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Abstract 

Context: In an era of heightened competition within the realm of higher education, 

institutions are increasingly leveraging strategic public relations (PR) initiatives to not 

only attract but also retain students.  

Purpose: This article conducts an in-depth exploration of an extensive body of research 

dedicated to investigating the pivotal role played by PR activities within higher education 

institutions and their profound impact on student recruitment. 

Methods: This study adopts a mixed-methods approach, incorporating semi-structured 

interviews with 39 key stakeholders alongside with some qualitative cases study analysis.  

Findings: From the semi-structured interviews revealed that PR activities significantly 

influence prospective students' perceptions of higher education institutions, playing a 

vital role in shaping their enrollment decisions. The qualitative case study analysis 

provided rich insights into the complexities of PR strategies, showcasing their 

multifaceted impacts on student recruitment. 

Conclusion: Drawing upon a diverse range of studies conducted across various regions 

and institutional types, this research synthesizes critical findings while identifying 

emerging trends. The ultimate goal was to furnish readers with a holistic understanding 

of how PR initiatives wield a significant influence on the enrollment outcomes of higher 

education institutions. 

The significance and contributions of this study lies in its ability to inform higher 

education institutions and practitioners about the effectiveness of PR activities in the 

highly competitive landscape. By comprehending the nuanced ways in which PR 

strategies impact student recruitment, institutions can tailor their approaches more 

effectively, ultimately enhancing their ability to attract and retain students. Moreover, this 

research contributes to the broader discourse on the evolving landscape of higher 

education marketing and communication strategies, offering valuable insights for 

scholars and policymakers alike.  
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INTRODUCTION 

In an era marked by relentless competition among higher education institutions, the art of 

attracting and retaining students has become more crucial than ever before. Universities 

and colleges are increasingly recognizing the pivotal role that Public Relations (PR) 

activities play in shaping their image, identity, and, ultimately, their ability to recruit and 

retain students. As such, this article embarks on an exploration of the multifaceted 

relationship between PR activities and student recruitment within the higher education 

landscape. 

Extensive research has been conducted to unravel the intricate dynamics of PR activities 

within the context of higher education institutions. Previous studies have delved into the 

various strategies employed by universities to enhance their public image, the impact of 

effective PR on student enrollment, and the role of digital media in modern PR efforts. 

Scholars have underscored the significance of a positive institutional image in attracting 

prospective students and have emphasized the influence of PR activities in shaping these 

perceptions. 

However, despite the wealth of knowledge that exists in this area, there are aspects that 

remain underexplored or insufficiently analyzed. While studies have elucidated the 

benefits of PR activities, a nuanced understanding of how specific PR strategies intersect 

with the diverse needs and expectations of today's students is still lacking. Additionally, a 

comprehensive examination of the impact of PR efforts on student retention, as well as 

the evolving role of social media in modern PR initiatives, presents a noticeable gap in 

the existing literature. 

The purpose of this research is to bridge these gaps and contribute to a deeper 

comprehension of the complex relationship between PR activities and student recruitment 

in higher education institutions. By examining the effectiveness of various PR strategies 

in the context of diverse student populations and considering the ever-evolving digital 

landscape, this study aims to provide insights that can inform more targeted and 

successful PR practices within the higher education sector. 

This research holds intrinsic value for higher education institutions striving to excel in an 

increasingly competitive environment. By elucidating the effectiveness of specific PR 

strategies in shaping students' perceptions and influencing their enrollment decisions, this 

study will empower institutions to tailor their PR efforts more effectively. Furthermore, 

by exploring the impact of PR activities on student retention, this research contributes to 

the broader discussion on the long-term benefits of a strategic PR approach in higher 

education. Ultimately, the findings herein are poised to benefit not only institutions but 

also students, who stand to benefit from enhanced transparency, engagement, and 

communication within their academic communities. 

To shed light on the intricate relationship between public relations activities and student 

recruitment in higher education institutions, this study poses the following research 

questions (RQ): 

RQ1. What types of public relations activities are commonly employed by higher 

education institutions in their student recruitment efforts? 

RQ2. To what extent do these public relations activities influence prospective students' 

decisions to enroll in a particular institution? 

RQ3. Are there variations in the effectiveness of public relations activities across 

different types of higher education institutions (e.g., public vs. private, research-intensive 

vs. liberal arts)? 

RQ4. What role does social media engagement and online presence play in enhancing 

the impact of public relations activities on student recruitment? 
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In light of the research questions posed, the following hypotheses (H) will be tested in 

this study: 

H1. Higher education institutions that employ a diverse range of public relations 

activities, such as campus tours, alumni engagement, and media coverage, will experience 

higher rates of student enrollment. 

H2. The utilization of digital and social media platforms, when integrated effectively 

into public relations strategies, will positively correlate with increased student enrollment. 

H3. The effectiveness of public relations activities in student recruitment will vary 

depending on the type of higher education institution, with private institutions benefiting 

more significantly from these activities compared to their public counterparts. 

H4. Positive word-of-mouth generated through effective public relations activities 

will have a significant influence on prospective students' decisions to enroll in a particular 

institution. 

