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Abstract:

The present study aimed to investigate the relationship between Customer Relationship Management (CRM) — in the context of student
relationship management — and student loyalty, with the mediating roles of trust, satisfaction, and student commitment. The research
employed a descriptive-correlational method, and the statistical population consisted of students at universities and higher education
institutions in Tehran, across different academic levels. Sampling was conducted using a two-stage cluster method, and ultimately, 393
questionnaires were analyzed for data interpretation. The results of structural equation modeling indicated that student relationship
management (comprising knowledge management, communication technology with students, student-centeredness, and feedback utilization),
satisfaction, trust, and commitment all have a significant impact on student loyalty, collectively explaining 51% of the variance in loyalty.
Student relationship management strategy, along with satisfaction and trust, was found to explain 20% of the variance in student commitment.
Furthermore, student relationship management strategy and satisfaction together explained 17% of the variance in student trust. Student
relationship management strategy alone explained 16% of the variance in student satisfaction. Path coefficients of the model showed that the
student relationship management strategy (Beta coefficient: 0.124), satisfaction (Beta coefficient: 0.365), trust (Beta coefficient: 0.288), and
commitment (Beta coefficient: 0.217) have a significant and direct effect on student loyalty. Additionally, the student relationship
management strategy (Beta coefficient: 0.331) also influenced student loyalty indirectly through the mediating roles of commitment,
satisfaction, and trust. Overall, the findings of this research highlight the importance of implementing effective student relationship
management strategies to enhance levels of satisfaction, trust, commitment, and ultimately, student loyalty.
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Extended Summary

Introduction

In the increasingly competitive environment of higher education, universities around the world are striving to retain and
cultivate long-term relationships with their students as a core strategy for achieving sustainable success. As students are now
considered strategic partners in shaping the reputation and performance of academic institutions, building and maintaining
student loyalty has become a critical component of educational management and service delivery (Abdullah & Wahid, 2025;
Shah et al., 2024). In this context, student loyalty refers to a multidimensional construct that goes beyond academic persistence,
encompassing emotional attachment, advocacy, positive word-of-mouth, and continued engagement with the institution
(Borishade et al., 2021; Yousaf et al., 2020).

Customer Relationship Management (CRM), when applied in higher education as Student Relationship Management
(SRM), offers a comprehensive strategy to manage and enhance the relationship between institutions and students. SRM
involves a set of coordinated activities aimed at collecting, analyzing, and utilizing student data to personalize academic
services, foster satisfaction, and ultimately build trust and commitment (Ali et al., 2024; Gholami et al., 2024). Contemporary
studies underscore the vital role of SRM in influencing student satisfaction, trust, and loyalty, particularly in contexts where
institutions must differentiate themselves through service innovation and personalized educational experiences (Deif, 2023;
Seow & Hussain, 2024).

According to (Goodluck Matthew & Nakalinda, 2024), effective SRM practices—such as responsive communication
systems, continuous feedback collection, and personalized support—significantly improve students' perceptions of institutional
quality and their emotional attachment. Moreover, dimensions such as knowledge management, the use of technology in
communication, student-centric approaches, and systematic feedback are often identified as pillars of successful SRM strategies
in higher education (Minallah et al., 2019; Upadhyaya, 2020). These pillars directly influence mediating constructs like trust,
satisfaction, and commitment, which in turn affect loyalty behaviors (Snijders et al., 2022; Todea et al., 2022).

Trust, in particular, plays a pivotal role in relational marketing and is viewed as a foundational condition for long-term
engagement. When students perceive their institution as honest, transparent, and committed to their academic and personal
success, they are more likely to exhibit loyalty behaviors (Abdelmaaboud et al., 2021; Rojas-Méndez et al., 2022). Similarly,

satisfaction arises when students' academic and support expectations are met or exceeded, enhancing the probability of positive
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emotional and behavioral responses (Latif et al., 2021; Paul & Pradhan, 2019). Commitment, often emerging from trust and
satisfaction, represents the student’s psychological attachment to the institution and is a key antecedent of loyalty (Cinkir et al.,
2022; Ismanova, 2019).

