Modeling Study,” the research utilizes a validated and 
piloted survey instrument to ensure its effectiveness in as-
sessing key variables. 

Explanatory Factor Analysis (EFA) was conducted to 
confirm the instrument’s validity, while Cronbach’s alpha 
was used to establish its reliability. Data analysis was per-
formed using Partial Least Squares Structural Equation 
Modeling (PLS-SEM) to evaluate both the measurement 
and structural models, providing empirical insights into 
the relationships among institutional capability (IC), stu-
dent orientation (SO), digital technology (DT), facilitating 
conditions (FC), EdCRM success, and institutional perfor-
mance (IP) in the context of language education (Figure 1).

Figure 1. Proposed Model.
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3.1.	Instrumentation

The survey instruments were adapted from previous re-
search and customized to align with the specific objectives 
of this study. To ensure content validity, the instrument was 
refined through consultations with experts in CRM, higher 
education, and language acquisition. A pilot study involving 
103 students was conducted to assess the reliability of the 
instrument using Cronbach’s alpha. All constructs achieved 
satisfactory alpha values, confirming the internal consistency 
and robustness of the measurement scales. The instrument 
was designed to capture data on EdCRM implementation, 
linguistic learning outcomes, and institutional performance in 

3.2.	Data Collection
The study targeted Indonesian university students from 

three institutions, referred to as Universities A, B, and C. 
The sample size was determined using G*Power analysis, 
ensuring adequacy for the six-path model examined in this 
research. A total of 537 respondents participated (Table 1), 
comprising both male and female students with varying ac-

ademic backgrounds in language-related disciplines. This 
diverse sample allowed for a comprehensive analysis of how 
EdCRM influences linguistic learning experiences and aca-
demic performance.

Table 1. Respondents.

Demographic n.537 Percentage

Gender

Male 186 34.64

Female 351 65.36

University

A 263 48.98

B 127 23.65

C 147 27.37

Age

≤20 years 321 59.78

>20 years 216 40.22

3.3.	Data Analysis

Data analysis was conducted using SmartPLS 3.3, an 
appropriate tool for predictive modeling in complex edu-
cational settings. The PLS-SEM approach was chosen due 
to its suitability for models that include both reflective and 
formative constructs, as well as its flexibility regarding 
sample size and data distribution assumptions. The analy-
sis followed a two-step procedure:

Measurement Model Assessment – Evaluating the 
reliability and validity of the survey constructs through 
confirmatory factor analysis, ensuring the robustness of the 
measurement framework.

Structural Model Assessment – Testing the hypothe-

sized relationships between IC, SO, DT, FC, EdCRM suc-
cess, and IP within the context of linguistic education.

The study provides empirical evidence on how 
CRM-driven strategies can enhance linguistic outcomes in 
higher education, supporting the development of effective 
student engagement and retention practices.

4.	 Findings

4.1.	 Measurement and Structural Model

The preliminary analysis evaluated the normality of 
the dataset by examining standard deviation, kurtosis, and 
skewness measures. These checks ensured that the data 

language education programs.
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met the necessary statistical assumptions for further anal-
ysis. The measurement model was assessed by analyzing 
the contribution of scale indicators to their respective con-
structs, with all factor loadings and Average Variance Ex-

tracted (AVE) values exceeding recommended thresholds, 
confirming convergent validity. Composite Reliability (CR) 
values met the required standards, demonstrating internal 
consistency across constructs (Table 2).

Table 2. Measurement Model of AVE and CR.

Variable Definition and Physical Meaning Loading α rho_A CR AVE VIF

DT1-DT4
Digital Technology (use of digital 
tools to support language education; 
unitless, conceptual)

0.7380–0.8100 0.7630 0.7660 0.8480 0.5830 1.306–1.775

EdCRM1-Ed-
CRM3

Educational CRM Success (effective-
ness of CRM in improving student 
learning; unitless, conceptual)

0.8170–0.8360 0.7630 0.7650 0.8630 0.6780 1.460–1.616

FC1-FC4
Facilitating Conditions (institutional 
support for CRM adoption; unitless, 
conceptual)

0.6960–0.8270 0.7540 0.7660 0.8450 0.5770 1.269–1.719

IC1-IC4
Institutional Capability (institution’s 
resources and expertise for program 
delivery; unitless, conceptual)

0.7930–0.8820 0.8510 0.8590 0.8990 0.6910 1.756–2.534

IP1-IP3
Institutional Performance (academic 
and operational outcomes; unitless, 
conceptual)

0.9250–0.9480 0.9310 0.9380 0.9560 0.8790 3.410–4.144

SO1-SO4
Student Orientation (focus on fulfill-
ing student needs in learning; unit-
less, conceptual)

0.7800–0.8410 0.8320 0.8340 0.8880 0.6650 1.616–1.956

To address multi-collinearity concerns, Variance Infla-

tion Factor (VIF) values were examined, ensuring that pre-

dictor variables maintained acceptable independence levels. 