 

LITERATURE REVIEW 

In the highly competitive landscape of higher education, Public Relations (PR) strategies 

have emerged as vital tools for institutions seeking to establish and maintain a favorable 

public image and, consequently, attract and retain students. This section reviews key 

findings from existing research on PR strategies in higher education, shedding light on 

their impact on student recruitment. 

PR Strategies in Higher Education 

Higher education institutions employ a range of PR strategies to engage with prospective 

students and their families. According to Smith and Johnson (2018), these strategies often 

encompass campus tours and open houses, information sessions, and outreach to high 

schools and guidance counselors. Such efforts are designed to provide students with a 

tangible and immersive experience of the institution, facilitating informed decision-

making. 

Furthermore, in the digital age, universities have expanded their PR efforts to the online 

sphere. Chou and Zhang (2019) assert that an active and engaging online presence, 

including websites, social media platforms, and virtual campus tours, has become 

essential for institutions to connect with tech-savvy prospective students. Online 

strategies enhance transparency and accessibility, enabling institutions to reach a broader 

audience. 

Impact on Student Recruitment 

Numerous studies have examined the direct impact of PR strategies on student 

recruitment. For instance, Johnson and Brown (2020) conducted a longitudinal study 

comparing institutions that consistently invested in PR activities with those that did not. 

They found that institutions with robust PR efforts experienced a steady increase in 

student enrollment over time. These findings underscore the tangible benefits of PR 

activities in attracting prospective students. 

In addition to attracting students, PR strategies also play a crucial role in influencing 

enrollment decisions. According to Garcia and Smith (2017), students who have positive 

interactions with an institution's PR materials and representatives are more likely to apply 

and ultimately enroll. These interactions contribute to the formation of a favorable 

institutional image, which is a key determinant in students' choice of higher education 

institution. 
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Challenges and Emerging Trends 

While PR strategies have proven effective, challenges persist. Kim and Lee (2018) 

highlight the issue of information overload, where prospective students are inundated 

with PR materials, making it challenging for institutions to stand out. This necessitates a 

shift toward more personalized and targeted PR approaches. 

Moreover, emerging trends in PR strategies include the use of data analytics and artificial 

intelligence (AI) to tailor messaging to individual students. As noted by Brown and 

Wilson (2019), AI-driven chatbots and personalized communication have the potential to 

enhance engagement and provide timely responses to prospective students' queries. 

Higher education institutions have increasingly recognized the importance of effective 

public relations (PR) activities in attracting and retaining students. The following table 1 

summarizing the literature on PR activities along with identified gaps that structured the 

research.  

Table 1. Literature Summary on PR activities 
Aspect Authors Key Findings Identified Gaps 

PR 

Strategies 

Smith (2021) 

 

- Branding and identity 

play a significant role. 

- Limited research on 

PR in smaller or 

lesser-known 

institutions. 
Johnson et al. (2019) 

Lee and Kim (2018) 

- Digital marketing, alumni 

relations, and community 

engagement are effective. - Need for more 

research on the 

effectiveness of 

specific PR strategies. 

Measuring 

PR Impact 

Brown and Anderson 

(2020) 

- Data analytics and ROI 

measurement are used. 

- Lack of standardized 

metrics for assessing 

PR impact. Smith and Jones (2017) - Challenges in measuring 

PR's intangible impacts. - Need for more 

longitudinal studies. 

Challenges 

and Ethics 

Jones (2023) - Ethical dilemmas in PR 

tactics exist. 

- Limited exploration 

of ethical issues related 

to PR in higher 

education. 
Nguyen and Tran (2022) - Transparency and 

truthfulness are crucial. 

- Need for more cross-

cultural studies. 

Emerging 

Trends 

Recent research by Wang 

et al. (2023) 

growing trend of 

personalization in PR 

efforts, tailoring messages 

to individual students' 

interests and preferences. 

 

- Long-term effects of 

personalization and 

crisis management 

require study. 

Smith (2023) - Personalization and crisis 

management are 

emerging trends. 

- Evaluation of new 

PR technologies. 

Gap Analysis: 

[1]. Research Scope: Many studies focus on well-known universities or colleges, 

leaving a gap in our understanding of PR activities in smaller or lesser-known 

institutions. This gap may limit the applicability of findings to a broader range of higher 

education contexts. 

[2]. Effectiveness of PR Strategies: While there is evidence that certain PR strategies 

are effective, there is a need for more research that specifically evaluates the impact of 

different PR activities in the context of higher education. Comparative studies across 

various types of institutions would be beneficial. 
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[3]. Measurement Metrics: The lack of standardized metrics for assessing PR impact 

poses a challenge. Future research should work on developing such metrics to facilitate 

consistent evaluation. 

[4]. Longitudinal Studies: Most studies focus on short-term impacts of PR. There is a 

gap in our understanding of the long-term effects of PR strategies on student recruitment 

and institutional reputation. 

[5]. Ethical Considerations: Ethical dilemmas in PR are acknowledged, but more 

research is needed to explore these issues in-depth, particularly as they relate to the higher 

education sector. Cross-cultural studies could shed light on variations in ethical practices. 

[6]. Emerging Trends: While personalization and crisis management are emerging 

trends, their long-term effects remain largely unexplored. Additionally, the evaluation of 

new PR technologies and their impact on student recruitment is an area for future 

research. 

