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Nowadays, we are witnessing new dynamics of higher 

education in Romania which is marked by the powerful 

competition from foreign universities, not only regarding the 

educational offer, but also in the communications domain, the 

system of public relations and of the performances in 

communication, respectively. In this context, the role of the 

public relations will be amplified and will benefit by a greater 

recognition of its importance within the architecture of image 

strategies. Therefore, the public relations domain will evolve at 

a dynamic and consistent pace, including in the higher 

education environment. The social media channels which also 

revolutionized the public relations industry, will contribute to 

identifying some new techniques and instruments of public 

relations that will make impact and can contribute to the 

efficiency of the processes within the organizations. 

An overview of the higher education system offers us 

clues to the fact that Romanian universities are well anchored 

in the educational process related to the public relations 

process, they are willing to be competitive, are interested in 
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obtaining performances in terms of educational process, image, 

presence on the educational market, degree of satisfaction of its 

students etc. 

In this context, an optimum strategic formula would 

imply an adaptation behavior based on the following aspects: 

real-time correct information within the educational market 

related to the demand of highly-qualified professionals, the 

stimulation of the demand for some educational programs for 

bachelor’s, master’s and PhD study programs, the diversity of 

the educational offer.  

The strategy must also be accompanied by a specific 

budget, assessed without restrictions and which follows clear 

and precise objectives, grafted on the objectives of each 

university and the desired magnitude, respectively. 

In the category of priorities which must be considered 

during the process of implementing the public relations 

strategies at the level of Romanian universities, we can indicate 

the following: 

 The assurance of growing competitiveness from the 

Romanian universities; 

 The professionalization of the management team and the 

inclusion in the organizational structure of a structure to 

administer the public relation process; 
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 The elaboration of some public relations strategies and 

policies with a pronounced creative character both for 

the internal and external public; 

 Monitoring the crisis situations; 

 The collaboration with a public relation specialized 

agency which can offer specialty advice; 

 The alignment to the new communications technologies, 

processing methods and information transmission. 

The endeavors related to the public relations within 

universities are sustained by the different measures taken by the 

management team, in order to form a frame in order to 

encourage the communication and the widening of the 

communicational horizon with beneficial effects on the 

efficiency of the processes carried out within the university. 

The management of public relations in terms of higher 

education will allow real progresses to take place when it 

comes to understanding the particularities of these traits of 

communication within the higher education institutions, but 

also their impact on the decisions and practices of the 

management team. 

Therefore, by adopting a new orientation, the 

management of the university will have to think about the 

organizational structure in terms of communication. In this 
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respect, changes can occur following the appearance of a new 

department, the public relations department, respectively, 

where activities close connected to the other elements with 

communicational value within the organization take place. 

The public relations can lead to more efficient 

processes carried out within the universities, by exploiting 

more internal and external resources, with benefits for all 

public categories. Furthermore, public relations can also be 

regarded as a diversification method of the organizational 

communication process, a catalyst of the processes within the 

institutions, but also a promoter of communication on both 

internal and external plan. 

The effectiveness of university public relations is also 

found in the programming of non-financial indicators that 

correlate with the financial ones to generate a profitability for 

stakeholders, generating measurable profitability. Non-

financial indicators at a university level are defined as how 

stakeholders perceive credibility, relationships, reputation, and 

confidence. 

It can be noticed that where public university relations 

are institutionalized as a function of strategic management, 

public relations tools and actions gain the necessary force to 

increase efficiency of the activity of the institution. Whatever 

the other stakeholders are: employees, students, graduates, 
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business community, local community, in the universities' 

relationship with them, reputation proves to be an important 

predictor. 

The studies in this thesis point to the fact that as the 

competitivity between universities increases, this leads to the 

increase of the innovation needs in this domain. The 

diversification process can be an advantage of Romanian 

universities. A challenge is given by the integration in the 

educational offer of some new forms of education: experiential, 

non-formal etc. The architecture of Romanian academic 

environment is marked by an optimistic prognostic in terms of 

number of students, number of graduates for the period 

between 2016 and 2020, which asks for the identification of 

new ways, methods and instruments for promoting the 

activities and educational and research projects of the 

universities. 