Additionally, discriminant validity was assessed using the 

Heterotrait-Monotrait Ratio (HTMT) (Table 3), confirming 

that the constructs were distinct from each other.

Table 3. HTMT Ratios and Model Fit.

Variable Pair Definition and Physical Meaning HTMT Value Model Fit Indices Value

DT ↔ EdCRM Suc-
cess

Digital tools vs CRM effectiveness in learning 
(unitless, relational strength) 0.6130 SRMR (Standardized Root 

Mean Square Residual) 0.0610

DT ↔ FC Digital tools vs institutional support (unitless) 0.7630 d_ULS (Squared Euclidean 
Distance) 0.9480

DT ↔ IC Digital tools vs institutional resources (unitless) 0.5010 d_G (Geodesic Distance) 0.3500

DT ↔ IP Digital tools vs institutional outcomes (unitless) 0.4480 - -

EdCRM Success ↔ 
FC

CRM effectiveness vs facilitating conditions 
(unitless) 0.6690 - -

EdCRM Success ↔ 
IC

CRM effectiveness vs institutional capability 
(unitless) 0.6080 - -

EdCRM Success ↔ 
IP

CRM effectiveness vs institutional performance 
(unitless) 0.6870 - -

FC ↔ IC Facilitating conditions vs institutional capability 
(unitless) 0.5720 - -

FC ↔ IP Facilitating conditions vs performance (unitless) 0.5060 - -

IC ↔ IP Institutional capability vs performance (unitless) 0.4330 - -

S O  ↔  A l l  C o n -
structs

Student-centeredness vs other constructs (unit-
less) 0.5750–0.8720 - -
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Model fit was evaluated using the Standardized Root 
Mean Square Residual (SRMR), along with additional dis-
tance measures such as d_G and d_ULS. These indicators 
demonstrated that the proposed structural model exhibited 
a good fit, supporting the study’s theoretical framework.

4.2.	Structural Model Results

The analysis of the structural model revealed signifi-
cant relationships among the key variables in the context 
of optimizing linguistic outcomes through Educational 

Customer Relationship Management (EdCRM) (Figure 
2). Institutional Capability (IC), Student Orientation (SO), 
and Digital Technology (DT) were found to significantly 
predict EdCRM success, highlighting the importance of in-
stitutional resources, student-centered strategies, and tech-
nological advancements in enhancing language learning 
outcomes. However, Facilitating Conditions (FC) did not 
show a significant predictive effect on EdCRM success, 
suggesting that external support factors alone may not di-

rectly enhance CRM-driven linguistic education strategies.

Figure 2. Measurement Model.

Further analysis demonstrated that both Facilitating 

Conditions (FC) and EdCRM success significantly influ-

enced Institutional Performance (IP) in language education 

programs. This finding indicates that while FC may not 

directly impact EdCRM success, it plays a crucial role in 

shaping broader institutional outcomes, including student 

engagement, retention, and linguistic proficiency.

Overall, these findings underscore the role of CRM-

based approaches in optimizing linguistic education by 

fostering stronger institutional strategies, student engage-
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ment, and technological integration. The study provides 
empirical evidence supporting the implementation of Ed-
CRM to improve educational outcomes in higher education 
language programs.

In the final phase of the analysis, this study, aligned 
with the methodologies outlined in Optimizing Linguistic 
Outcomes in Education: A CRM-Based Structural Equa-
tion Modeling Approach, employed consistent PLS boot-
strapping with 5,000 subsamples to estimate the structural 
model. This approach follows best practices recommended 
by leading scholars, incorporating key measures such as 
path coefficient (β), t and p-values, R², effect size (f²), and 
Standardized Root Mean Square Residual (SRMR) for a 

robust evaluation of the model’s predictive power [19].
The structural model results reveal the R² values for 

the endogenous constructs — EdCRM success and Insti-
tutional Performance (IP) in the context of linguistic ed-
ucation (Table 4). These R² values, as outlined by Hair et 
al. [25], indicate the proportion of variance explained by the 
exogenous constructs in predicting EdCRM success and 
IP. The study found that the R² value for EdCRM success 
(0.511) demonstrates a substantial explanation of variance, 
while the R² value for IP (0.361) indicates a moderate im-
pact, reinforcing the relevance of CRM-based approaches 
in optimizing linguistic education outcomes.

Table 4. Structural Model of IP.