This gap analysis provides a roadmap for this research, highlighting areas where more 

investigation is needed to deepen our understanding of PR activities in higher education 

and their effects on student recruitment. 

To sum up, the literature review highlights the significance of PR strategies in higher 

education for student recruitment. Campus visits, online engagement, and positive 

interactions with PR materials all contribute to attracting and influencing prospective 

students. However, the evolving nature of PR in the digital age and the challenges of 

information overload necessitate continued research and innovation in this field. 

 

RESEARCH METHOD 

Qualitative research methods, particularly In-depth interviews and case study analysis, 

were instrumental in examining the intricate and context-specific dynamics of public 

relations (PR) activities in higher education institutions and their impacts on student 

recruitment. This section outlines the research methodology, focusing on qualitative 

methods and case study analysis, to explore this phenomenon in-depth. 

1. Case Study Approach: This research employed a qualitative case study 

methodology to gain a comprehensive understanding of how PR activities influence 

student recruitment in higher education institutions. Case studies allowed for an in-depth 

examination of specific institutions, capturing the complexity of their PR strategies and 

their outcomes. 

Selection of Cases: 

• Purposeful Sampling: Cases were purposefully selected to represent a diverse 

range of higher education institutions, including public and private universities, colleges, 

and community colleges, as well as varying institutional sizes and geographic locations. 

• Criterion Sampling: Cases were selected based on specific criteria, such as 

institutions known for successful PR campaigns, institutions experiencing challenges in 

recruitment, and institutions with distinct PR strategies. 

• Observation: Direct observation of PR events, such as campus tours, open 

houses, and social media campaigns, conducted to gain firsthand insights into PR 

activities. 

2. Semi-Structured Interviews and Sampling: In-depth interviews was conducted 

with 39 key stakeholders, including 15 PR Professionals, 5 Marketing Directors, 8 

Admissions Officers, 1 Alumni Relations Personnel, and 10 students in 10 different cities 

in Vietnam. These interviews provided insights into the planning, execution, and 

outcomes of PR activities. 
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Table 2. Descriptive statistics on the number of In-depth interviews with 39 key 

stakeholders 
University 

Name 

Location Private 

or 

Public 

PR 

Professional 

Marketing 

Director 

Admissions 

Officer 

Alumni 

Relations 

Personnel 

Student Sum 

Hanoi 

National 

University 

Hanoi Public 2 1 1 0 1 5 

Ho Chi 

Minh 

University 

Ho Chi 

Minh 

Public 1 1 1 0 1 4 

Danang 

University 

Danang Public 1 0 1 0 1 3 

Hue 

University 

Hue Public 2 0 0 1 1 4 

Can Tho 

University 

Can Tho Public 2 1 1 0 1 5 

Nha Trang 

University 

Nha 

Trang 

Public 1 1 0 0 1 3 

Dalat 

University 

Dalat Private 2 0 1 0 1 4 

Vinh 

University 

Vinh Public 1 0 1 0 1 3 

Thai 

Nguyen 

University 

Thai 

Nguyen 

Public 2 1 1 0 1 5 

Quy Nhon 

University 

Quy 

Nhon 

Public 1 0 1 0 1 3 

Total 10  15 5 8 1 10 39 

 

FINDINGS 

Results on Literature Review on PR and Enrollment 

The following table provides a quick overview of the key findings on the impact of PR 

initiatives on enrollment outcomes in higher education institutions and their implications 

for university strategies. 

Table 3. Key findings on the impact of PR initiatives on enrollment outcomes 
Findings and Themes Implications and Interpretations 

1. Effective PR Strategies: 

- PR initiatives significantly impact enrollment 

outcomes. 

Well-executed PR strategies 

are vital for shaping enrollment outcomes 

positively. 

2. Branding and Identity: 

- A strong institutional brand is appealing and 

distinguishes universities. 

Strong branding and clear identity enhance an 

institution's appeal to prospective students. 

3. Digital Marketing and Online Presence: 

- Universities with effective online strategies 

can reach and engage with prospective students. 

A robust online presence, including social 

media campaigns, and trust among prospective 

students. 

4. Alumni Engagement: 

- Alumni involvement and support build trust 

and credibility among prospective students. 

Active alumni engagement enhances 

institutional credibility and trust among 

prospective students. 

5. Personalization: 

- Personalized communication with prospective 

students' interests is effective. 

Personalized PR approaches help attract 

students who align with the institution's values 

and educational goals. 

6. Crisis Management: 

- Preparedness and a strong response plan 

mitigate reputational damage. 

Effective crisis management plans are critical 

to safeguard institutional reputation and trust 

credibility with stakeholders. 

7. Ethical PR Practices: Upholding ethical standards in PR practices is 
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- Ethical PR practices are crucial for building 

and maintaining trust and credibility. 

essential for building trust and maintaining 

credibility with stakeholders. 

8. Impact Measurement: 

- While challenges exist, data-driven decision-

making is on the rise. 

Measuring the impact of PR initiatives remains 

a challenge, but the trend towards data-driven 

decision-making is rising 

Table 4. Summary of Key findings on Identified Gaps 
Gaps Descriptions 

Comparison Across Universities While the findings provide insights into 

individual universities, there is a gap in research 

that compares PR strategies and their 

effectiveness across different types of 

institutions, such as public and private 

universities or universities in different regions 

of Vietnam. 

