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In conditii de intensificare a concurentei,
crestere a costurilor §i reducere cu ritmuri rapi-
de a numarului de studenti, universitdtile din
Republica Moldova se confrunta cu dificultati in
promovarea ofertelor educationale si atragerea de
Studenti, incercind sa gaseasca cele mai bune
modalitati de a imbunatdti si dezvolta imaginea §i
reputatia institutionald, a spori notorietatea $i
cresterea atractivitditii programelor de studii. In
aceste conditii problema strategiilor, politicilor i
tacticilor de marketing devine tot mai actuald si de
interes major pentru universitdati, iar o strategie
adecvata de marketing le poate oferi succesul
viitor pe o piatd din ce in ce mai concurentiald a
Invatamantului superior.

Totodata, cercetarile efectuate ne permit sa
constatam ca marketingul ramdne a fi unul dintre
domeniile deseori ignorate de universitati, iar folosi-
rea canalelor digitale de marketing devine o nece-
sitate pentru orice strategie de marketing universitar.
Strategiile de marketing online pot influenta pozitiv
atitudinea potentialilor studenti prin prezentarea
punctelor forte de care dispune, a elementelor prin
care se diferentiaza de concCurenti, contribuind astfel
la imbunatdtirea imaginii instituziei si la cresterea
atractivitatii pretendentilor la studii.

Cuvinte-cheie: universitate, marketing, mar-
keting universitar, marketing online, strategii de
marketing, imagine, atractivitate.

JEL: M30, M31.

Introducere

Fenomenul globalizarii, digitalizarea cu rit-
muri rapide a tuturor domeniilor de activitate
sociald si economicd, reclama ralierea proceselor
educationale din Republica Moldova la particula-
ritatile si tendintele de dezvoltare a Invatdmantului
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The universities in the Republic of Moldova
face difficulties in promoting educational offers
and attracting students, trying to find the best ways
to interact with target audiences to improve and
develop the institutional image and reputation,
increasing notoriety, the attractiveness of study
programs and stimulating enrolment under the
conditions of intensifying competition, increasing
costs and rapidly decreasing student numbers.
Therefore, the issue of marketing strategies, poli-
cies and tactics becomes increasingly topical and
of major interest to universities, moreover, an
appropriate marketing strategy can provide them
with future success in an increasingly competitive
higher education market.

At the same time, the studies conducted
allow us to find that marketing remains one of the
fields often ignored by universities, while the use of
digital marketing channels become a necessity for
any university marketing strategy. Online mar-
keting strategies can positively influence the re-
views among potential students by presenting its
strengths, the characteristics that differentiates it
from competitors, thus contributing to improving
the image of the university and increasing the
attractiveness for study applicants.

Keywords: university, marketing, university
marketing, online marketing, marketing strategies,
image, attractiveness.

JEL: M30, M31.

Introduction

The phenomenon of globalization, the fast-
paced digitization of all areas of social and eco-
nomic activity calls for the alignment of the
educational processes in the Republic of Moldova
with the particularities and development trends of
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superior la nivel mondial, european si regional,
accentul 1n dezvoltarea universitatilor fiind pus pe
calitate, competitivitate si atractivitate.

Printre problemele principale cu care se con-
frunta universitatile din Republica Moldova putem
mentiona, In primul rand, scdderea dramatica a
numarului de studenti la toate programele, formele
de invatamant si ciclurile de studii. Reducerea
numarului de studenti este cauzati atat de factorul
demografic, de migratia masiva, cat si de plecarea
unui numar foarte mare de absolventi din invata-
mantul preuniversitar, dar si a ciclului de licenta
din universitati, la studii peste hotarele Republicii
Moldova si, in primul rand, in Romania, unde pot
beneficia de studii gratuite, burse mai mari, dar si
absolvire, in statele europene si in alte state ale
lumii. De mentionat si dezvoltarea cu ritmuri ra-
pide a invatamantului la distantd, in mod deosebit,
incepand cu perioada pandemiei de COVID-19,
devenind, astfel, accesibile orice programe de stu-
dii la universititile din afara Republicii Moldova,
si, de cele mai multe ori, la preturi accesibile.
Potrivit unor studii, piata globald de e-learning, la
nivel mondial, va atinge o valoare de 458 de miliarde
de dolari pana 1n 2026, determinatad fiind, In mare
parte, de cresterea numarului de utilizatori de Internet
si de accesul tot mai mare la serviciile de Internet n
banda larga si telefoane mobile cu acces la retea [1].

In conditii de intensificare a concurentei,
crestere a costurilor si reducere cu ritmuri rapide a
numarului de studenti, universitatile se confrunta
cu dificultati in promovarea ofertelor educationale
si atragerea de studenti, incercand sa gaseasca cele
mai bune modalititi de a interactiona cu publicul
tintd pentru imbunatatirea si dezvoltarea imaginii
si reputatiei institutionale, sporirea notorietatii, cres-
terea atractivitatii programelor de studii si stimu-
larea inscrierii la studii. Universitatile trebuie sa-si
adapteze intreaga activitate la schimbarile inter-
venite pe piata serviciilor de invatamant superior. In
acest context, este important ca administratiile
institutiilor de invatamant superior sa congtientizeze
importanta implementarii marketingului in activi-
tatile desfasurate, iar problema strategiilor, poli-
ticilor si tacticilor de marketing sa devina tot mai
actuald si de interes major pentru universitati. O
strategie adecvata de marketing le poate oferi uni-
versitdtilor performante superioare fatd de con-
curenti, imbunatatirea imaginii si cresterea noto-
rietatii, avantaje competitive pe o piatd din ce in ce
mai concurentiald a iInvatdmantului superior.

Metode de cercetare aplicate

Rezultatele cercetdrii expuse in prezentul
articol au fost obtinute prin utilizarea unor metode

higher education at the regional, European, and
global levels, the emphasis in university deve-
lopment being placed on quality, competitiveness,
and attractiveness.

Among the main challenges faced by the
universities of the Republic of Moldova, we can
mention, first, the dramatic decrease in the number
of students in all programs, modes of study and
study cycles. This decrease in number is caused
both by the demographic factor — the massive mi-
gration and the departure of a considerable number
of graduates from pre-university education. It also
affected the undergraduate cycle from univer-
sities to study abroad beginning with the closest
neighbours, Romania, where they can benefit from
free studies, scholarships, and greater employment
opportunities after graduation in European coun-
tries and in other countries of the world. It is also
worth mentioning the rapid development of dis-
tance education, especially since the period of the
COVID-19 pandemic, thus making any study pro-
grams at universities abroad accessible, and most
of the time at affordable prices. According to stu-
dies, the global e-learning market worldwide will
reach a value of USD 458 billion by 2026, driven
by the increase in the number of Internet users and
the increasing access to broadband Internet and
mobile phones with network access [1].

Under the conditions of intensifying compe-
tition, increasing costs and rapidly decreasing
number of students, universities are facing diffi-
culties in promoting educational offers and attrac-
ting students, thus, trying to find the best ways to
interact with target audiences to improve and
develop the institutional image and reputation,
increase the notoriety and the attractiveness of
study programs, as well as encourage and stimulate
study enrolment. Universities must adapt their
entire activity to the changes in the higher edu-
cation market. In this regard, it is important for
higher education institutions management to be
aware of the importance of implementing mar-
keting in their activities, as the issue of marketing
strategies, policies and tactics is becoming increa-
singly topical and of major interest to higher
education institutions. Choosing an appropriate
marketing strategy can help universities achieve
greater performance, improved image and increa-
sed notoriety, as well as competitive advanta-
ges in an increasingly competitive higher educa-
tion market.

Applied research methods

The research results presented in this article
were obtained by means of various traditional
research methods, such as investigation, systema-
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traditionale de cercetare, precum investigarea, sis-
tematizarea si analiza complexa a literaturii stiinti-
fice, atat teoretice, cat si aplicative, in format tradi-
tional, dar si sub forma de publicatii electronice, in
domeniul marketingului, digitalizarii, evolutiei teh-
nologiilor digitale, instrumentelor de marketing
activitatea institutiilor de invatimant superior. De
asemenea, au fost analizate documente oficiale
nationale si internationale privind tendintele prin-
cipale in invatimantul superior. In situatia in care, in
literatura de specialitate exista o diversitate mare de
abordari si interpretari referitoare la subiectele cer-
cetate, s-a efectuat o analizd complexa si sistemica a
acestora, sistematizarea si confruntarea diferitor
opinii, analiza comparativd a diferitor opinii, ana-
liza detaliatd a planurilor strategice (strategiilor) de
dezvoltare a universitatilor din Republica Moldova
si a instrumentelor de marketing incorporate in
acestea, iar aplicarea deductiei analitice a permis
expunerea unei viziuni proprii a autorilor asupra
unor subiecte ce tin de strategii, tactici, canale,
tehnici si instrumente de marketing universitar
online, formularea unor concluzii si recomandari.