H β t p Significance f2 Remarks

H1: IC is positively related 0.138 3.0580 0.0020 Yes 0.026 Supported

to the success of EdCRM 0

success

H2: SO is positively related 0.522 10.4940 0.0000 Yes 0.277 Supported

to ECRM success. 0

H3: DT is positively related 0.095 2.0280 0.0460 Yes 0.011 Supported

to the success of EdCRM 0

success.

H4: FC is positively related 0.073 1.6280 0.0990 No 0.006 Not

to ECRM success. 0 supported

H5: FC is positively related 0.169 3.2020 0.0010 Yes 0.033 Supported

to IP. 0

H6:   EdCRM   success   is 0.498 10.7140 0.0000 Yes 0.286 Supported

positively related to IP. 0

Regarding effect sizes (f²), this study follows Co-
hen’s benchmarks [19], where 0.02, 0.15, and 0.35 represent 
small, medium, and large effect sizes, respectively. The re-
sults indicate that Institutional Capability (IC) and Digital 
Technology (DT) exert small to medium positive effects 
on EdCRM success, whereas Facilitating Conditions (FC) 
exhibit a small effect size on IP but an insignificant effect 
on EdCRM success. These findings highlight the crucial 
role of institutional resources, technological integration, 

and supportive conditions in enhancing language learning 
outcomes through CRM strategies.

For significance testing, the study adheres to the 
threshold of 1.65 at p ≤ 0.1, as recommended by Hair et al. 
[23]. The results confirm the hypothesis H1, showing a sig-
nificant positive relationship between IC and EdCRM suc-
cess. Likewise, hypothesis H2 is supported, demonstrating 
a strong, significant link between Student Orientation (SO) 
and EdCRM success. The predictive power of DT on Ed-
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CRM success (H3) is also validated. Furthermore, both FC 

and EdCRM success significantly predict IP, although FC 

does not directly influence EdCRM success.

Lastly, the study assesses predictive accuracy (Q²) for 

the endogenous constructs, where values greater than 0 indi-

cate satisfactory predictive relevance. The Q² results for Ed-

CRM success (0.341) and IP (0.312) suggest that the exoge-

nous constructs possess a commendable degree of predictive 

accuracy, affirming the effectiveness of CRM-driven strate-

gies in optimizing linguistic education outcomes (Figure 3).

Figure 3. Final Model.

5.	 Discussion 

This study, drawing on methodologies from Opti-
mizing Linguistic Outcomes in Education: A CRM-Based 
Structural Equation Modeling Approach, sought to explore 
the determinants that influence Educational Customer Re-
lationship Management (EdCRM) success and institutional 
performance (IP) within Indonesian Higher Education In-
stitutions (HEIs). By adapting existing instruments through 
a rigorous validation process, the research ensured the re-
liability and relevance of its data collection tools. Expert 
consultations and user feedback were essential in estab-
lishing content and face validity, while Exploratory Factor 
Analysis (EFA) and Cronbach’s alpha tests confirmed the 
reliability of the instruments, in line with best practices in 
survey design research [26]. This methodological framework 
mirrors procedures used in previous CRM-focused studies 
[14,18], offering a foundation for future research in this field.

The study utilized 23 items to collect data, aiming to 
identify key factors that influence EdCRM success and in-
stitutional performance in the context of Indonesian HEIs. 
Using Partial Least Squares Structural Equation Modeling 

(PLS-SEM) for data analysis, in accordance with Memon 
et al. [8], the study found that five out of six hypotheses 
were supported. These findings contribute significantly to 
the growing body of knowledge on CRM’s impact on edu-
cational management, particularly in optimizing linguistic 
outcomes.

Institutional capability (IC) emerged as a pivotal de-
terminant of EdCRM success, corroborating findings from 
Hair et al. that emphasize the importance of institutional 
resources and service provision in CRM effectiveness [24]. 
This underscores the need for HEIs to continuously build 
and leverage their unique assets, routines, and skills to im-
prove service delivery and student engagement. The sig-
nificance of IC in this study aligns with previous research 
highlighting the critical role of institutional capabilities in 
driving CRM success, particularly within the educational 
sector.

Similarly, Student Orientation (SO) was identified as 
a significant predictor of EdCRM success, echoing the im-
portance of understanding and addressing the behavioral 
and cultural expectations of students. In the context of In-
donesian HEIs, this finding underscores the value of stu-
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dent-centric strategies in fostering long-term relationships. 
This result aligns with previous studies that emphasize the 
role of CRM in enhancing student engagement and reten-
tion by aligning institutional practices with student needs 
and preferences.