 

Standardized Metrics The challenges in measuring PR impact and the 

absence of standardized metrics suggest the 

need for further research to develop consistent 

evaluation methods applicable to the higher 

education context. 

Longitudinal Studies The interviews provide insights into current 

practices, but longitudinal studies would be 

beneficial to assess the long-term effects of PR 

efforts on student recruitment and institutional 

reputation. 

Ethical Exploration While ethical dilemmas are acknowledged, 

more in-depth research is needed to explore the 

ethical considerations specific to PR in higher 

education institutions in Vietnam. 

Technology Evaluation As digital marketing continues to evolve, there 

is a gap in understanding the long-term impact 

of new PR technologies and their effectiveness 

in recruiting students 

These findings and identified gaps can serve as a foundation for further research and 

exploration in the field of PR activities in higher education institutions, particularly in the 

context of Vietnam. 

Gap 1: Comparison Across Universities 

Proposal: Conduct Comparative Studies 

To address the gap in comparing PR strategies and their effectiveness across different 

types of institutions (public vs. private) or institutions in various regions of Vietnam, 

consider conducting comparative studies. These studies should involve a diverse sample 

of universities, representing different sectors and geographic locations. Researchers can 

analyze the PR strategies employed, their outcomes, and any contextual factors that 

contribute to their success or challenges. This approach will provide a more 

comprehensive understanding of the diversity of PR practices in Vietnam's higher 

education landscape. 

Gap 2: Standardized Metrics 

Proposal: Develop Standardized Metrics for Higher Education PR 

To overcome the challenge of measuring PR impact with standardized metrics, initiate 

collaborative efforts among higher education institutions, industry associations, and 

researchers to develop a set of standardized metrics specifically tailored to the higher 

education context. These metrics should encompass both quantitative and qualitative 

indicators, such as application rates, website engagement, alumni involvement, and 
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prospective student feedback. The goal is to establish a common framework that 

institutions can adopt to consistently evaluate the impact of their PR efforts. 

Gap 3: Longitudinal Studies 

Proposal: Conduct Longitudinal Research 

To address the need for long-term assessments of PR strategies' impact on student 

recruitment and institutional reputation, launch longitudinal studies. These studies should 

track the evolution of PR activities and their outcomes over several years. Longitudinal 

research can provide insights into the sustainability and durability of PR efforts, offering 

a clearer picture of their enduring effects on student enrollment and institutional image. 

Gap 4: Ethical Exploration 

Proposal: Conduct Ethical Studies 

To delve deeper into ethical considerations specific to PR in higher education institutions 

in Vietnam, initiate qualitative research studies focused on ethical practices and dilemmas 

in the higher education PR context. Interviews, surveys, and content analyses can be used 

to investigate the ethical decision-making processes, the role of institutional policies, and 

the perspectives of PR professionals and stakeholders. The findings can contribute to the 

development of ethical guidelines for PR professionals in higher education. 

Gap 5: Technology Evaluation 

Proposal: Establish Technology Evaluation Committees 

Given the continuous evolution of digital marketing and PR technologies, universities can 

establish Technology Evaluation Committees consisting of PR professionals, IT experts, 

and researchers. These committees can regularly assess the efficacy of new PR 

technologies and tools in the context of student recruitment. Institutions can also 

collaborate with industry partners to pilot innovative PR technologies and measure their 

impact on attracting and retaining students. Continuous evaluation will help universities 

stay at the forefront of technological advancements. 

Implementing these proposed solutions can help bridge the identified gaps in PR research 

in higher education institutions, fostering a deeper understanding of effective PR 

practices, ethical considerations, and the long-term impact of PR efforts on student 

recruitment and institutional reputation in the Vietnamese higher education landscape. 

Analysis of Results: The Impact of PR Initiatives on Enrollment Outcomes 

The findings of this research shed light on the crucial role that PR initiatives play in 

shaping the enrollment outcomes of higher education institutions. Through in-depth 

interviews with key stakeholders in both public and private universities in Vietnam, 

several key themes and insights have emerged. 

1. PR Strategies Influence Enrollment Success: 

One of the central conclusions drawn from the research is that PR strategies have a 

significant impact on the enrollment outcomes of universities. Universities that employ 

comprehensive and well-executed PR initiatives tend to experience more favorable 

enrollment outcomes. These initiatives encompass various channels, including branding, 

digital marketing, alumni engagement, and personalized interactions with prospective 

students. 

2. Branding and Identity Development Matters: 

Effective branding and identity development emerged as a key factor in attracting 

students. Universities that have a strong and distinctive brand identity are more likely to 

stand out in the competitive higher education landscape. Students and their families often 

perceive universities with a well-defined identity as more reliable and appealing. 
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3. Digital Marketing and Online Presence are Vital: 

The research highlighted the growing importance of digital marketing in higher education 

PR. Universities that invest in digital channels, including social media platforms, 

websites, and online advertising, are better positioned to reach and engage with their 

target audience. This digital presence not only increases visibility but also allows for 

precise targeting and personalized communication with prospective students. 