Rezultate si discutii

De rand cu domeniile de aplicare, precum
sanatatea, cultura, medicina, sportul, mediul incon-
jurdtor etc., marketingul educational face parte din
marketingul social. Chiar daca au caracteristici co-
mari de adaptare, caracter abstract, cost ridicat si
impact puternic asupra viitorului celor care consuma
aceste produse [2], fiecare din domeniile indicate isi
are specificul sdu in aplicarea conceptului de
marketing. Scopul marketingului educational este de
a implementa diverse strategii de marketing in
vederea promovarii continutului educational valoros
pentru pretendentii la studii, studenti, profesori si
alte persoane interesate, de a supravietui si a se dez-
volta in conditii de concurenta tot mai acerba.

Marketingul educational nu trebuie confun-
dat cu marketingul bazat pe educatie. Marketingul
bazat pe educatie este specific activitatilor comer-
ciale, de business, si implica educarea potentialilor
clienti, pentru a stabili incredere in randul acestora.
Marketingul educational cuprinde toate activitatile
de marketing din sectorul educatiei: gradinite,
scoli, licee, colegii, universitéti etc.

In lumea digitald de astizi strategiile tradi-
tionale de marketing nu mai sunt la fel de eficiente
ca fnainte. Universititile trebuie sa foloseasca
instrumente de marketing online, de inteligentd
artificiala, pentru a se adresa publicului tintd ntr-un
mod mai eficient si mai eficace, prin posibilitatea de
a ajunge la un numar mare de potentiali studenti,
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tization and complex analysis of scientific litera-
ture, both theoretical and applied, in traditional
format, as well as e-publications, in the field of
marketing, digitization, evolution of digital techno-
logies, digital marketing tools and the possibilities
of using them in the activity of higher education
institutions, some official national and international
documents regarding the main trends in higher
education. In the situation of a great diversity of
approaches and interpretations regarding the
researched subjects in literature, we carried out a
complex and systemic analysis, and confronted
different opinions, thus providing a comparative
analysis, as well as a detailed analysis of strategic
plans (strategies) for universities development in
the Republic of Moldova and their marketing tools
used. Furthermore, the use of analytical deduction,
as research method, allowed the authors to for-
mulate their own visions on topics related to online
university marketing strategies, tactics, channels,
techniques, and tools, and also, to formulate con-
clusions and recommendations.

Results and discussions

Along with the applicable fields, such as
health, culture, medicine, sports, environment etc.,
educational marketing is part of social marketing.
Even if they have common characteristics, such
as high intangibility, high adaptability, abstract
character, excessive cost, and strong impact on the
future of those who consume these products
[2], each of the indicated fields has its own spe-
cificity in the application of the marketing concept.
The purpose of educational marketing is to imple-
ment various marketing strategies in order to
promote valuable educational content to study
aspirants, students, teachers, and other interested
parties in order to survive and thrive in increa-
singly fierce competition.

Educational marketing should not be con-
fused with education-based marketing. Marketing
based on education is specific to commercial and
business activities and involves educating potential
customers to establish some trust among them.
Educational marketing includes all marketing
activities in the education sector: kindergartens,
schools, high schools, colleges, universities, etc.

In today’s digital world, traditional mar-
keting strategies are no longer as effective as they
used to be. Universities need to use online mar-
keting tools, artificial intelligence if they want
to address the target audience in a more effi-
cient and effective way, by being able to address
a large number of potential students, without
geogra-phical boundaries and at low costs. Online
marketing is primarily used to help prospective
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fara limite geografice si cu taxe reduse. Marketingul
online se utilizeaza, in primul rand, pentru a ajuta
viitorii studenti sd faca alegerea corecta, atunci cand
decid unde sa mearga la studii, dar si pentru a spori
notorietatea propriului brand, pentru ca institutiile
sd-si prezinte punctele forte de care dispun, ele-
mentele prin care se diferentiaza de concurenti etc.,
iar drept consecintd, sd-si consolideze imaginea si
sd-i stimuleze pe tineri sa se Inscrie la studii.

De mentionat si faptul, cd datoritd dezvol-
tarii cu ritmuri foarte rapide a digitalizarii, practica
in domeniul marketingului digital a mers naintea
abordarilor academice si stiintifice, ceea ce pro-
voaca mai multe discutii referitoare la utilizarea
corectd sau mai putin corectd a unor termeni prin
care se identifica aspecte diferite ale marketingului
digital, cum ar fi canale de marketing, instrumente,
tactici si strategii de marketing etc. [3], inclusiv cu
referintd la marketingul universitar. Cu toate
acestea, in dependenta de potentialul uman, dar si de
alte resurse disponibile, de segmentul tinta la care se
adreseaza, pentru a-si atinge obiectivele propuse, si,
in primul rnd, pentru promovarea propriilor oferte
educationale si atragerea de studenti, la general, sau
a celor mai buni absolventi din invatimantul
preuniversitar, in particular, universitatile pot opta
pentru diferite strategii, tactici, canale, tehnici si
instrumente de marketing online, printre cele mai
importante numarandu-se urmatoarele:

1. Pagina web a universitatii

Site-ul institutional reprezintd un canal efi-
cient de transmitere a informatiilor, de stabilire a
relatiilor cu clientii, partenerii, publicul larg, dar si
de prezentare a ofertei educationale. Pentru a atrage
atentia vizitatorilor, site-ul trebuie sd se incarce
rapid, sa aiba un design reusit, texte usor de citit,
actualizare in permanentd, sa inspire incredere,
functionare usoara, sa fie vizibil pentru motoarele de
cautare, sa corespunda intereselor si nevoilor
utilizatorilor. Opiniile vizitatorilor despre site-ul
universitatii, sistemul de navigare etc., influenteaza
imaginea perceputd a universitatii si capacitatea de a
atrage potentiali studenti. Site-ul web trebuie si fie
optimizat si compatibil cu dispozitivele mobile,
oferind informatii despre ceea ce reprezintd uni-
versitatea, oferta acesteia cu referinta la programe de
studii, cursuri, servicii suplimentare (cantina, club
sportiv, activitati extracurriculare), intrebari frec-
vente cu continuturi de raspunsuri, valorile oferite
de universitate, modelele practicate de organizare a
studiilor (cu prezenta fizica, fard frecventa, online,
la distantad, in forma mixtd), diverse materiale
educationale, tururi virtuale, povesti de succes ale
fostilor studenti etc. Prezenta functiei de chat-live
sau roboti de chat oferd posibilitatea de a raspunde

students make the right choice when making
the decision where to study, to increase their
brand awareness and notoriety, to highlight their
strengths, what makes them different from their
competitors, and consequently to strengthen the
image and encourage young people to apply and
enrol for studies.

It should also be mentioned that due to the
very rapid development of digitalization, the
practice in the field of digital marketing has fore-
gone academic and scientific approaches, which
generates more discussions regarding the correct or
less correct use of terms that identify different
aspects of digital marketing, such as marketing
channels, tools, marketing tactics and strategies,
etc. [3], including with reference to university
marketing. However, taking into consideration the
human potential, but also the other available
resources, the target audience they address, in
order to achieve their set objectives, and primarily
for the promotion of their own educational offers
and the attraction of students generally, or of the
best graduates from pre-university education, in
particular, universities can opt for different online
marketing strategies, tactics, channels, techni-
ques and tools. Among the most important we can
enumerate the following:

1. University web page

The institutional website is an effective
channel for transmitting information, establishing
relationships with clients, partners, the public,
but also for presenting educational offers. To
attract the attention of visitors, the site must load
quickly, have a user-friendly design, easy-to-read
texts, constantly updated, inspire confidence, be
visible to search engines, meet users interests
and needs. Visitors’ opinions about the university
website, navigation system, etc. influence the per-
ceived image of the university and the ability to
attract potential students. The website must be
optimized and compatible with mobile devices,
providing information about what the university
stands for, the university’s offer with reference to
study programs, courses, additional services (can-
teen, sports club, extracurricular activities), fre-
quently asked questions with answer contents, the
values offered by the university, the practiced
models of study organization (with physical pre-
sence, part-time attendance, online, distance, in
mixed form), various educational materials, virtual
tours, success stories of former students, etc. The
presence of a chat-live, or chat bot gives the
possibility to provide instant answers to visitors’
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la intrebarile vizitatorilor. Pentru multe persoane
site-ul creeazd prima impresie despre universitate si
imaginea acesteia. Se estimeaza ca in anul 2027
numarul utilizatorilor de smartphone-uri din intreaga
lume va ajunge la 7,7 miliarde, ceea ce ii conferd o
importantd In continud crestere, In marketingul
educational [1].

