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Abstract: Unlike educational activity in schools, universities from Romania and all over the world, are submitted to 
a double pressure regarding their position on the labor market. Thus, the university, through its approaches, will 
have to convince people interested in pursuing higher education on the quality it offers and on its employment 
prospects in the labor market. Also, the university is required to convince the employers, the labor market, on its 
quality as an institution and on the quality and capabilities of its graduates. 
 
 
Introduction 
 

Unlike educational activity in schools, universities from Romania and all over the world, are 
submitted to a double pressure regarding their position on the labor market. It is a pressure from graduates 
of high schools, and, generally speaking, from those seeking entry to university, and the pressure exerted 
by those who employ its graduates. 
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Chart no. 1 
 
 
Thus, the university, through its approaches, will have to convince people interested in pursuing higher 
education on the quality it offers and on its employment prospects in the labor market.  
 
Stages of educational marketing  
 

The university is required to convince the employers, the labor market, on its quality as an institution 
and on the quality and capabilities of its graduates. Educational marketing must therefore focus on several 
stages, which we believe to be six in number, namely: 

1. The contact with the high school graduate or the potential student/client of educational act. 
This is the stage where the university must proceed to: 

- a continuous information on the number of graduates from its  geographical and cultural area, the  
institution must know in detail the number of graduates, the profile of these graduates, their priorities in 
choosing to study in the future; 
- it must inform in time high school graduates  while on its educational offer and on the facilities it offers 
for young graduates; 
- the university must know that middle school tradition, in order to choose the next target of education; 
- the offer for high school graduates should include general information about the university, but also  
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information on the number of faculties and study programs that it offers, the requirements of each 
program of study; 
- the contact of  the university with the high school environment should be permanent, as a mutual 
exchange. It is not recommended for the university to enter the school area once a year, during the 
propaganda for admission; 
- students’ information can be made in the following ways: 

• direct contact; 
• advertising in the media; 
• school publications; 
• publication of a newspaper by the university itself or the establishment of other media; 
• contact "man to man" by parents, educators, etc. 

- permanent promotion of joint events with high schools. These events can be scientific sessions, 
roundtables, debates and so on; 
- explaining among young graduates the benefits of "remaining in the home city", especially in the case of  
smaller universities; 
- challenge the education market with a good image maintained by a favorable classification  in national 
and international university rankings; 
- establishment within the university management of a behavior specialized in educational marketing, 
working directly with prospective and former students. It is important for a university to work and follow 
the professional path subsequent to its former students, current graduates. Such a marketing department 
could assess the labor market permanently, providing solutions for permanent contact with the labor 
market; 
- evaluate the achievement "in production " of graduates can create a positive impact on future student, 
giving him the image of a complete education and training institution, which follows the graduate’s labor 
market insertion.  

2. The graduate’s contact with the University is the reverse, natural, process,  given that  the future 
high school graduates seek a university to meet certain standards already known. The graduate’s interest 
for the university must also be stimulated and developed so as to reach the desired final choice of higher 
education institution.  

The university and its educational marketing department should stimulate the future student’s 
attention to it. It can get to the point that students, prospective students, may be invited to:  

• visit the university to see premises and facilities; 
•  attend university lectures;  
• participate in teaching introductory courses;  
• visit with current students some of the objectives of common interest;  
• participate in joint events such as book launches, exhibitions, sport events.  
3. During stage III, the contact the University with the labor market, it needs to continuously 

and properly evaluate the following: 
- the economic potential of the geographical and cultural area in which it operates; 
- number of businesses, profiles of activities; 
- development potential of those businesses, their turnover, available markets; 
- labor market in the area under discussion must be constantly evaluated and probed by the 

marketing department of the university; 
- there should be no education policy for university development, as number of programs of study 

and field of these programs, which do not take account of potential employment of future 
graduates; 

- the University must keep in contact, through its marketing department of education, with other 
institutions specialized in the management of labor in the area,  ie the direction of labor and social 
protection, unemployment office, prefecture, town hall, the county council and others; 

- the University should undertake surveys,  demographic and sociological studies on the economic 
and social condition of the community to which it belongs. Diagnosis of this area must be 
accurate and in time, so that the educational offer be adapted to these requirements;  

- insertion of graduates in the working environment is a mandatory criterion to ensure referential 
belief that it " takes stock " and that its purposes are achieved routinely and continuously; 
- with a good knowledge of economic and social environment, the university demonstrates its 
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concern for its continuous support to its educational product that is the specialist integrated on the 
labor market; 

- the University should avoid, through its marketing department, taking a decision in counterpoint 
or a decision undesirable to economic environment in which it operates; 

- such a decision, invalidated by the external environment can lead to huge, unnecessary expenses, 
with schooling and education of people "refused" by the social and economic environment; 

- the University can develop partnerships with operators in the area, involving: 
ü Financing by businesses of study programs or scholarships for a number of students; 
ü Compiling study programs according to the requirement of larger businesses as  dynamic, 

turnover and employment potential; 
ü Conducting joint activities: sports conferences, making contact. 