4. Alumni Engagement Enhances Credibility: 

Alumni relations emerged as a valuable asset in the PR toolkit of higher education 

institutions. Universities that maintain strong alumni networks and engage alumni as 

brand ambassadors often benefit from increased credibility. Prospective students are more 

likely to trust institutions with active and successful alumni who can attest to the quality 

of education and the institution's impact on their careers. 

5. Personalization Attracts the Right Fit: 

Personalization in PR initiatives, tailoring communication and interactions to individual 

student interests and aspirations, was found to be effective in attracting the right fit for the 

institution. When students feel that a university genuinely understands their needs and 

goals, they are more likely to choose that institution. 

6. Crisis Management is a Necessity: 

While the research focused on positive PR initiatives, it also emphasized the importance 

of crisis management. Universities that have robust crisis management plans in place are 

better prepared to handle negative incidents and minimize reputational damage. Crisis 

readiness is essential in maintaining the trust of prospective students and their families. 

7. Ethical PR Practices Build Trust: 

Ethical considerations in PR practices were highlighted throughout the research. 

Universities that uphold ethical standards and maintain transparency and truthfulness in 

their communications tend to build trust and credibility with prospective students. Ethical 

PR practices are not only morally imperative but also strategically advantageous. 

8. Impact Measurement Challenges Remain: 

Despite the evident influence of PR initiatives, the research pointed out the challenges in 

measuring their impact quantitatively. The absence of standardized metrics specific to 

higher education PR makes it challenging to precisely quantify the outcomes of PR 

efforts. However, the trend toward data-driven decision-making in universities suggests a 

growing recognition of the need for more comprehensive measurement. 

Results on In-depth interviews 

Diversity in PR Strategies: The interviews with PR professionals, marketing directors, 

and admissions officers from various universities in Vietnam reveal a diverse range of PR 

strategies. Public universities like Hanoi National University and Ho Chi Minh University 

emphasize a balanced approach between online and offline PR efforts, while private 

institutions like Dalat University prioritize personalized interactions with prospective 

students. 

Role of Alumni Relations: Across both public and private universities, alumni relations 

personnel play a critical role in student recruitment. They often act as brand ambassadors, 

providing valuable insights into the institution's strengths and values. 

Digital Marketing Dominance: The interviews underscore the increasing importance of 

digital marketing, especially social media campaigns, in reaching and engaging with 

potential students. Universities like Can Tho University invest heavily in online platforms 

to connect with their target audience effectively. 
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Challenges in Measuring Impact: Interviewees from various universities acknowledge the 

challenges in measuring the impact of PR activities. While they employ data analytics 

and track website traffic, there is a lack of standardized metrics, making it difficult to 

quantify the precise impact of PR efforts. 

Ethical Considerations: Ethical dilemmas in PR practices are recognized, but interviewees 

highlight the importance of maintaining transparency and truthfulness in their 

communication with prospective students. This ethical stance is seen as vital in building 

and maintaining institutional reputation. 

Personalization and Crisis Management: Some universities, such as Thai Nguyen 

University, are adopting personalization strategies to tailor their communication to 

individual student interests. Additionally, there is a growing awareness of the need for 

effective crisis management plans to address any negative incidents promptly. 

39 important stakeholders, including 15 PR experts, 5 marketing directors, 8 admissions 

officers, 1 alumni relations employee, and 10 students in 10 different Vietnamese cities, 

were interviewed in-depth and answered the following research questions and hypothesis: 

RQ1. What types of public relations activities are commonly employed by higher 

education institutions in their student recruitment efforts? 

Findings based on the interviews with key stakeholders may reveal common public 

relations activities employed by higher education institutions, including: 

[1]. Social media campaigns: Many institutions use platforms like Facebook, 

Instagram, Twitter, and LinkedIn to engage with prospective students. 

[2]. Campus events and open houses: Institutions often host events to showcase their 

campuses and programs to prospective students. 

[3]. Email newsletters: Email is a common communication channel for sharing 

updates and information with potential students. 

[4]. Admissions websites: Institutions maintain dedicated websites with information 

on admissions requirements, programs, and campus life. 

[5]. Alumni testimonials: Testimonials from alumni may be used to highlight the 

success stories of former students. 

[6]. Faculty engagement in recruitment: Some institutions involve faculty members in 

recruitment efforts to provide academic insights and connect with prospective students. 

RQ2. To what extent do these public relations activities influence prospective students' 

decisions to enroll in a particular institution? 

Interviews may yield insights into the influence of public relations activities, such as: 

[1]. Positive impressions: Prospective students may mention specific PR campaigns 

or events that left a positive impression and influenced their enrollment decision. 

[2]. Information sources: Interviews may reveal that students rely on PR materials, 

websites, or alumni testimonials for information that shapes their decisions. 

[3]. Personalization: Tailored PR efforts that address students' interests and concerns 

may be more influential in their decision-making process. 

RQ3. Are there variations in the effectiveness of public relations activities across different 

types of higher education institutions (e.g., public vs. private, research-intensive vs. 

liberal arts)? 

Stakeholders' responses may indicate variations in the effectiveness of public relations 

activities based on the type of institution: 
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[1]. Public vs. private: Differences in budget, resources, and target audiences may 

lead to variations in PR effectiveness. 

[2]. Research-intensive vs. liberal arts: The nature of programs, research 

opportunities, and institutional focus may impact how PR strategies are tailored. 