Calitatea unui site depinde de un sir de fac-
tori de context si de continut [4, pp.139-140].

Astfel, factorii de context tin de usurinta
utilizarii site-ului (se incarca repede, prima pagina
este usor de iInteles, se poate naviga usor, paginile
se deschid repede) si de atractivitatea fizicd a
acestuia (paginile aratd ordonat si nu au un
continut prea incarcat, forma si marimea literelor
sunt lizibile online, site-ul combina in mod placut
culorile si sunetele).

Continutul site-urilor trebuie sa fie intere-
sant, util, s se schimbe in permanenta si sa fie
astfel conceput, incat clientii sd doreasca sa le
viziteze repetat. Pentru aceasta, informatiile plasate
trebuie sa fie detaliate si conectate la site-uri
inrudite sau ale universititilor — partenere, infor-
matia trebuie sd prezinte interes si sa fie actualizata
continuu. De asemenea, este binevenitd organi-
zarea unor concursuri, prezenta unor jocuri etc.

Un site web trebuie si reprezinte un brand
clar si memorabil, rapid, prietenos cu dispozitive
mobile si usor de utilizat.

In vederea elaboririi unor site-uri de cali-
tate, de regula, se apeleazd la specialisti in pro-
iectarea acestora. Periodic, site-urile trebuie sa fie
reevaluate cu referintd la atractivitatea si utilitatea
acestora, iar o sursd importantd de imbunatétire o
reprezintd atat parerile utilizatorilor referitoare la
ceea ce le place si ce nu le place, cu referinta la
site, cat si inaintarea de catre acestia a unor
propuneri si sugestii de imbunatatire.

2. Marketingul prin E-mail (posta elec-
tronici)

Marketingul prin e-mail este unul dintre pri-
mele si cele mai cunoscute canale de marketing
online, oferind posibilitatea unei comunicari bidi-
rectionate att intre institutii, cat si intre institutii si
clientii actuali si potentiali ai acestora, si se refera la
procesul de trimitere a mesajelor, in scop de infor-
mare, catre un anumit public. E-mailurile pot sa
contind informatii despre: oferta educationala,
serviciile prestate de universitate; buletine infor-
mative; evenimentele curente si de perspectiva
organizate in cadrul universitatii; zilele usilor des-
chise; oferte personalizate; experiente (povesti) de
succes ale fostilor studenti; opinii, recenzii, OpOrtu-
nitati de reduceri de preturi; programe noi de studii,
activitati extracurriculare in cadrul universitatii etc.
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questions. For many people, the website gives the
first impression of the university and its image. It is
estimated that by the year 2027, the number of
smartphone users at the worldwide level will reach
7.7 billion, which gives it increasing importance in
educational marketing [1].

The quality of a site depends on a series of
context and content factors [4, pp.139-140].

Thus, the context factors relate to the ease
of use of the site (it loads quickly, the first page
is easy to understand, it is easy to navigate and
the pages open quickly) and its attractiveness
(the pages look tidy and are not overloaded with
content, the shape and size of the letters make
them readable, the site nicely combines colours and
sounds).

The content of the websites must be inte-
resting, useful, constantly changing and designed
so that customers want to visit them repeatedly.
For this, the information must be detailed and with
links to related sites or of partner universities, the
information must be of interest and be conti-
nuously updated. Also, the organization of con-
tests, the presence of games, etc. is appreciated.

A website should represent a clear and me-
morable brand, fast, mobile-friendly, and easy
to use.

In order to develop quality websites, pro-
fessionals are usually called upon to design them.
Periodically sites must be re-evaluated with refe-
rence to their attractiveness and usefulness, and an
important source of improvement is the users’
opinions regarding their likes and dislikes, pro-
posals, and improvement suggestions.

2. Marketing by E-mail (electronic mail)

E-mail marketing is one of the first and most
well-known online marketing channels, offering
the possibility of two-way communication both
between institutions and between institutions and
their current and potential customers. It refers
to the process of sending messages with infor-
mative purpose to a specific target audience. E-
mails may contain information about the following:
educational offer, services provided by the uni-
versity; newsletters; university current and future
events organized within it, information about open
days; personalized offers; successful experiences
(stories) of former students; opinions, reviews,
discount opportunities; new study programs, extra-
curricular activities within the university. Among
the most frequent questions of candidates who
intend to enter the university are the provision of
accommodation in student dormitories, living con-
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Printre cele mai frecvente intrebari ale candidatilor
care intentioneaza sa intre la universitate se numara
si asigurarea cu locuri de cazare in caminele stu-
dentesti, conditiile de trai, taxa de cazare, echipa-
mentele accesibile, sélile de curs si dotdrile acestora,
oportunitdti de Invatare, activitatile extracurriculare.
E-mailurile pot influenta pretendentii la studii
sa faca urmatorul pas in luarea deciziei.

Studentii isi aleg universitatea si reiesind din
modul in care acestea comunica online. Iata de ce,
pentru a avea succes, continutul mesajului trebuie
sd fie relevant, interesant, concis si clar.

Este firesc cd, pentru folosirea postei elec-
tronice, universitdtile au nevoie de baze de date cu
adresele de e-mail ale potentialilor destinatari.
Acestea pot fi obtinute prin solicitarea unei inre-
gistrari, inainte de intrarea pe site, sau prin achi-
zitionarea unor liste cu adrese de e-mail de la
companii care le pot comercializa in cadrul pietei.
Unele universitati folosesc toate celelalte canale de
online marketing pentru a adauga clienti potentiali
in listele lor de e-mail.

Marketingul prin posta electronicd se con-
siderd a fi o modalitate rapidd de comunicare cu
clientii actuali si potentiali si mai ieftind in com-
paratie cu alte instrumente de marketing online.
Totodatd, acest canal de comunicare poate fi per-
ceput de cétre destinatari ca unul deranjant, motiv
pentru care este necesar acordul utilizatorilor de a
continua comunicarea. La fel, nu toatd audienta
acceptd deschiderea mesajelor receptionate prin
intermediul postei electronice.

3. Publicitatea online

Publicitatea afisatd online tine de prezen-
tarea de mesaje si idei promotionale catre un
anumit public targetat pe Internet. Mediul online
oferd mai multe optiuni de publicitate, amplasata
pe portaluri specializate, prin care este posibil de
crescut traficul online, notorietatea universitatii, a
programelor de studii etc. Anunturile publicitare,
de reguld, sunt platite. Se estimeaza ca, cheltuielile
pentru publicitate digitala la nivel mondial, vor
ajunge la peste 700 de miliarde de dolari pana in
anul 2025 [1]. Cel mai mare avantaj, oferit de
publicitatea digitala, in comparatie cu publicitatea
traditionald, tine de directionarea precisa, bazatd pe
criterii demografice, geografice, interese, modele
comportamentale etc., cu efecte pozitive asupra
numarului de clicuri.

Mesajele publicitare online pot avea diferite
forme, precum [5, pp. 112-124]:

— Bannere publicitare online, bannere
statice, sub formad de imagini, animate, interactive
(prin folosirea tehnologiei ,,rich media”), extensive,
video-banere etc. De reguld, universitatile platesc taxe

ditions, accommodation tax, accessible equipment,
lecture halls and their facilities, learning oppor-
tunities, extracurricular activities, etc. E-mails can
influence study applicants to take the next step in
deciding.

Students also choose their university based
on how they communicate online. That is why,
in order to be successful, the content of the
message must be relevant, interesting, concise, and
easy to understand.

It is obvious that to use electronic mail, uni-
versities need databases with the e-mail addresses
of potential recipients. These can be obtained
by requesting a registration prior to entering the
site or by purchasing lists of e-mail addresses
from companies that can trade them within the
marketplace. Some universities use all other
online marketing channels to add leads to their
e-mail lists.

