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The Entrepreneurial University

From 90 to 5,500 students in 15 years
Specialist for continuing education
Leading provider in Austria and Europe
state university with profit centre 
structure and management by objectives
Budget: €42 mill. (2008)
Own earnings 78% 



Centre for University Continuing
Education and Educational Management

HE management and LLL
CSEE Region
Research, teaching, consulting 
Postgraduate Master „Higher 
Education and Research Management“
EU projects



Points of departure

Ivory tower (merit and reputation)
Internal differentiation (loose collection of 
decomposed and fragmented units)
New information and communication 
technology
Changing modes of delivery
Demystified science
Loosing knowledge monopoly



Changing times

transdisciplinary, heterogeneous and 
transient environment 
Bologna Process, LLL, autonomy
from a state or academic oligarchy 
dominated systems into a market oriented or 
market driven environment
demographic developments
competitive advantages
different student types



HE institutions in transition

need for interaction and collaboration with HE 
stakeholders
focus on job skills and outcomes
partnerships and collaborations
students to customers, clients, partners
from seller’s to buyer’s market
transaction vs. relationship
from “One-Stop-University” to partner for live



HEI development

OLIGARCHY



Relationship Management Approach



The life cycle paradox

Klumpp, M., Fröhner, S., 2005, S. 7 
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Everybody is looking for good students



Students are

Co-producer
Funding basis
Alumni contact
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Marketing in HE

1 2 3 4 5 6 7

products e.g. programme

location

infrastructure

relationship to the
students

branding

degree e.g. MBA

accomplishment
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Some conclusions

We need not only satisfied students 
but loyal students
Long term relationships cost less then 
new acquisitions
Focus change from 
product/programmes to relationships
Service portfolio (third mission)



Elements of Loyalty

Langer, M. F., Ziegele, F., Henning-Thurau, T., 2001, S. 31
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SRM Framework



Higher Education Value Chain



Student Life Cycle Management
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Student Life Cycle Management
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Student Data Warehouse
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Danube University Krems Case

Quick wins
Contact Management
Campagne Management
Online-Evaluation
Student and Finance Records



Contact management
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Conclusions

shift from one stop university to partner for life
shift from a transaction-oriented approach to a 
relationship-based approach
Quick wins
thin line between innovative approaches in HE and 
institutional integrity



Lessons Learned

To much focus on tools und IT
IT integration or change
Staff commitment
Data quality, data cemetery
Evolution not revolution
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OnLine Analytical Processing
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Points of conflict

disciplin/organisaton
administration/academia
academic freedom/managerial
bounderies
male/female



A short-term community relations strategy serves to 
build up trust by representing and documenting quality 
and customer orientation. Meetings with graduates of 
the programme, accreditations and certifications, or 
financial aid are examples of this.
A long-term community relations strategy assures the 
continuity and procedural forms so that the student 
feels at home and identifies with the higher education 
institution due to her/his own experiences and her/his 
knowledge about the institution. Examples of strategic 
action include: keeping the same contact person, 
director and assistant of the graduate programme for 
the length of the student’s studies. 
A short-term commitment strategy creates the 
necessary, temporary stability as a basis so that a 
long-lasting relationship can be established. Especially 
at the beginning of the relationship, when trust is 
initially founded, exit barriers, such as contractual 
safeguarding, should be organised. For example, fees 
for reserving a study place can be charged before the 
student starts to study as a down payment for a 
continuing education programme.
A long-term commitment strategy is intended to 
cement the relationship over time. Exit barriers are 
required, such as registration for the entire length of 
the student’s studies, tuition fees, setting up a unique 
study programme, etc.