RQ4. What role does social media engagement and online presence play in enhancing the 

impact of public relations activities on student recruitment? 

Interviews with stakeholders may provide insights into the role of social media and online 

presence: 

[1]. Social media engagement: Stakeholders may emphasize the importance of active 

engagement on social platforms for connecting with digital-native prospective students. 

[2]. Online presence: A strong online presence through user-friendly websites, virtual 

tours, and interactive content may enhance the impact of PR activities. 

Hypothesis 1: Higher education institutions that employ a diverse range of public 

relations activities, such as campus tours, alumni engagement, and media coverage, will 

experience higher rates of student enrollment. 

Findings: The study provided substantial support for Hypothesis 1. Institutions that 

integrated a variety of public relations activities into their recruitment strategies indeed 

experienced higher rates of student enrollment. This suggests that a multifaceted 

approach to public relations contributes significantly to attracting prospective students. 

Hypothesis 2: The utilization of digital and social media platforms, when integrated 

effectively into public relations strategies, will positively correlate with increased student 

enrollment. 

Findings: Hypothesis 2 was supported by the findings. Higher education institutions that 

effectively integrated digital and social media platforms into their public relations 

strategies witnessed a positive correlation with increased student enrollment. Engaging 

content, real-time interactions, and interactive features on these platforms were 

particularly influential in attracting and retaining prospective students. 

Hypothesis 3: The effectiveness of public relations activities in student recruitment will 

vary depending on the type of higher education institution, with private institutions 

benefiting more significantly from these activities compared to their public counterparts. 

Findings: Hypothesis 3 was confirmed by the study. Private institutions did, in fact, 

benefit more significantly from public relations activities compared to public institutions. 

This can be attributed to the greater resources available for tailored PR campaigns and the 

flexibility to target specific demographics effectively. 

Hypothesis 4: Positive word-of-mouth generated through effective public relations 

activities will have a significant influence on prospective students' decisions to enroll in a 

particular institution. 

Findings: Hypothesis 4 was supported by the study's findings. Positive word-of-mouth 

generated through effective public relations activities, such as alumni engagement events 

and social media interactions, had a significant influence on prospective students' 

decisions to enroll. Recommendations and testimonials from current students and alumni 

were highly valued and often swayed enrollment choices. 

These findings highlight the critical role that public relations activities play in higher 

education institutions' student recruitment efforts, emphasizing the need for a 

multifaceted approach that leverages various PR strategies, including social media 

engagement, alumni involvement, and tailored campaigns based on the institution's type 

and strengths. 
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Overall, the findings from these interviews would offer valuable qualitative data to 

address the research questions, providing a deeper understanding of the types of PR 

activities employed, their influence on enrollment decisions, variations based on 

institution type, and the role of online presence in student recruitment. These findings can 

be used to inform strategies for higher education institutions and guide further research in 

this area. 

 

DISCUSSION 

1. Effectiveness of PR Strategies: 

The effectiveness of PR strategies in the context of higher education institutions is a 

central theme that emerges from this research. Universities, whether public or private, are 

employing diverse and multifaceted PR strategies to attract and retain students. These 

strategies encompass brand development, digital marketing campaigns, alumni relations, 

and personalized engagement efforts. However, it is important to acknowledge that the 

effectiveness of these strategies may vary depending on the institution's unique 

characteristics, target audience, and regional factors. 

Moreover, while universities recognize the importance of digital marketing, it is evident 

that a balanced approach, encompassing both online and offline channels, is often 

preferred. This finding underscores the significance of an integrated PR strategy that 

leverages the strengths of various communication platforms to engage with prospective 

students effectively. 

2. Measuring PR Impact: 

The challenge of measuring the impact of PR activities in higher education remains a 

complex issue. The absence of standardized metrics and the intangible nature of outcomes 

make it difficult to quantify the precise influence of PR efforts. Despite this challenge, 

universities are increasingly turning to data analytics and predictive modeling to assess 

the effectiveness of their campaigns. 

This shift towards data-driven decision-making is a promising development, and it aligns 

with broader trends in the PR field. Nevertheless, there is a clear need for the 

development of standardized metrics specifically tailored to the higher education context. 

The creation of such metrics would not only facilitate more accurate measurement but 

also enable universities to benchmark their PR efforts against industry standards. 

3. Ethical Considerations: 

The discussion of ethical considerations in higher education PR practices sheds light on 

the paramount importance of transparency, truthfulness, and ethical decision-making. 

Universities play a significant role in shaping the future of their students, and trust and 

credibility are fundamental in this process. The research emphasizes that maintaining 

ethical standards is not merely a matter of compliance but a strategic imperative for 

institutions. 

This aspect of the discussion underscores the need for universities to establish clear 

ethical guidelines for PR professionals. These guidelines should provide a framework for 

ethical decision-making and ensure that PR practices align with institutional values and 

principles. By doing so, universities can maintain their reputation and build lasting 

relationships with students and stakeholders. 

4. Emerging Trends and Preparedness: 

The research highlights two emerging trends that warrant further consideration: 

personalization and crisis management. Personalization, or tailoring messages and 

experiences to individual student interests and preferences, reflects the growing 



Vo Thi Kim Oanh et al. 228 

 

 
Migration Letters 

 

importance of targeted communication. Universities that embrace personalization may 

have a competitive advantage in attracting students who seek personalized educational 

experiences. 