E-mail marketing is considered to be a quick
and cheaper way to communicate with current and
potential customers, compared to other online
marketing tools. At the same time, this commu-
nication channel can be perceived by the recipients
as disturbing, which is why user consent is
necessary for further communication. Likewise,
not all audiences are open to reading messages
received via email.

3. Online Advertising

Online displayed advertising refers to the
presentation of promotional messages and ideas to
the targeted audience on the Internet. The online
environment offers advertising options placed on
specialized portals through which it is possible to
increase online traffic, the notoriety of the uni-
versity, study programs, etc. Advertisements are
usually paid. Worldwide digital advertising spen-
ding is expected to reach over USD700 billion by
2025 [1]. The greatest advantage offered by digital
advertising compared to traditional advertising is
precise targeting based on demographics, geo-
graphy, interests, behavioural patterns, etc., with
positive effects on click-through rates.

Online advertising messages can take diffe-
rent forms, such as [5, pp. 112-124]:

— Online advertising banners, static ban-
ners, in the form of images, animated, interactive
(using “rich media” technology), extensive, video-
banners. Universities typically pay fees to websites
to host their banner ads;

— Interstitials — textual, graphic, video,
and other advertising messages that appear in the
time interval between leaving a web page and
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site-urilor pentru ca acestea sa le gazduiasca
reclamele-banner;

— Interstitialele — sunt mesaje publicitare
textuale, grafice, sub forma de materiale video etc.,
care apar in intervalul de timp dintre parasirea unei
pagini web si Incarcarea alteia, sau in momentul
trecerii de la o paginad la alta a unui site;

— Publicitatea plutitoare (,,floating ads”) —
este publicitatea care apare, in mod continuu
deasupra paginii vizitate, fiind sub forma unor
obiecte zburatoare (,,flying ads), sub forma de
cursoare publicitare (urméaresc miscarea cursorului)
sau butoanele publicitare (,,scrolling ads” — mesaje
care nu dispar din pagind odatd cu navigarea in
josul ei, coborand odatd cu imaginea). Acestea pot
sd contind sigla unei universitati sau ofertele
educationale ale acesteia;

— Advertorialele — reprezintd un format de
mesaj in forma unui editorial (articole de fond in
ziare, reviste), fard a specifica clar ca este vorba de
un editorial sponsorizat, considerandu-se ca exprima
punctul de vedere oficial al conducerii redactiei;

— Formate speciale de publicitate, precum
publicitatea pe harti (,,map add” — este un element
de tip grafic sau text, care apare, ca urmare a cauta-
rii unor cuvinte cheie, a unei locatii pe hartile elec-
tronice, de exemplu, pe Google Maps); publicitatea
de tip fundal (Wallpaper Ad) — aceasta schimba
fundalul paginii web vizualizate, iar mesajul
promotional se Insereaza automat pe acest fondal.

4. Marketingul in mediile sociale (Social
Media Marketing — SMM)

Retelele sociale sunt folosite, zilnic, de un
numar in crestere continud de utilizatori, In scopuri
de informare si retin atentia pentru o perioada
semnificativa de timp. In cazul marketingului uni-
versitar, tinerii reprezintd publicul tinta, iar majo-
ritatea tinerilor, dar si péarintii acestora, prefera
astazi retelele sociale si petrec mult timp online.
Se considera cd, in prezent, in lume existd aproxi-
mativ 4,59 miliarde de utilizatori de retele sociale,
ceea ce reprezintd aproximativ 65 % din numarul
total al populatiei globului pamantesc [1]. Conform
Forumului Economic Mondial, milenialii sunt
conectati pe retelele de socializare In mediu doua
ore si 38 de minute zilnic (milenialii, numiti si
generatia Y, sunt cohorta demograficd ce a urmat
generatia X, nascuti incepand cu anul 1980, fiind
copiii celor din generatia Boomer, si pana la ince-
putul anilor 2000 [6]), iar generatia Z (reprezentata
de cei nascuti dupa anul 2000) — doua ore si 55 de
minute [7]. La randul lor, si institutiile de inva-
tamant superior trebuie sa fie prezente pe retele de
socializare, precum Facebook, Twitter, Instagram,
Reddit, Linkedin, Tik Tok, Pinterest, YouTube etc. ,
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loading another or when moving from one page to
another of a site;

— Floating advertising (“floating ads”) —
advertising that appears continuously above the
visited page, in the form of flying objects (“flying
ads”), in the form of advertising cursors (follow
the movement of the cursor) or advertising buttons
(scrolling ads) — messages that do not disappear
from the page when navigating down it, going
down with the image). They may contain the logo
of a university or its educational offers;

— Advertorials represent a message format
in the form of an editorial (articles in news-
papers, magazines), without clearly specifying
that it is a sponsored editorial, considering that it
expresses the official point of view of the editorial
management;

— Special advertising formats, such as
advertising on maps (“map add” — is a graphic or
text element that appears, as a result of searching
for keywords, when searching for a location on
electronic maps, for example, on Google Maps);
wallpaper advertising (Wallpaper Ad) — this chan-
ges the background of the web page viewed and
the promotional message is automatically inserted
on this background.

4. Marketing in social
Media Marketing — SMM)

Social networks are used daily by an ever-
increasing number of users for information pur-
poses and retain attention for a significant period.
In the case of university marketing, young people
are the target audience, and their great majority,
along with their parents, today prefer social
networks and spend a considerable amount of time
online. It is considered that there are currently
approximately 4.59 billion social network users in
the world, which represents approximately 65% of
the total population of the globe [1]. According to
the World Economic Forum, millennials are con-
nected on social media for an average of two hours
and 38 minutes daily (millennials, also called
Generation Y, are the demographic cohort that
followed Generation X, born since 1980, being the
children of the Boomer generation, and until the
beginning of the 2000s [6]), and generation Z
(represented by those born after the year 2000) —
two hours and 55 minutes [7]. In turn, higher
education institutions must also be present on
social networks, such as Facebook, Twitter, Insta-
gram, Reddit, LinkedIn, Tik Tok, Pinterest,
YouTube etc., to interact with them and learn more
about their wishes and expectations.

media (Social
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pentru a interactiona cu acestia si a afla mai multe
despre dorintele si asteptarile lor.

5. Marketingul prin intermediul blogurilor

Blogul (cuvant provenit din limba engleza —
»web log”, care semnifici jurnalul pe Internet)
reprezintd uUn important instrument de comunicare
si 0 componentd importantd a strategiilor de pro-
movare a universitatilor. Acesta este un web site
unde se posteaza texte, comentarii, recenzii, impresii,
materiale video si audio, fotografii, imagini, desene,
linkuri catre alte bloguri sau site-uri in vederea
dezvoltarii traficului online etc. Drept subiecte de
discutii pot fi prezentarea campusului universitar,
cursurile oferite de universitate §i importanta
acestora pentru formarea, cadrele stiintifico-didac-
tice si didactice de care dispune institutia si postarea
de interviuri captivante cu acestea, dupa caz, loca-
tia favorabila a universitatii, ca factor important de
motivare In alegerea universitatii, si ceea ce se afla
in apropiere (institutii culturale, distractive, spatii
verzi, facilitdtile oferite studentilor etc.).

6. Relatiile publice online
sunt In continud crestere, iar scopul acestora este
maximizarea mentiunilor favorabile cu privire la
companii, universitati, institutii, branduri, produse
sau site-uri web, pe site-ul propriu sau al tertilor
(publicatii online), care beneficiazd de o mare
probabilitate de a fi vizitate de audienta tintd a
companiei [5, p.115], in vederea credrii unei
reputatii pozitive a unui brand, a unei universitati
sau a unei persoane fizice.

Activitatile si instrumentele specifice relatii-
lor publice online sunt:

1. Comunicarea cu presa in mediul online
prin actualizarea stirilor despre universitate si
programele sale pe site-ul companiei, trimiterea de
e-mailuri publicatiilor online despre activitatea
universitatii, postarea de comunicate de presd pe
site-uri specializate etc.;

2. Crearea de linkuri pe site-uri relevante,
de dorit afisate pe pozitii superioare in motoarele
de cautare, care duc spre site-ul universitatii.
Uneori universitatile apeleaza la linkuri reciproce;

3. Crearea de bloguri (jurnale online), pod-
casturi (postarea de continuturi video si audio) si RSS
(Really Simple Sindication). RSS este o extindere a
blogurilor, in care o stire sau orice tip de continut
(descrieri de programe de studii, imagini) de pe un
site, sunt primite de un software cititor specializat, si
oferite ulterior altor persoane, sub forma unui sumar
al continutului, cu incorporarea linkului care duce
spre site-ul universitatii. Aceste activitati cresc san-
sele ca universititile sa fie vizibile si altor parteneri,
fapt ce poate duce la imbunétatirea imaginii.