Solving the problems regarding the integration of 

public relations into projects for promoting the educational 

offer and research projects of Romanian universities in 

European context requires the creation of a centralized 

structure with the following assignments: the evaluation of the 

higher education resources in order to increase the attractivity 

of foreign students; the mapping and certification of all 

Bachelor’s, Master’s and PhD study programs and the creation 
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of educational clusters; the organization of educational events 

for promoting some universities from the point of view of the 

attractivity of study and research programs; the identification 

and mobilization of the funds for the public relations 

companies through state-private partnerships and through 

European projects. 

For the future, we shall monitor the orientation of 

conceptual approaches and researches in public relations in 

terms of higher education and towards the behavioral aspects 

resulted in the reactions of different public categories at the 

new economic and social context generated by the new 

configuration of the international educational market. We will 

notice an accentuation of the dimensions related to cultural 

values, traditions, customs, lifestyle, the affiliation to an 

economic and geographical space, the ratio between national 

and international, all these interfering with the decisions of the 

management within the universities at different hierarchic 

levels. Moreover, the universities can have many advantages in 

the public relations process by making use of the social media 

networks, by example promoting the initiatives of the 

university, by providing the public and the potential students 

information regarding the educational and research services, 

the realization of a real dialogue with the public so as to 

improve the internal processes. Starting from the multitude of 
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aspects regarding the originality of this theme, the future 

research directions can be totally or partially established into 

guiding marks which can highlight the role and the importance 

of the public relations processes at the level of the Romanian 

higher education institutions. 

 It can be noticed that in the university environment the 

image is the operational result influenced by the resources that 

the management of the institution is willing to allocate to the 

PR activities, and the intensification of the latter can have a 

consistent impact on the performance of the university in terms 

of attracted funds, number of students, research contracts or 

collaboration agreements with the private environment. 

In conclusion, we consider that the realization of the 

measures suggested here create the premise of a beneficial 

restructuring of the Romanian higher education environment, 

so as to perfect the activities of all the structures, including the 

public relations, which sustain the education and research offer 

in terms of performance. By considering the trends in public 

relations, it will be possible to accentuate their practical side 

and to substantiate the implementation bases of an innovative 

management of public relations in terms of higher education 

which will mediate the passing towards a competitive 

university. 

 



16 
 

BIBLIOGRAPHY 

 

1. A. Poole, Six Sigma – Communication's perfect role 

Strategic Communication Management, 4 (2), 2000, pp. 

34–37 

2. Aichholzer, Georg, Schmutzer, Rupert, Hochgerner, 

Josef - Bringing Public Administration Closer to the 

Citizens, Information Society Forum of the European 

Commission, WG 5: “Public administration“, Viena, 12-

13 noiembrie 1998.  

3. Albu, E. – Carta Europeană a Drepturilor Fundamentale 

– Dreptul la o bună administraţie, Revista de Drept 

Comercial nr.9/2007.  

4. Alistar, V., Popescu Slăniceanu, I. - Protocol, 

corespondenţă, secretariat în administraţia publică, 

Lumina Lex, 2001, p.50  

5. Answers.com Marketing Dictionary: Public Relations.  

6. Baker, Kathryn A. – Management Benchmark Study, 

chapter 13 Organizational Communication, Air 

University.  

7. Baskin, O.W. and C.E. Aronoff  -  Public Relations: The 

Profession and the Practice. Dubuque: W.C. Brown, 

1988, p. 191 

8. Bernays, E.L., Cutler H.W. - Engineering of consent. 

University of Oklahoma Press, 1995, p.18 



17 
 

9. Bernays, E. Public Relations. Boston, MA: Bellman 

Publishing Company,1945. 