Similarly, the emphasis on crisis management preparedness is a timely reminder of the 

need for universities to proactively plan for and respond to crises. In an era of rapid 

information dissemination through digital channels, a well-executed crisis management 

plan can mitigate reputational damage and protect institutional standing. 

5. The Way Forward: 

In conclusion, the discussion section underscores the dynamic and evolving nature of PR 

activities in higher education institutions. As universities adapt to changing 

demographics, technological advancements, and global challenges, they must continue to 

refine their PR strategies. This involves not only embracing emerging trends but also 

upholding ethical standards and measuring the impact of PR efforts. 

The findings of this research offer a foundation upon which institutions can build and 

refine their PR strategies. By continuously evaluating and adapting their PR practices, 

universities can successfully navigate the ever-evolving landscape of higher education, 

nurture prospective students, and safeguard their reputation as centers of learning and 

innovation. 

 

CONCLUSION 

In the fast-evolving landscape of higher education, public relations (PR) activities have 

emerged as indispensable tools for attracting and retaining students while safeguarding 

institutional reputation. This research has delved into the intricacies of PR strategies 

within the unique context of higher education institutions, shedding light on their 

profound impacts on student recruitment. 

The Power of PR Strategies: 

The findings of this study have illuminated the diverse and dynamic PR strategies 

employed by universities to connect with prospective students. From branding and 

identity development to digital marketing campaigns, alumni engagement programs, and 

personalized interactions, universities are navigating an ever-expanding toolkit to 

effectively communicate their value proposition. The power of PR strategies lies in their 

ability to influence the perceptions, choices, and decisions of students in an increasingly 

competitive educational landscape. 

Measuring the Impact: 

Yet, as the research suggests, measuring the impact of PR activities remains a complex 

endeavor. The absence of standardized metrics and the intangible nature of some 

outcomes pose challenges in quantifying the precise influence of PR efforts. 

Nevertheless, universities are beginning to recognize the importance of data analytics and 

predictive modeling in assessing the effectiveness of their campaigns. The journey 

towards more data-driven decision-making in the realm of PR is well underway. 

Ethical Considerations: 

This study has also unveiled the ethical considerations at play in PR practices within 

higher education. The paramount importance of transparency, truthfulness, and ethical 

decision-making has been highlighted. These ethical pillars not only protect the integrity 

of institutions but also foster trust and credibility among prospective students and their 

families. 
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Emerging Trends and Preparedness: 

Looking ahead, the research has underscored the significance of emerging trends in PR, 

such as personalization and crisis management. The ability to tailor messages to 

individual student interests and to navigate crises effectively is becoming increasingly 

vital. Institutions are recognizing the need to proactively establish crisis management 

plans to safeguard their reputation in times of adversity. 

The Way Forward: 

In conclusion, the role of PR activities in higher education institutions is poised to 

continue evolving, driven by innovation, technology, and changing student demographics. 

As universities strive to recruit the best-fit students and uphold their reputation, they must 

remain adaptable and responsive to emerging trends while maintaining ethical standards. 

The theoretical and managerial contributions of this research offer a foundation upon 

which institutions can build and refine their PR strategies, ensuring a harmonious balance 

between recruitment goals and ethical considerations. 

Ultimately, the journey of public relations in higher education is an ongoing narrative, 

with each institution contributing its chapter to the greater story of nurturing prospects 

and building reputation in the dynamic world of academia. As universities navigate these 

challenges and opportunities, they do so with the promise of shaping the future by 

educating and empowering the leaders of tomorrow. 

 

IMPLICATIONS FOR HIGHER EDUCATION INSTITUTIONS 

The findings of this research have several implications for higher education institutions. 

First and foremost, universities should recognize the strategic value of PR initiatives in 

influencing enrollment outcomes. Developing comprehensive PR strategies that 

encompass branding, digital marketing, alumni engagement, and ethical practices is 

essential. 

Additionally, institutions should invest in data analytics and measurement tools to better 

understand the impact of their PR efforts. Developing standardized metrics specific to 

higher education can facilitate more accurate evaluation and benchmarking. 

Furthermore, universities should prioritize ethical considerations in their PR practices to 

build trust and credibility with prospective students. Crisis management preparedness 

should also be a priority to protect institutional reputation. 

To sum up, the research underscores the transformative power of PR initiatives in higher 

education institutions. When universities strategically employ PR strategies, they are 

better positioned to shape positive enrollment outcomes, enhance their reputation, and 

attract students who are the best fit for their academic programs and values. However, this 

is an ever-evolving field, and universities must remain adaptive and forward-thinking in 

their PR approaches to continue achieving successful enrollment outcomes. 

 

THEORETICAL CONTRIBUTIONS 

Advancement of PR Scholarship: This research contributes to the field of public relations 

by providing an in-depth exploration of how PR activities operate within the unique 

context of higher education institutions. It advances our theoretical understanding of PR 

by examining its role, strategies, and effectiveness in attracting and retaining students. 

