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[Abstract)

In recent years, not only consumer goods manufacturers but also the luxury brand
industry has introduced customer relationship management (CRM) to manage
customer information in an integrated manner and conduct marketing activities by
having them provide personalized and customized services while presenting a
corporate image.

A private university that implements student recruitment activities by introducing
marketing thinking in the activities of a non-profit organization, analyzing them using
customer relationship management (CRM) tools, and then implementing and
attracting students as customers by "Communicating the Brand Image" as the luxury
brand Louis Vuitton does, There are private universities and junior colleges that are
attracting students by using CRM tools to analyze and communicate the brand image.

Non-profit Organizations, Private Universities, Marketing Thinking,
Customer Relationship Management (CRM), Digital Marketing, SNS,
Relationship Marketing.
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