 4. During the fourth stage, that seeks to promote a permanent connection of the University to 
the economic and business environment, the last one will be encouraged to know the work of the 
University. Partnerships conducting training courses, keeping contact with graduates are useful. The 
interest of labor market for  the university will be permanently preserved and cultivated by the marketing 
department of the university. 
 5. During stage V and VI, the young high school graduate will proceed to his own assessment of 
the labor market and the economic environment.  This step is not taken directly by the University, but it 
can still be influenced by the university through a correct management of stages 1, 2, 3, 4.  
 In designing educational marketing policy, the University must take into account that it is the 
provider of complex services, the educational services.   
 According to Philip Kotler, “the service is any activity that offers a part of it to others, being in  
general intangible and whose result does not imply ownership of a material good" (Toca I., 2002)  
 In this context, educational service offered by universities, has several features, namely (Toca I., 
2002): intangibility, inseparability, variability and perishability. Educational marketing should take 
account of these features, highlight them without falsifying facts or actions within the University. Any 
action of this kind would involve expenditure from the misinformed and waivers that may affect the 
image and prestige of the university. 
 With time, the university must strengthen what we call educational marketing policy, ie that set of 
principles, priorities for action and bodies designed to put you in contact with the outside world, with the 
economic, social and political environment. A proper community assessment and delivery of a 
educational product to the community, that is a well-trained graduate, must be the goal of marketing 
policy and of the university, in general. 
 Obviously, the marketing policy will be supported by: 

-‐ rules, regulations, decisions; 
-‐ projects and projections on the inner state of the university; 
-‐ projections on the external environment the university; 
-‐ institutions and persons, experts called to lead this marketing policy. 

 "Substantiation of marketing policy is a complex process that must reflect the interests of the 
labor beneficiary, supplemented by the labor  holder, the correlation between macro and micro levels of  
educational activity, decisional autonomy of the various levels of the educational process" (Toca I., 
2002). 
 The marketing policy of the university must take into account the contact with the outside 
environment, the laws and the general educational policy promoted by the ministry in promoting the 
institution. This is a major goal, so that the institution should not be surprised by the educational market 
movements. Also marketing policy should take into account the position of the other competing 
universities, acting in its geographical, administrative and cultural area. For this purpose, the marketing 
department will advocate for: 
 - a strong customization of the  institution;  
 - different study programs that take into consideration the teaching personnel and the needs of 
proximate economic environment;  
 - llicensing and accreditation of particular, rare study programs to customize the university in 
national educational and cultural space;  
 - in relation to other universities,  facilities and advantages offered by the university should be 
considered;  
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 - these features, facilities and advantages will be highlighted even for larger geographical 
distances to university or even in the entire academic education when counting on an eventual success.  
 Educational marketing department must stand beside the university to achieve its specialization 
around one or two very strong programs of study / specializations, primer to the university, that make it to 
be sought from any corner of the country and even from abroad. 

 Requirements to be sought by the educational marketing in universities are related to (Toca I., 
2002): 

 - market dynamics. Educational marketing must take into account that any market is dynamic and 
changes may occur, sometimes very fast, in the context dictated by the economic, social and political 
activity; 
 - market structure. Also, sometimes the market can have a uniform structure, sometimes it takes 
the form of heterogeneity. Any study of the market, whether we consider the high school graduates or 
graduates from universities, must take into account this dynamic and variability; 
 - market changes; 
 - rising market requirements in terms of complexity of economic, technological and real 
information life. In this context, educational marketing department will counsel the heads of the 
university to initiate a reform and to continuously adapt learning programs and university curricula; 
 - the competitive level. Educational marketing department will have to hold and store information 
about competing universities in order to correctly orient the university management on actions and 
concrete ways of attracting students and maintaining a competitive climate control, in favor of the 
university. 
 Summarizing the Romanian academic environment, through the organization of educational 
marketing in universities, Ioan Ţocu shows that we are dealing with a "neglect of training specialists for 
the services sector in the current orientation of education, a lack of marketing structures in education, 
manifested at various levels of the educational system in determining educational marketing policy; 
educational reform does not address this issue; the design of educational process is not in good agreement 
with the requirements of businesses; private education has not brought any change in this area; superficial 
treatment of other secondary tasks in the educational process; need to organize some marketing  
structures" (Grigorut C., 2007) 
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