5. Marketing through Blogs

The blog (from the English expression —
“web log”, meaning diary on the Internet) repre-
sents an important communication tool and a
component of the promotion strategies of uni-
versities. It is a website where texts, comments,
reviews, impressions, video and audio materials,
photographs, images, drawings, links to other blogs
or sites to develop online traffic. As topics of dis-
cussion can be used the presentation of the uni-
versity campus, the courses offered by the university
and their importance for professional training, the
scientific-didactic and didactic staff available at
the university and the posting of captivating
interviews, as the case may be, the favourrable
location of the university, as an important factor of
motivation in choosing the university, and places
nearby (cultural institutions, entertainment, green
spaces, facilities offered to students, etc.).

6. Online public relations

The possibilities of public relations on the
Internet are constantly growing, and their goal is
to maximize favourable mentions of companies,
universities, institutions, brands, products or web-
sites on their own or third-party websites (online
publications) that benefit from a high probability of
being visited by the company’s target audience [5,
p.115], in order to create a positive reputation of a
brand, a university or a natural person.

Activities and tools specific to online public
relations are as follows:

1. Communication with the press by upda-
ting news about the university and its programs on
the company’s website, sending e-mails to online
publications about university’s activity, posting
press releases on specialized websites;

2. Creating links to relevant sites, prefe-
rably displayed in higher positions in search engi-
nes, leading to the university website. Sometimes
universities resort to reciprocal links;

3. Creating blogs (online journals), podcasts
(posting video and audio content) and RSS (Really
Simple Syndication). RSS is an extension of blogs,
in which a news or any type of content (descriptions
of study programs, images) from a site is received
by a specialized reader software and later offered to
other people in the form of a summary of the
content, with embedding the link to the university
website. These activities increase the chances for
universities to be more visible to other partners and
can lead to an improved image.
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7. Marketingul viral

Marketingul viral poate ajuta universitatile
sd-si atingd unele obiective de marketing (cresterea
numarului de Inscrieri, imbunatatirea imaginii etc.)
printr-un ansamblu de activitati online si offline,
prin care se influenteaza utilizatorii sa transmita
mesaje  si continuturi (uneori sub forma unor
povesti interesante despre absolventii universitatii,
studenti, profesori) altor persoane din mediul lor
social online, fiind uneori asemanata cu rapiditatea
raspandirii unui virus (sau raspandire rapidd a
informatiilor din gura in gurd), fiind recunoscuta si
ca o modalitate simpla si ieftind de promovare.
Marketingul viral se bazeazd mai mult pe poten-
tialii studenti (solutionarea problemelor acestora) si
mai putin pe programe sau servicii. Se considera
[5, pp.128-130] cd comunicarea virald poate fi
stimulatd: de dorinta oamenilor sd para amuzanti,
inteligenti si la curent cu unele tendinte; de faptul
ca oamenii au o parere buna despre ei atunci cand
le creste numarul de urmdritori sau prieteni; cand
un continut pe care l-au distribuit este apreciat,
discutat sau redistribuit; cd oamenilor le place sa-si
impartaseasca emotiile pozitive (cum ar fi fericirea,
simpatia), dar si negative (tristetea, frica), ceea ce
duce la stabilirea unor relatii mai strinse intre
oameni; de dorinta oamenilor de a-si domina
semenii prin detinerea informatiei si prin influen-
tarea realitatii; de nevoia oamenilor de a crea si
mentine sentimente de sprijin reciproc etc.

Marketingul viral permite universitatilor sa-
si creascd numarul de inscrieri, sd-si extinda baza
de clienti potentiali, s& intre pe noi piete, sa suporte
cheltuieli limitate pentru promovare (sau chiar
zero). Printre dezavantaje se numara posibilitatea
denaturarii mesajelor, faptul ca utilizatorii sunt mai
predispusi sa disemineze stiri negative decat pozi-
tive, la care oamenii au un raspuns emotional mai
puternic. Astfel, efectele marketingului viral sunt
greu de masurat.

Marketingul viral poate folosi mai multe
instrumente, cum ar fi e-mail-ul, butonul ,,spune-i
unui prieten” de pe site-urile web, bloguri, video-
clipuri, imagini, forumuri, retele sociale, jocuri etc.

8. Marketingul de continut

Scopul acestui canal de promovare digitala
este de a ajunge la potentialii clienti prin intermediul
continutului. Continutul este mai mult unul edu-
cational si presupune familiarizare publicului larg cu
anumite subiecte, prin publicarea de materiale si
informatii relevante, de reguld personalizate, folo-
sind texte, inclusiv despre cariere de succes ale
fostilor studenti ai universitatii, infografice, foto-
grafii, anunturi bannere, mesaje audio si video-
clipuri, animatii, seminarii video, buletine infor-
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7. Viral marketing

Viral marketing can help universities achie-
ve some of their marketing goals (increasing
enrolment, improving image etc.) through a com-
bination of online and offline activities that
influence users to deliver messages and content
(sometimes in the form of interesting stories about
university graduates, students, teachers) to other
people in their online social environment, being
sometimes likened to the rapidity of the spread of a
virus (or rapid spread of information by word of
mouth), being also recognized as a simple and
cheap way of promotion. Viral marketing relies
more on potential students (solving their problems)
and less on programs or services. It is considered
[5, pp.128-130] that viral communication can be
stimulated: by people’s desire to appear funny,
intelligent and up to date with some trends; by the
fact that people get a better opinion of themselves
when their number of followers or friends increa-
ses; when a content they shared is liked, discussed
or redistributed; that people like to share positive
emotions (such as happiness, sympathy), and nega-
tive emotions (sadness, fear), which leads to
the establishment of some closer relationships
between people; by people’s desire to dominate
their fellows by possessing information and by
influencing reality; by people’s need to create and
maintain feelings of mutual support, etc.

Viral marketing allows universities to in-
crease their enrolment, expand their potential
customer base, enter new markets, with limited (or
not) promotional expenses. Disadvantages include
the possibility of distorting messages, the fact that
users are more likely to spread negative news than
positive, to which people have a stronger emotional
response. The effects of viral marketing are
difficult to measure.

Viral marketing can use several tools such as
e-mail “tell a friend” Button on websites, blogs,
videos, images, forums, social networks, games etc.

8. Content marketing

The purpose of this digital promotion channel
is to reach potential customers using content. The
content is more educational and involves fami-
liarizing the general public with certain topics by
publishing relevant materials and information,
usually personalized, using texts, including success-
ful careers of former students of the university,
infographics, photos, banner ads, audio messages
and videos, animations, video seminars, newsletters,
interviews, news, newsletters, press releases, artic-
les, e-books, podcasts, virtual tours etc., of some
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mative, interviuri, stiri, newslettere, comunicate de
presa, articole, carti electronice, podcasturi, tururi
virtuale etc., a unor combinatii ale acestora, intr-0
manierd convingatoare, avand drept scop final
atragerea atentiei unor clienti potentiali, alegerea
universitatii si Inscrierea la studii [8, 9, 10, 11]. Car-
tile electronice si ghidurile digitale permit explicatii
mai detaliate referitoare la organizarea admiterii si
modalitatile posibile de aplicare, prezintd resursele
de care dispun institutiile de invatamant, perspec-
tivele de dezvoltare a acestora, cum se face cazarea
in cadmin, organizarea procesului de studii, drepturile
si responsabilititile studentilor, modul de folosire a
bibliotecii universitare etc. In cazul —prezentirii
carierelor de succes ale fostilor studenti ai univer-
sitatii, este importantd alegerea corectd a profiluri-
lor absolventilor la care se pot raporta viitorii
studenti, contributia universitatii la atingerea succe-
sului acestora. Infograficile (de dorit, optimizate pe
SEO), de reguld, sunt mai atragitoare decat mate-
rialele textuale. Acestea trebuie sd aiba un titlu clar,
in combinatii de culori potrivite si informatii rele-
vante despre universitate (programe, facultati,
campus, facilititi oferite etc.), prin care sa devind
atractive pentru publicul tintd. Podcasturile oferd o
oportunitate deosebitd pentru a raspunde la intre-
barile si preocupdrile potentialilor candidati, prin
implicarea studentilor, absolventilor, profesorilor
sau expertilor in domeniu pentru a transmite mesaje.
Acestea trebuie sd se adreseze publicului tintd cu
subiecte de interes major. Tururile virtuale permit
viitorilor studenti sd cunoascd campusul universi-
tatii si facilitatile pe care aceasta le pune la dispo-
zitie. Continutul este de obicei publicat pe un site si
apoi promovat prin e-mail, social media, pe blo-
guri, prin influenceri, podcast-uri, cursuri online,
webinarii, YouTube, optimizarea motoarelor de
cautare sau chiar prin intermediul campaniilor PPC
(pay-per-click). O importantd deosebitd, in acest
caz, are pozitionarea corecta a informatiilor, la locul
si momentul potrivit, in cadrul itinerariilor de
cautare a utilizatorilor. Continutul poate fi difuzat pe
canale diferite, iar materialele trebuie sa fie men-
tinute in acelasi stil si sd poarte un continut clar.