10. Biagi S. Media/Impact: An Introduction to Mass Media. 

Chicago: Thomas Wadsworth, 2005, p.22 

11.  Black, S. - Public relations, Kraków, Oficyna 

Ekonomiczna, 2005, p.124 

12. Broom, G, Dozier, D - Using research in public relations: 

Applications to program management, Prentice Hall,  

1990, pp. 14-20. 

13. Center, A. H. and Jackson, Patrick, "Public Relations 

Practices," 5th ed., Prentice Hall,Upper Saddle, N.J., 

1995, 

14. Chiciudean I. Gestionarea imaginii în procesul 

comunicării. Bucureşti: Licorna, 2000. 

15. Christensen, T., Lægreid, P. - The Whole of Government 

Approach to Public Sector Reform.”, in Public 

Administration Review, vol.67, issue 6. 2007.  

16. Cismaru, D M – Comunicarea internă în organizaţii, 

Editura Trictonic, Bucureşti, 2008.  

17. Coman, C. - Relaţiile publice şi mass-media, Polirom, 

Iaşi, 2004.  

18. Cutlip S. M. / Allen H. Center/ Glen M. Broom, 

"Effective Public Relations," 7th Ed.,Prentice-Hall, Inc. 

A Simon and Schuster Company, Englewood Cliffs, N.J. 

07632, 1994. 

http://library.wur.nl/WebQuery/clc/555890
http://library.wur.nl/WebQuery/clc/555890


18 
 

19. Cutlip, S. – Effective Public Relations, Prentice-Hall, 

1994.  

20. Cutlip, S. M. - The Unseen Power: Public Relations. A 

History. Hillsdale, NJ: Lawrence Erlbaum Associates, 

1995. 

21. Cutlip, S. M. (1995). Public Relations History: From the 

17th to the 20th Century. Hillsdale, NJ: Lawrence 

Erlbaum Associates. D’Aprix, R. – Communicating for 

Change – Connecting the Workplace with the 

Marketplace. Jossey-Bass Publishers, San Francisco, 

1996.  

22. Cutlip, S. M. Center, A. H., & Broom, G. - Effective 

Public Relations. Englewood Cliffs, NJ: Prentice-Hall. 

2006 . 

23. Cutlip, S. M., Center, A. H., Broom, G. M. – Effective 

public relations, 7th Edition, Englewood Cliffs, Prentice 

Hall, NJ, 1994.  

24. D’Aprix, R. – Communicating for Change – Connecting 

the Workplace with the Marketplace. Jossey-Bass 

Publishers, San Francisco, 1996.  

25. Dagenais, Bernard – Le métier de relationniste, Sainte-

Foy, Les Presses de l’Université Laval, 1999.  

26. Dainton, Marianne, Zelley, Elaine – Applying 

Communication Theory for Professional Life, First 

Edition, Sage Publication, 2005.  



19 
 

27. Desanctis, Gerardine, Fulk, Janet – Shaping 

Organizational Form: Communication, Connection, and 

Community. Thousand Oaks, Sage Publications, 1999.  

28. Dozier, D - Program evaluation and the roles of 

practitioners , Public Relations Review, vol 6/nr.1/1984. 

29. Dozier, D. M. with Grunig, L. A., & Grunig, J. E. (1995). 

Manager's Guide to Excellence in Public Relations and 

Communication Management. Mahwah, NJ: Lawrence 

Erlbaum Associates. 

30. Dubois, F. – Les politiques de communication externe 

des collectivités territoriales; le cas de la Picardie, 

Universite de Lille III, Lille, 1994.  

31. Dunn, W.S. - Public Relations – A Contemporary 

Approach, Richard D. IrwinInc., 1986.  

32. Duret, G N, Valenţele leadership-ului ca factori de 

competitivitate în economia globalizată, rezumat teză 

doctorat, Galați, 2013. 

33. Dutton, William H., ed. – Information and 

Communication Technologies: Visions and Realities. 

Oxford University Press, 1996.  