Despite the growing interest in the relationship between SRM and student loyalty, the majority of existing research has
focused on isolated elements such as satisfaction or service quality. Few studies have developed integrative models that
examine SRM in a multidimensional way, exploring how its various dimensions interact with psychological mediators to
predict loyalty. Therefore, the present study seeks to address this gap by examining the relationship between SRM and student
loyalty, considering the mediating roles of satisfaction, trust, and commitment in the higher education context of Tehran.
Drawing on the theoretical frameworks of relational marketing and social exchange theory, this study proposes a model in
which SRM dimensions serve as key predictors of the psychological mechanisms that foster student loyalty (Nguyen Thi Khanh
& Nguyen, 2022; Sanchez Garza et al., 2024).

Methods and Materials

This study employed a descriptive-correlational design with structural equation modeling (SEM) to test the proposed
conceptual framework. The statistical population comprised undergraduate and graduate students from universities and higher
education institutions in Tehran. A two-stage cluster sampling method was used to select five universities, ensuring variability
in academic and demographic contexts. The sample size was calculated using G*Power software, resulting in a minimum of
253 participants. To account for non-responses, a total of 400 questionnaires were distributed, out of which 393 were valid and
analyzed.

The research instrument consisted of standardized scales measuring five key constructs: student loyalty (5 items),
satisfaction (5 items), trust (5 items), commitment (6 items), and SRM strategies (19 items), which included subdimensions of
knowledge management, technology, student-centricity, and feedback utilization. The validity of the instruments was
confirmed using exploratory and confirmatory factor analysis, convergent and discriminant validity tests. Reliability was
verified through Cronbach’s alpha and composite reliability indices. SEM was conducted using AMOS 24 software to evaluate
both direct and indirect paths in the model.

Findings

Descriptive analysis showed that the mean scores for SRM dimensions and psychological mediators were moderate to high.
The structural model revealed that SRM strategies had a significant direct effect on student loyalty (B = 0.124), as well as
indirect effects through satisfaction (B = 0.099), trust (p = 0.033), and commitment ( = 0.331). Together, these predictors
explained 51% of the variance in student loyalty.

Among the mediating variables, satisfaction demonstrated the strongest direct effect on loyalty (f = 0.365), followed by
trust (B = 0.288) and commitment (B = 0.217). In terms of antecedents, SRM strategies, satisfaction, and trust collectively
accounted for 20% of the variance in commitment. Additionally, SRM strategies and satisfaction explained 17% of the variance
in trust, while SRM alone accounted for 16% of the variance in satisfaction.

The subdimensions of SRM varied in their predictive strength. Feedback utilization and student-centricity were most
strongly associated with satisfaction and trust. The model showed good fit indices, confirming the statistical adequacy of the
proposed structure.

Discussion and Conclusion
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The findings of this study offer empirical support for the theoretical proposition that Student Relationship Management
significantly enhances student loyalty, both directly and through its effects on satisfaction, trust, and commitment. The results
validate the relational marketing theory, which posits that sustained, meaningful interactions with stakeholders foster long-term
loyalty through psychological mechanisms such as emotional connection and perceived value. When institutions actively
engage with students—by responding to their feedback, personalizing services, and demonstrating care—they create an
environment conducive to positive student attitudes and behaviors.

This study also underscores the critical role of satisfaction as a mediator between SRM and loyalty. Satisfaction emerged as
the strongest predictor, reinforcing the idea that fulfilling or exceeding student expectations in academic and support services
is a prerequisite for commitment and trust. The link between satisfaction and loyalty mirrors the findings of prior research,
which highlights the centrality of student experience in shaping institutional allegiance.

Trust, another significant mediator, was shown to be positively influenced by transparent communication and consistent
performance. The evidence suggests that students are more likely to remain loyal when they perceive their institution as reliable
and student-centered. Moreover, commitment functioned as a bridge between psychological satisfaction and long-term loyalty,
reflecting students' emotional investment in their academic community.

By validating the structural pathways between SRM components and loyalty outcomes, this study contributes to a more
nuanced understanding of how universities can foster student retention and advocacy. The model provides actionable insights
for higher education administrators seeking to implement relationship-based strategies. Institutions that invest in data-driven
SRM systems, facilitate open communication channels, and create value through personalized academic support are better
positioned to sustain long-term loyalty among their student body.

In conclusion, the study affirms that SRM is not merely a technological or administrative tool but a strategic philosophy that
requires alignment across academic, technological, and human dimensions. The effective implementation of SRM—rooted in
trust-building, feedback responsiveness, and personalization—enables universities to cultivate meaningful and enduring
relationships with their students. As higher education continues to evolve in complexity and competitiveness, relationship-

oriented strategies will remain essential for institutional resilience and growth.
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