Prin folosirea marketingului de continut pot
fi atinse obiective, precum: partajarea informatiei
despre un program de studii; recunoasterea si
cresterea vizibilitatii unei universititi; captarea
atentiei potentialilor studenti; obtinerea de infor-
matii despre acestia; inscrierea la studii si cresterea
numarului de studenti etc.

Pentru marketingul de continut este impor-
tantd crearea de continuturi de calitate, perso-
nalizate, usor de inteles, inspirate, inovative, crea-
tive, originale, interesante si relevante. Cu cat con-

combination thereof, in a compelling manner, with
the ultimate goal of attracting attention to some
potential clients, choosing a university and enrolling
in studies [8, 9, 10, 11]. Electronic books and digital
guides allow for more detailed explanations regar-
ding the organization of admission and the possible
ways of applying, they can present the resources
available to the university, their development
prospects, how accommodation is done in the
dormitory, the organization of the study process, the
rights and responsibilities of students, how to use
the university library etc. In the case of presenting
the successful careers of the university’s former
students, it is important to choose the right profiles
of the graduates, to which future students can relate,
the university’s contribution to their success. Info-
graphics (preferably SEO-optimized) are usually
more attractive than textual materials. They must
have a clear title, with suitable colours and relevant
information about the university (programs, campus
faculties, facilities offered etc.), making them
attractive to the target audience. Podcasts provide a
unique opportunity to address the questions and
concerns of prospective students by engaging
students, alumni, faculty, or subject matter experts
to deliver messages. They must address the target
audience with topics of interest to future students.
Virtual tours allow prospective students to get to
know the university campus and the facilities that
the university offers. Content is usually published on
a website and then promoted through e-mail, social
media, blogs, influencers, podcasts, online courses,
webinars, YouTube, search engine optimization or
even PPC campaigns. Of particular importance in
this case is the correct positioning of information at
the right place and time within the user search
itineraries. Content can be broadcast on different
channels and the materials must be kept in the same
style and carry clear content.

By using content marketing, the following
objectives can be achieved: sharing information
about a study program; recognizing, and increasing
the visibility of a university; capturing the attention
of potential students; obtaining information about
them; enrolling in studies, and increasing the
number of students, etc.

For content marketing, it is important to
provide qualitative, personalized, easy to under-
stand, inspiring, innovative, creative, original, inte-
resting, and relevant content. The better the content
is optimized for the recipient, the more likely it is
to attract and hold a person's attention. Content
marketing strategies can help the university make
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tinutul este optimizat mai bine pentru destinatar, cu
atdt este mai probabil sd atragd si sa mentina
atentia acestuia. Strategiile de marketing de con-
tinut pot face ca universitatea sa lase impresii bune
in randul potentialilor studenti, prezentandu-si
punctele forte de care dispune, elementele prin care
se diferentiazd de concurenti, creand, astfel, o
imagine favorabila de brand.

9. Inbound marketing

Termenul de ,,inbound marketing” a fost
inventat de compania HubSpot (dezvoltator ame-
rican si marketer de produse software pentru mar-
keting inbound, vanzari si servicii pentru clienti) in
anul 2006 [12, 13] si presupune utilizarea continu-
tului si a unor experiente personalizate ca mijloc de
a atrage clientii cétre un program sau brand si a-i
face sa ia decizii (definitie aproape similara cu cea
de content marketing). Acesta necesitd cercetari
ample asupra comportamentelor indivizilor, intere-
selor, obiceiurilor si profilurilor acestora. Totodata
este necesar de constatat: ce cautd persoana respec-
tiva, ce intrebari are. Iar in masura in care inbound
marketingul este centrat pe nevoile clientilor, se
bazeaza pe permisiunea utilizatorilor de a le expedia
continuturi, presupune crearea unor relatii puternice
si de lungd duratd cu utilizatorii, acesta este unul
valoros, educational, consistent. Printre cele mai
recomandate tactici de inbound marketing se
considera a fi [12]: organizarea de webinare (utiliza-
torii sunt mult mai deschisi sd ofere date de contact,
atunci cand se nscriu la un webinar gratuit); deschi-
derea de bloguri pentru a creste vizibilitatea; constru-
irea unor comunitati si stabilirea de relatii de durata
cu clientii; comunicarea pe Social Media, pentru a
face cunoscute programele, simplu si rapid; folosirea
de videouri pe YouTube pentru a face cunoscut
numele universitatii dar si pentru a oferi ajutor oame-
nilor, atunci cand acestia se confruntd cu anumite
probleme; organizarea campaniilor de e-mail mar-
keting cu crearea unor giveaway-uri de succes etc.

De mentionat si faptul, cd existd diverse
instrumente gratuite sau contra platd (programe
online) care usureaza organizarea unor campanii de
inbound marketing. Astfel, HubSpot ofera instru-
mente pentru gestionarea relatiilor cu clientii,
marketing social media, management de continut,
generare de clienti potentiali, analizi web, opti-
mizare pentru motoarele de cautare, chat-live si
asistentd pentru clienti [13]. Hotjar (companie
fondatd in 2014, de analizd a comportamentului in
cazul utilizarii site-urilor web, care functioneaza cu
instrumente de analizd web, cum ar fi Google Ana-
lytics, pentru a oferi o perspectiva asupra modului
in care utilizatorii navigheaza pe site-uri web si a
modului in care experienta clientilor poate fi Tmbu-

Revista / Journal ,, ECONOMICA” nr.3(125) 2023

better impressions among potential students by
presenting its strengths, the elements by which it
differentiates itself from competitors, thus creating
a favourable brand image.

9. Inbound marketing

The term “inbound marketing” was coined
by HubSpot (an American developer and marketer
of software products for inbound marketing, sales
and customer service) in 2006 [12, 13] and invol-
ves the use of content and personalized experiences
as a means of attracting customers to a program or
brand and get them to make decisions (almost
similar definition to content marketing). It requires
extensive research on the behaviour of individuals,
their interests, habits and profiles. At the same time,
it is necessary to identify what they are looking for
and what questions they have. As long as inbound
marketing is centred on customer needs, it is based
on users’ permission to be sent content, and it
involves the creation of strong and long-lasting
relationships with users, it is a valuable, educational,
consistent strategy. Among the most recommended
inbound marketing tactics are considered to be [12]:
organizing webinars (users are much more open to
providing contact data when they sign up for a free
webinar); opening blogs to increase visibility; buil-
ding communities and establishing lasting rela-
tionships with clients; communicating on Social
Media to make the programs known, simply and
quickly; using YouTube videos to make the name of
the university known, but also to help people when
they face certain problems; organizing e-mail
marketing campaigns, creating successful give-
aways, etc.

It should also be mentioned that there are
various free or paid tools (online programs) that
facilitate the organization of inbound marketing
campaigns. Thus, HubSpot offers tools for mana-
ging customer relationships, social media marke-
ting, content management, generating potential
customers, web analysis, search engine opti-
mization, chat-live and customer support [13].
Hotjar (a company founded in 2014 is a website
usage behaviour analytics company that works
with web analytics tools such as Google Analytics
to provide insight into how users navigate websites
web and how the customer experience can be
improved), provides valuable information about
where the user’s attention goes on the site, what
catches the eye first, what is the most viewed part
of the first page, etc. [12, 14]. Outgrow allows the
transformation of static content into a more inter-
active and attractive one by entering the text and
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natatitd), ofera informatii valoroase referitoare la
locul spre care se indreapta atentia utilizatorului pe
site, ce-i sare in ochi prima data, care este partea
cea mai vizualizatd a primei pagini etc. [12, 14].
Outgrow permite transformarea unui continut static
intr-unul mai interactiv si atractiv, prin introducerea
textului si alegerea formatului, directionarea in
functie de public, urmarirea conversiilor, gestionarea
clientilor potentiali etc. [12, 15]. Outbound marke-
ting — se referd la metode traditionale de marketing
online prin trimiterea de email-uri, reclame platite
pe diferite site-uri si platforme, unor persoane care
anterior nu au auzit de companie sau produsele
acesteia, pentru a-i aduce pe site.