34. Ebrahim, Zakareya, Irani, Zahir - E-government 

adoption: architecture and barriers, Business Process 

Management Journal, Vol. 11 No. 5, 2005.  

35. Frankental, P. - Corporate social responsibility – a RP 

invention?, în „Corporate Communications: An 

https://scholar.google.com/scholar?oi=bibs&cluster=1578928436111649439&btnI=1&hl=en
https://scholar.google.com/scholar?oi=bibs&cluster=1578928436111649439&btnI=1&hl=en


20 
 

International Journal”, Vol. 6, No. 1, Emerald, 2001, 

p.122 

36. Frohlich, R. - ‘Qualitativer Einfluß von Pressearbeit auf 

die Berichter ̈  - stattung: Die “geheime Verfuhrung” der 

Presse?’, ¨ Publizistik 37(1): 37–49 2001.   

37. Gauntlett, D Media, Gender and Identity:An 

Introduction. London: Routledge, 2002. 

38. Golin, E, Parolin, G - „Management Models for 

Corporate Social Responsibility”, Edit. Springer, 2006, 

p. 101 

39. Griese, N. L.  - Arthur W. Page: Publisher, Public 

Relations Pioneer, Patriot. Tucker, GA: Anvil, 2001. 

40. Grunig J. E, Hunt, T - Managementul Relaţiilor Publice, 

Hardcover - New Edition, 1984. 

41. Grunig J. E., Hunt T. Managing Public Relations. 

Orlando, FL: Harcourt Brace Jovanovich, 1984, 6ed., 

p.27 

42. Grunig J. E. Ghid managerial de excelenţă în PR şi 

managementul comunicării, Routledge, July 1, 1995. 

43. Grunig J. E. Organizaţiile eficiente şi excelenţa în relaţii 

publice: un studiu de managementul comunicării. 

Bucureşti, 2008. 

44. Grunig, J. E., & Grunig, L. A. - Characteristics of 

Excellent Communication. In T. A. Gillis (Ed.), The 

IABC Handbook of Organizational Communication (pp. 

3-18). San Francisco: JosseyBass, 2006. 



21 
 

45. Grunig, J. E., Grunig, L. A., & Dozier, D. M. - The 

Excellence Theory. In C. H. Botan & V. Hazleton (Eds.) 

Public Relations Theory II (pp. 21-55). Mahwah, NJ: 

Lawrence Erlbaum Associates, 2006 

46. Grunig, J.E. and T. Hunt (1984) Managing Public 

Relations. New York: Holt, Rinehart and Winston. 

47. Grunig, L. A., Grunig, J. E., & Dozier, D. M. - Excellent 

Public Relations and Effective Organizations: A study of 

communication management in three countries. 

Mahwah, NJ: Lawrence Erlbaum Associates, 2002.  

48. Hall P, - The New PR. Mount Kisco, NY: Larstan 

Publishing, 2007, p.134 

49. Hansen, A., S. Cottle, R. Negrine and C. Newbold - Mass 

Communication Research Methods. London: 

Macmillan, 1998. 

50. Henderson, D - The Case Against Corporate Social 

Responsibility, în Frank Lechner, John Boli. 2004. The 

Globalization Reader, Second Edition, Blackwell 

Publishing Ltd., 2004, p.210 

51. Hickson, M.L.; Stacks, D.W. and Padgett-Greely, M. - 

Organizational Communication in the Personal Context: 

From Interview to Retirement. Boston: Allyn and Bacon, 

1998. 

52. Holtzhausen. D Public Relations as Activism. University 

of Johannesburg Hardcover,2009 



22 
 

53. Iacob D., Cismaru D.-M. Organizaţia inteligentă. 

Bucureşti: 2003 

54. Iacob, D, Cismaru, D M – Relaţii publice. Eficienţă prin 

comunicare, Editura Comunicare, Bucureşti, 2003. 