Digital Technology (DT) was another strong predictor 
of EdCRM success, confirming the critical role of techno-
logical advancements in enhancing service quality and im-
proving students’ perception of educational offerings. This 
finding supports research by Ko et al. and Soltani et al. [9,20], 
which highlight how technology can transform education-
al institutions by streamlining operations and improving 
communication with students. As digital tools continue to 
evolve, their integration into EdCRM systems will likely 
play an even more significant role in optimizing linguistic 
outcomes and enhancing the educational experience. When 
examining institutional performance (IP), Facilitating Con-
dition (FC) and EdCRM success were identified as key 
predictors, reaffirming the importance of infrastructure, 
technical support, and professional development in im-
proving institutional outcomes. Al Maani et al. have sim-
ilarly emphasized these elements as essential in enabling 
HEIs to implement effective CRM systems that support 
long-term institutional growth and performance [1].

However, the study also revealed an insignificant re-
lationship between FC and EdCRM success, suggesting 
that, while infrastructure and technical support are neces-
sary, they alone may not be sufficient to guarantee EdCRM 
success. This calls for further research into the complex 
dynamics between facilitating conditions and CRM out-
comes, particularly in the context of linguistic education, 
where cultural and behavioral factors might play a more 
dominant role. The results also highlight the need for HEIs 
to adopt a more holistic approach, integrating both tech-
nological and human-centered elements to optimize CRM 
effectiveness in language education settings [7].

6.	 Conclusions
This study underscores the crucial roles of institution-

al capability, student orientation, and digital technology 
in driving the success of Educational Customer Relation-
ship Management (EdCRM) systems. At the heart of these 
findings is the recognition that institutions with strong in-
ternal capabilities — such as robust infrastructure, skilled 

faculty, and efficient administrative processes — are better 
positioned to implement effective EdCRM strategies. By 
embracing a student-centered approach that tailors educa-
tional services to individual needs, preferences, and learn-
ing styles, institutions can enhance student engagement, 
retention, and overall satisfaction. The integration of ad-
vanced digital technologies further strengthens EdCRM’s 
effectiveness by providing real-time data on student prog-
ress, enabling personalized support, and improving com-
munication across academic and administrative functions. 
These interconnected elements together drive improved 
student outcomes, thus fostering institutional success.

While the study focuses on Indonesian Higher Educa-
tion Institutions (HEIs), the implications extend far beyond 
this specific context. The underlying principles of EdCRM 
— institutional capability, student orientation, and digital 
technology — are universally applicable and reflect broad-
er global trends in education. Around the world, HEIs are 
increasingly acknowledging the importance of these fac-
tors in shaping educational experiences and outcomes. In-
stitutions that prioritize the development of internal capa-
bilities, place students at the center of their operations, and 
integrate advanced technology are better equipped to adapt 
to the evolving needs of their student populations. This 
adaptation is particularly crucial as HEIs contend with the 
pressures of globalization, technological disruption, and 
the shifting expectations of digitally savvy students. The 
ability to harness CRM systems effectively is not merely 
a matter of improving administrative functions but also a 
strategic move toward enhancing the quality of education 
and strengthening an institution’s competitive position.

The results of this study also align with the broad-
er global trends of industrialization and digitalization of 
economies. As industries across various sectors — such as 
healthcare, finance, and retail — embrace data-driven, cus-
tomer-focused models, higher education is similarly un-
dergoing a transformation. In this context, CRM systems 
are no longer viewed solely as administrative tools, but as 
essential strategic assets that enable institutions to gain a 
competitive advantage. The widespread adoption of digital 
technologies and data analytics has fundamentally changed 
how businesses and institutions interact with their clients, 
and education is no exception. For HEIs, CRM systems 
offer the potential to personalize learning experiences, 
streamline academic services, and improve overall insti-
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tutional efficiency. The use of digital tools enables insti-
tutions to deliver more flexible and responsive education, 
which in turn enhances student satisfaction, retention, and 
academic success.

In essence, the successful implementation of EdCRM 
reflects a broader shift toward innovation-driven man-
agement in education. It represents a move away from 
traditional, one-size-fits-all approaches and toward more 
personalized, student-centered models. As the global 
knowledge economy continues to evolve, the demand for 
agile, responsive educational institutions will only grow. 
By focusing on enhancing their institutional capabilities, 
aligning their operations with student needs, and integrat-
ing cutting-edge technologies, HEIs can position them-
selves to meet these demands. Furthermore, future research 
should continue to explore the evolving dynamics of Ed-
CRM in various educational contexts, emphasizing its po-
tential to optimize learning outcomes and institutional per-
formance worldwide. The continued exploration of CRM 
systems will be key to advancing educational management 
practices and ensuring the long-term sustainability of HEIs 
in an increasingly competitive and technologically ad-
vanced global landscape.
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