10. Marketingul prin agenti de influenta

Marketingul prin agenti de influentd este
definit ca un tip de marketing pe retele sociale,
care foloseste recomandari si mentiuni de la
influentatori — persoane care au un statut social si
sunt priviti ca experti in domeniul lor [10]. Acesta
se bazeaza pe faptul ca oamenii deseori preferd sa
primeasca informatii de la alte persoane, avand mai
multa incredere 1n ei decat in informatia pe care o
pot gasi in mass-media traditionald. Conform unor
opinii [16], Instagram se considerd a fi cea mai
importantd platforma pentru Influencer Marketing,
iar eficienta campaniei de promovare depinde de
increderea pe care o au urmadritorii in recenziile
online, conexiunea reald intre universitate si
influencer, prezenta unor valori asemanatoare si
comune, numdarul de abonati activi etc.

11. Video marketing

Video se considerd a fi unul dintre cele mai
puternice canale de marketing online, in masura in
care oamenilor le place sd vizioneze videoclipuri
distractive si educationale si, de asemenea, si le
expedieze si altor persoane pentru vizualizare.
Potrivit HabSpot, 78% din oameni urmaresc video-
clipuri online in fiecare sdptimana, iar 55% — in
fiecare zi [1]. In aceste conditii, continuturile video
devin un instrument tot mai important pentru
universitatile care doresc sa-si creasca notorietatea si
vizibilitatea, traficul digital, si, drept consecinta, sa
sporeasca numarul de inscrieri, marketingul video
ramanand a fi unul dintre principalele instrumente
de marketing de continut in marketingul universitar
online. Continuturile video se pot referi la produsele
si serviciile oferite de universitati, avand forme
diferite, precum: videoclipuri demonstrative, de
brand; evenimente; interviuri cu experti; tutoriale
educationale; testimoniale ale clientilor; continuturi
animate; videoclipuri live si altele. Este important ca
continutul video sa fie distractiv, relevant, concis,
clar si sa fie postate pe platforme de partajare video
de top. Dacd universitatea nu dispune de echipa-

choosing the format, targeting according to the
audience, tracking conversions, managing potential
customers etc. [12, 15]. Outbound marketing —
refers to traditional online marketing methods by
sending emails, paid advertisements on various
sites and platforms to people who have not pre-
viously heard of the company or its products, to
bring them to the site.

10. Influencer marketing

Influencer marketing is defined as a type of
social media marketing that uses recommendations
and mentions from influencers — people who have
social status and are viewed as experts in their field
[10]. It is based on the fact that people often prefer
to receive information from other people, trusting
them more than the information they can find in
traditional media. According to some opinions [16],
Instagram is considered to be the most important
platform for Influencer Marketing, and the effec-
tiveness of the promotion campaign depends on the
trust that followers have in online reviews, the real
connection between the university and the influen-
cer, the presence of similar values and common,
the number of active subscribers, etc.

11. Video marketing

Video is considered one of the most powerful
online marketing channels as people love to watch
entertaining and educational videos and send them
to others for viewing. According to HubSpot, 78%
of people watch online videos every week, and 55%
— every day [1]. Under these conditions, video
contents are becoming an increasingly valuable tool
for universities that want to increase their notoriety
and visibility, digital traffic, and, as a consequence,
to increase the number of enrolments, video mar-
keting remaining one of the main tools of content
marketing in online university marketing. Video
content can refer to the products and services
offered by universities and take different forms such
as: demo videos, branding videos; events; expert
interviews; educational tutorials; customer testi-
monials; animated content; live videos, and others.
It is important that the content of the videos is
entertaining, relevant, concise, clear and posted on
top video sharing platforms. If the university does
not have the necessary equipment and technical
skills, it can be helped by agencies or freelancers
with advanced skills in the field.

There are several platforms that allow video
marketing campaign, including Facebook Videos,
Instagram, TikTok etc. YouTube is one of the
most popular search engines in the world [17].
Users usually turn to YouTube before deciding,

Revista / Journal ,, ECONOMICA” nr.3(125) 2023



ECONOMIE, BUSINESS S| ADMINISTRARE/ ECONOMICS, BUSINESS AND ADMINISTRATION

mentul si competentele tehnice necesare, se poate de
adresat la agentii sau persoane liber angajate cu
competente avansate in domeniu.

Exista mai multe platforme de utilizare care
permit crearea unor campanii de marketing video,
printre care Facebook Videos, Instagram, TikTok
etc. YouTube este considerat a fi unul dintre cele
mai populare motoare de cautare din lume [17].
Utilizatorii, de regula, apeleaza la YouTube Tnainte
de a lua o decizie, de a Invdta ceva, de a citi o
recenzie sau in scopuri de relaxare.

Cel mai mare succes in video marketing
poate fi atins prin integrarea acestuia cu SEO,
marketingul de continut si campaniile de social
media, bloguri.

12. Marketingul prin intermediul comu-
nitatilor online

Comunitatile online reprezintd grupuri de
persoane care comunicd Intre ele prin reteaua
Internet, telefon etc. din ratiuni de interes personal,
social, educativ etc., care Impdrtasesc interese,
sentimente sau idei, scopuri comune, folosind in
acest scop tehnologii care permit interactionarea si
comunicarea de la distanta [5, p.228]. Totodata,
comunitatile online sunt gi un instrument excelent
pentru a disemina rapid informatii de marketing
despre universitati si programele de studii ale
acestora. O comunitate activa si implicata poate
duce la consolidarea imaginii brandului universitar,
dar si la atragere de pretendenti la studii cu interese
similare celor ale comunitatii online. Comunitatile
online de studenti si absolventi pot posta recenzii si
marturii care sd iIncurajeze potentialii studenti.
Indiferent daca sunt pozitive sau negative, este
foarte important sa se raspunda la orice recenzie. In
cazul in care acestea sunt putine la numar, studentii
pot fi stimulati sa le efectueze, prin intermediul e-
mailurilor sau altor canale de comunicare, prin
oferirea de cadouri, reduceri sau alte stimulente.

13.  Marketingul agil

Marketingul agil este considerat a fi ,,0
masurd a eficientei unei organizatii in atingerea
obiectivelor sale de marketing” [18] si isi propune
sd creasca viteza (rapiditatea), calitatea, flexibi-
litatea si eficacitatea actiunilor de marketing, prin a
oferi cel mai bine valoare clientilor. Marketingul
agil se bazeazi pe o interactiune activa intre mem-
brii unei echipe de marketing, folosirea unor
software-uri adecvate, o cooperare permanenti cu
publicul tinta si o planificare flexibila a actiunilor
de marketing. Cu alte cuvinte, marketingul agil
presupune o utilizare mai inteligenta si mai rapida
a resurselor disponibile, cu scopul de a castiga
eficientd si calitate in ceea ce face si livreaza o
echipa de marketing.
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to learn something, to read a review or for rela-
xation purposes.

The greatest success in video marketing can
be achieved by integrating it with SEO, content
marketing and social media campaigns, blogs.

12. Marketing through online commu-
nities

Online communities represent groups of
people who communicate with each other via the
Internet, telephone etc. for reasons of personal,
social, educational interest, who share feelings or
ideas, common goals, using for this purpose
technologies that allow interaction and commu-
nication of at a distance [5, p.228]. At the same
time, online communities are also an excellent tool
to quickly disseminate marketing information
about universities and their study programs. An
active and involved community can lead to
strengthening the image of the university brand,
but also to attracting study applicants with similar
interests to those of the online community. Online
student and alumni communities can post reviews
and testimonials to encourage prospective students.
Regardless of whether they are positive or nega-
tive, it is particularly important to respond to any
review. If there are few, students can be encoura-
ged to do so through emails or other communi-
cation channels, by offering gifts, discounts, or
other incentives.