55. Kunczick, M -  Public Relations, Konzepte und Theorien, 

Editura Böhlau, Köln, 1993, p.178 

56. Ledingham, J A, 2003, Explicating Relationship 

Management as a General Theory of Public Relations, in 

Journal of Public Relations Research, nr.2., p.180-181. 

57. L`Etang, J -  Corporate Responsability and Public 

Relations Ethics, în Public Relations, critical, 2006, 

debates and contemporary practice, LawrenceErlbaum 

Associates, 2006, p.271 

58. Lockwood, R. C., & Hadd, J. (2007). Building a brand 

in higher education: Why business practice – particularly 

brand strategies – are becoming essential in today’s 

universities. Gallup Management Journal Online, 

http://businessjournal.gallup.com/content/28081/Buildi

ng-Brand-Higher-Education.aspx 

59. Lull, J, Media, Communication, Culture: A Global 

Approach, Columbia University Press, 2000 

60. Macnamara J.R. – Evaluation of public relations. The 

Achilles heel of the professions, International public 

relations Review,  vol.15/no.4/1999, p.17-31 

61. Moss, D, DeSanto, B - Public Relations: A Managerial 

Perspective, Sage Publication, 2011. 

http://businessjournal.gallup/


23 
 

62. Mucchielli, Alex – Comunicarea în instituţii şi 

organizaţii, Editura Polirom, Bucureşti, 2008. 

63. Noble, P, Watson, T - Public relations research priorities: 

A Delphi study, Journal of Communication 

Management, 12 /2/2008. 

64. Noble, P, Watson, T, Evaluating public relations: A best 

practice guide to public relations planning, 

research and evaluation, ed. London and Philadelphia, 

1999. 

65. Pampaloni, A.M. (2010) ‘The influence of 

organizational image on college selection: What 

students seek in institutions of higher education’, 

Journal of Marketing for Higher Education, 20 (1), 19–

48 

66. Phillips, D. Online Public Relations. London: Kogan 

Page, 2001. 

67. Poole, A, Six Sigma – Communication's perfect role 

Strategic Communication Management, 4 (2), 2000, pp. 

34–37 

68. Pricopie, R - -“Relaţii Publice – Evoluţie şi perspective”, 

Editura Tritonic, Bucureşti, 2005, pg.50 

69. Rubel G. F. Everyday Public Relations for Lawyers, 

Doylestown, PA:1, ed.2007. ISBN:978-0-9801719-0-7. 

70. Rus F. Relaţii publice şi publicitate: metode de 

instrumente. Bucureşti: 2008 

71. Seitel, F.P. -  The practice of public relations, New 

Jersey, Pearson Prentice Hall, 2004, p.129 

https://www.google.com/books?hl=ro&lr=&id=4k0OCFKRlhAC&oi=fnd&pg=PP3&dq=Noble+%C8%99i+Watson++pr+(1999)&ots=L8SMWKG8wz&sig=zVRMPSMxNbuZdTTbOozHD0qhHgg
https://www.google.com/books?hl=ro&lr=&id=4k0OCFKRlhAC&oi=fnd&pg=PP3&dq=Noble+%C8%99i+Watson++pr+(1999)&ots=L8SMWKG8wz&sig=zVRMPSMxNbuZdTTbOozHD0qhHgg
https://www.google.com/books?hl=ro&lr=&id=4k0OCFKRlhAC&oi=fnd&pg=PP3&dq=Noble+%C8%99i+Watson++pr+(1999)&ots=L8SMWKG8wz&sig=zVRMPSMxNbuZdTTbOozHD0qhHgg


24 
 

72. Serb S. Relaţii publice şi comunicare. Bucureşti, 2008. 

73. Serbănică D. Relaţii Publice. Bucureşti: ASE, 2003 

74. Stacks D. W. - Primer of Public Relations Research, 2nd 

ed. New York: Guilford, 2010. 

75. Stacks, D.W.; Hickson, M.L.; and Hill, S.R. - 

Introduction to Communication Theory. Fort Worth, 

TX: Holt, Rinehart & Winston, 1992. 

