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[Abstract]

Private universities belonging to non-profit organizations (hereinafter referred to as
NPO) are facing a desperate situation as the population of 18-year-olds continues its
gradual decline. There are whispers that in the near future Japan will enter an era in
which all applicants to universities will be enrolled. In this environment, universities are
expected to compete for students.

On the other hand, some universities are expected to go out of business due to lack
of capacity. This is not a problem that can be solved simply by investing advertising
budgets focused on student recruitment or by expanding the number of personnel in
student recruitment departments. Against this backdrop, good marketing thinking
needs to be incorporated into nonprofit organizations.

In this context, many private universities are developing admissions strategies and
student recruitment activities based on marketing data provided by outside research
firms' databases and educational agencies. In particular, open campuses, which are an
important part of a university's student recruitment activities, have traditionally
consisted of university explanations, mock classes, and campus tours, but under the
COVID-19 disaster, the methods of communication with and approach to prospective
students have undergone a major transformation from traditional methods.

Today's students are born digital natives, or Generation Z. Generation Z has a very
different way of acquiring information than the previous generation, and universities
must adapt their information dissemination methods to this generation. While students

are able to obtain information instantly, society is becoming increasingly complex.
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Under these circumstances, the learning environment of the COVID-19 disaster has
affected students' motivation to learn, and combined with economic pressures, some
students have been forced to drop out of school. However, there are many universities
that have not taken concrete measures against students who have dropped out of
school. Furthermore, even after superficial aggregation and analysis, very few
universities examine the actual economic loss of students who have dropped out.
Originally, NPO entities were not concerned with the needs of individuals, but rather
with the importance of identifying social needs and the desires of beneficiaries and
integrating them with the mission that is the organization's creed.

Furthermore, private universities, which are one of the NPO entities, are operated by
donations, tuition, subsidies, and project income. From the thinking of an organization
that seeks to satisfy its beneficiaries without making a profit, it relies on the deep
human conscience, decency, and even the spirit of compassion, which cannot be self-
fulfilling through transactions with its beneficiaries.

In light of this situation, by assigning analysts with marketing and customer
relationship management (CRM) thinking to NPO, it is possible to analyze student
recruitment activities and dropout rates, and to develop solutions to problems and new
measures. It is also important to increase student satisfaction (i.e., loyalty) and build a
lasting relationship with each student based on their individual data. In addition,
customer lifetime value (LTV) can be maximized by developing personalized marketing
initiatives.

I would like to clarify the actual situation of student recruitment and dropouts, and
from what perspective it is possible to retain students as customers, from the
perspective of marketing and customer relationship management (CRM) for the
operation of private universities, which are NPO. I believe that this kind of research can
provide suggestions for private universities that are struggling with student
recruitment and dropouts.

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