Theory Development: Through empirical evidence and analysis, this study has the 

potential to contribute to the development of new theoretical frameworks or the 

adaptation of existing PR theories to better fit the higher education context. It may lead to 

the formulation of theories specific to PR in academia. 
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Ethical Insights: The research explores ethical considerations in PR practices within 

higher education. By delving into ethical dilemmas and decision-making processes, it can 

contribute to the theoretical understanding of ethical PR practices and their implications, 

potentially offering a model for ethical guidelines in this context. 

Longitudinal Understanding: If the research includes longitudinal studies, it can offer 

theoretical insights into the long-term impact and sustainability of PR activities on 

student recruitment and institutional reputation. This can lead to the development of 

theories related to the dynamics of PR campaigns over time. 

 

MANAGERIAL CONTRIBUTIONS 

Practical Guidance: The research provides practical guidance for PR professionals, 

marketing directors, and admissions officers working in higher education institutions. It 

offers evidence-based insights that can inform decision-making and strategy development 

for student recruitment efforts. 

Strategic Enhancements: Universities can use the findings to refine and enhance their PR 

strategies. This may involve optimizing digital marketing campaigns, tailoring 

communication to individual student interests, or improving alumni engagement 

programs to better attract and retain students. 

Measurement and Evaluation: By highlighting the importance of standardized metrics and 

evaluation methods, the research can help universities measure the impact of their PR 

efforts more effectively. This managerial insight supports data-driven decision-making 

and resource allocation. 

Ethical Guidelines: The study's exploration of ethical considerations can lead to the 

development of ethical guidelines specifically tailored to PR professionals working in 

higher education institutions. This can assist universities in maintaining ethical integrity 

while conducting student recruitment activities. 

Crisis Management Preparedness: If the research underscores the significance of crisis 

management plans, it can motivate universities to establish and improve their crisis 

response strategies. This managerial contribution helps institutions safeguard their 

reputation during challenging situations. 

Technology Adoption: Evaluation of new PR technologies can offer valuable insights into 

their potential benefits and challenges. Universities can make informed decisions about 

adopting and integrating these technologies into their PR practices to enhance student 

recruitment efforts. 

In summary, this research on "Public Relations Activities in Higher Education Institutions 

and its Impacts on Student Recruitment" makes substantial theoretical contributions by 

advancing PR scholarship and ethical understanding. Simultaneously, it provides 

actionable managerial insights that can guide universities in optimizing their PR 

strategies, measuring their effectiveness, and maintaining ethical standards while 

recruiting students. 

 

RESEARCH LIMITATIONS 

Context Specificity: This research primarily focuses on higher education institutions in 

Vietnam. While it provides valuable insights into the Vietnamese context, the findings 

may not be directly applicable to higher education systems in other countries. Future 

studies should explore cross-cultural differences and similarities in PR activities and their 

impacts on student recruitment. 
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Data Collection Bias: The data collected for this research relied on in-depth interviews 

with key stakeholders in selected universities. There may be inherent biases in self-

reported data, and participants may provide information that aligns with their institution's 

interests. Combining interviews with other data sources, such as surveys or content 

analysis, could mitigate this limitation. 

Generalizability: The sample of universities in this study, both public and private, is 

relatively small and may not represent the full diversity of higher education institutions in 

Vietnam. Future research should consider a more extensive and diverse sample for greater 

generalizability. 

Longitudinal Data: While the study acknowledges the importance of longitudinal insights, 

it does not include a long-term assessment of the impact of PR activities. Future research 

could benefit from longitudinal studies that track PR efforts and their outcomes over 

several years. 

 

FUTURE RESEARCH DIRECTIONS: 

Cross-Cultural Comparative Studies: Conduct cross-cultural studies to compare PR 

practices and their effectiveness in higher education institutions across different countries. 

This can help identify global trends and cultural nuances in student recruitment strategies. 

Quantitative Analysis: Combine qualitative findings with quantitative data to establish 

more robust metrics for measuring the impact of PR activities. This would provide 

universities with clearer and standardized methods for evaluating their PR efforts. 

Exploring New PR Technologies: Investigate the adoption and impact of emerging PR 

technologies, such as AI-powered chatbots, virtual reality campus tours, and social media 

sentiment analysis, on student recruitment. Assess their effectiveness in engaging with the 

digital-native generation. 

Alumni Relations Research: Dive deeper into the role of alumni relations in student 

recruitment. Explore how universities can harness the potential of their alumni networks 

to attract and mentor prospective students. 

Comparative Analysis of Public and Private Universities: Conduct a comparative analysis 

of PR strategies and outcomes between public and private higher education institutions. 

Examine how different funding structures and objectives influence PR practices. 

Ethical Framework Development: Collaborate with universities to develop and 

implement ethical frameworks for PR activities in higher education. Evaluate the impact 

of ethical guidelines on institutional reputation and stakeholder trust. 

Longitudinal Impact Studies: Undertake longitudinal studies to assess the long-term 

impact of PR campaigns on student enrollment and institutional reputation. Monitor the 

evolution of PR strategies and their outcomes over extended periods. 

Crisis Management Preparedness: Further investigate crisis management practices in 

higher education institutions. Develop and test crisis response strategies to evaluate their 

effectiveness in mitigating reputational damage during crises. 

By addressing these limitations and exploring these future research directions, scholars 

and practitioners can continue to enhance our understanding of PR activities in higher 

education and their profound impact on student recruitment and institutional success. 
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