76. Somerville, I, Wood, E - Business ethics, public 

relations and corporate social responsibility, în Alison 

Theaker. The public Relation Handbook, Routledge, 

New York, 2004, p.120 

77. Steyn, B. - Contribution of public relations to 

organizational strategy formulation. In Toth, E.L. (Ed.), 

The future of excellence in public relations and 

communication management. Challenges for the next 

generation. Mahwah, NJ: Lawrence Erlbaum, 2006.  

78. Stoykov L, Pacheva Valeria. Public Relations and 

Business Communication. Sofia:Ot Igla Do Konetz, 

2005 

79. Taylor, M., & Kent, M. L. - Nation building: Public 

relations theory and practice. In V. Hazelton & C. Botan 

(Eds.), Public relations theory II, Hillsdale, NJ: 

Lawrence Erlbaum Associates, 2006.  

80. Tench, R;  Yeomans L, Exploring Public Relations, 

Pearson Education Limited, London, 2006, p.172 

81. Theaker, A - The Public Relations Handbook, Third 

Edition, Routledge, London and NewYork, 2008, p.201 



25 
 

82.  Tymson C, Lazar Peter, Public Relations Manual. 

Sydney: Tymson Communications, 2006. 

83. Watson T, P. Noble, Evaluating public relations, 2nd 

ed.Kogan Page, London, 2007. 

84. Weiner, M. - Unleashing the Power of PR: A 

Contrarian’s Guide to Marketing and Communication. 

San Francisco: IABC, 2002. 

85.  Wheelen Thomas L., Hunger David J. Strategic 

management. New Jersey: Prentice Hall,2005. 

86. Whitehouse, L - Corporate Social Responsability, 

Corporate Citizenship and the Global Compact: A 

New Approach to Regulating Corporate Social Power? 

în „Global Social Policy”, Vol. 3, No. 3, SAGE, 2003. 

p. 311 

87. Wilcox D.L., G.T. Cameron, P.H. Ault, W.K. Agee, 

Public relations strategies and tactics, 7th ed. Allyn & 

Bacon Pearson Education, Boston, MA, 2005. 

88. Wilcox, D. Essentials of Public Relations. Addison-

Wesley Educational. Publishers,2001 

89.  Wilkins, S. and Huisman, J. - ‘Student evaluation of 

university image attractiveness and its impact on 

student attachment to international branch campuses’, 

Journal of Studies in International Education, 17 (5), 

607–623, 2013. 

90. Wright D.G., R. Gaunt, B. Leggetter, A. Zerfass, Global 

survey of communications measurement, Benchpoint, 

London, 2009. 

http://www.sciencedirect.com/science/article/pii/S036381111100213X#bib0330
http://www.sciencedirect.com/science/article/pii/S036381111100213X#bib0330


26 
 

91.  Wright, D.K., Practical Applications of 

Communication Theory. Presentation to the Public 

Relations Executive Forum. Chicago. May 19, 2002. 

92. Zaiţ, A – „Relaţii Publice”, Editura Sedcom Libris, Iaşi, 

2003, pg.27 

93. www.anosr.ro 

94. www.capital.ro 

95. www.communicationmonitor.eu 

96. www.easycalculation.com 

97. www.edu.ro 

98. www.uaic.ro 

99. www.ugal.ro 

100.www.unglobalcompact.org 

101.www.unitbv.ro 

102.www.univ-ovidius.ro 

103.www.uvt.ro 

104.www.zerfass.de 

 

 

http://www.anosr.ro/
http://www.capital.ro/
http://www.communicationmonitor.eu/
http://www.easycalculation.com/
http://www.edu.ro/
http://www.uaic.ro/
http://www.ugal.ro/
http://www.unglobalcompact.org/
http://www.unitbv.ro/
http://www.univ-ovidius.ro/
http://www.uvt.ro/
http://www.zerfass.de/