13. Agile marketing

Agile marketing is “a measure of an orga-
nization’s effectiveness in achieving its marketing
objectives” [18] and aims to increase the speed
(quickness), quality, flexibility, and effectiveness
of marketing actions by best delivering value to
customers. Agile marketing is based on active
interaction between members of a marketing team,
the use of appropriate software, permanent coope-
ration with the target audience and flexible plan-
ning of marketing actions. In other words, agile
marketing involves smarter and faster use of avai-
lable resources aiming to gain efficiency and
quality in what a marketing team does and delivers.

14. Use of Mobile Marketing

Mobile marketing tools are used in mar-
keting campaigns to reach the target audience
through a variety of channels that are available on
mobile devices (smartphone, tablet, laptop),
through the development and use of mobile sites
and applications, mobile advertising, and real-time
provision of personalized information related to
goods, services, works, marketing ideas, to make
transactions, payments etc. [9]. A growing number
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14. Utilizarea marketingului mobil

Instrumentele de marketing mobil sunt folo-
site 1n campaniile de marketing pentru a ajunge la
publicul tinta printr-0 varietate de canale, care sunt
disponibile pe dispozitive mobile (smartphone,
tabletd, laptop), prin dezvoltarea si folosirea de
site-uri si aplicatii mobile, publicitate mobila etc.,
si furnizare in timp real a informatiei personalizate
legate de bunuri, servicii, lucrari, idei de comercia-
lizare, pentru a incheia tranzactii, a face plati etc.
[9]. Un numar tot mai mare de universitati folosesc
aplicatiile mobile pentru a promova loialitatea,
pentru pastrarea studentilor pe care 1i au deja si
pentru cresterea numadarului de inscrieri (in
marketing aceasta se numeste retentie si achizitie).

Cea mai obisnuitd modalitate de promovare
prin intermediul dispozitivelor mobile este de a
trimite mesaje text scurte (SMS) sau mesaje
multimedia (MMS), care pot include videoclipuri
si fisiere GIF (din englezd Graphics Interchenge
Format — fisiere scurte, comprimate de imagini,
deseori animate) [19], pentru a informa despre
programele de studii ale universitatii, campusul
universitar, serviciile oferite studentilor etc.

Cele mai bune aplicatii de marketing mobil
includ: Facebook Pages, WhatsApp Business,
YouTube Studio, Instagram Business, Twitter for
Business.

15. Alte canale de marketing online:

— Podcasturi si postari audio — pot fi ascultate
cu usurintd de pe telefonul mobil in timpul
deplasarilor cu transportul auto;

— Notificari — functioneaza ca alerte pe care se
poate da click pentru a duce la bloguri,
pagini de destinatie etc. Pot functiona atét pe
desktopul calculatorului cat si pe mobil;

— Chatbots-urile — sunt roboti de comunicare
automatd pe site-uri web si retele sociale,
menite sd imbunatateasca relatiile cu clientii
potentiali si sd ofere informatii importante;

— Bloguri pe site-uri web ale unor parteneri,
cu link-uri catre domeniul universitatii etc.
Este firesc, ca pentru a dispune de avantaje

competitive si a avea succes in noile conditii ale
mediului educational, universitatile au nevoie de o
abordare strategicd in organizarea activitatii aces-
tora si o orientare de marketing, care sd urmareasca
construirea si consolidarea unei imagini cat mai
bune a universitatii, in ansamblu, si a programelor
de studii pe care le oferd, inclusiv prin utilizarea
unor instrumente moderne de marketing univer-
sitar online.

In acest context, este de mentionat ci stu-
diile si analizele efectuate, cu referintd la univer-

of universities use mobile applications to promote
loyalty, retain existing students, and increase
enrolment (in marketing, this is called retention
and acquisition).

The most common way to promote via mo-
bile devices is to send short text messages (SMS)
or multimedia messages (MMS), which can in-
clude videos and GIF files (Graphics Interchange
Format — short, compressed image files, often
animated) [19], to inform about the study programs
of the university, the university campus, services
offered to students etc.

The best mobile marketing apps include
Facebook Pages, WhatsApp Business, YouTube
Studio, Instagram Business, Twitter for Business.

15. Other online marketing channels:

— Podcasts and audio posts — they can be
easily listened to on the mobile phone while
traveling by car;

— Notifications — work as clickable alerts to
help reach blogs and landing pages. They
work both on the computer desktop and on
mobile phones;

— Chatbots — are automated communication
bots on websites and social networks to
improve relationships with potential custo-
mers and disseminate essential information;

— Blogs on websites of some partners, with
links to the university, etc.

It is obvious that in order to have com-
petitive advantages and to be successful in the new
conditions of the educational environment, uni-
versities need a strategic approach in organizing
their activity and a marketing orientation, aiming at
building and consolidating the best possible image
of the university as a whole and the degree pro-
grams it offers, including through the use of mo-
dern online university marketing tools.

In this context, it should be noted that the
studies and analyses carried out, with reference to
the universities of the Republic of Moldova, have
demonstrated that the absolute majority imple-
mented strategic development plans (Strategies) for
a period of two to five years, in which, in addition
to specifying one's own visions and missions,
special attention is given to strategic or funda-
mental objectives, specific objectives, priority
areas of activity, activities/actions to be imple-
mented, expected results, etc.; therefore, university
marketing. Thus:

1. The State University of Medicine and
Pharmacy “Nicolae Testemitanu” from the Repu-
blic of Moldova proposes as a strategic field of
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sitatile din Republica Moldova, au demonstrat ca
majoritatea absolutd a acestora dispun de Planuri
strategice (Strategii) de dezvoltare pentru o pe-
rioadd de la 2 pana la cinci ani, in care, pe langa
precizarea viziunilor si misiunilor proprii, o aten-
tie deosebitd este acordatd obiectivelor strategice
sau fundamentale, obiectivelor specifice, dome-
niilor prioritare de activitate, activitatilor/ actiu-
nilor care urmeaza a fi implementate, rezultatelor
scontate etc., respectiv, in acest context, marke-
tingul universitar fiind considerat de o importanta
majora. Astfel:

1. Universitatea de Stat de Medicina si
Farmacie ,, Nicolae Testemitanu” din Republica
Moldova isi propune drept domeniu strategic de
activitate ,,Comunicarea, promovarea si vizibili-
tatea institutionald”, iar in Planul Strategic de Dez-
voltare al universitatii pentru perioada 2021-2030,
,,se face referire mai mult la comunicarea de mar-
keting, care presupune desfasurarea activitatilor de
promovare a universitatii in vederea dezvoltarii
imaginii acesteia atat pe plan local, cat si interna-
tional” [20]. La fel, in Plan se stipuleaza, printre
altele, ca ,pentru sporirea imaginii institutiei
accentul se va pune pe satisfactia beneficiarilor,
care devin principalii promotori ai universitatii.
Calitatea serviciilor educationale prestate si acti-
vitatile desfasurate vor fi promovate preponderent
prin relatii publice si social media marketing”;

2. Universitatea de Stat din Moldova isi
propune in ,,Strategia de dezvoltare a universitatii
pentru perioada 2021-2026”, drept obiectiv de
dezvoltare strategicd ,,promovarea identitatii si
imaginii universitatii”, iar drept obiective strate-
gice — sporirea vizibilitatii si atractivitatii ofertelor
educationale, promovarea unei imagini unice
despre USM in mediul extern, imbunatdtirea rela-
tillor USM cu mass-media si cresterea numarului
de stiri/articole despre universitate etc. Totodata,
printre principalele activitdti/actiuni preconizate
pentru atingerea acestor obiective se numadra:
organizarea ,,Zilelor usilor deschise” si a targurilor
in cadrul facultatilor; desfasurarea caravanei USM
in toata tara; elaborarea QUIZZ-urilor USM, cu
premii, publicate pe portaluri de stiri pentru tineri,
pe site-ul oficial al universitatii si distribuit pe
paginile de Facebook ale tuturor facultatilor; rea-
lizarea si diseminarea diverselor materiale de pro-
movare a ofertei educationale (programelor de
studii) si a imaginii facultatii (brosuri, pliante,
postere); expedierea unor scrisori de felicitare, de
gratitudine, adresate institutiilor si organizatiilor
cu care colaboreazd USM si participarea activa la
evenimentele organizate de aceste institutii; publi-
carea povestilor de succes ale absolventilor uni-
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activity “Communication, promotion and institu-
tional visibility”, and in the Strategic Development
Plan of the university for the period 2021-2030
“more reference is made to marketing commu-
nication, which involves carrying out activities to
promote the university in order to develop its
image both locally and internationally” [20].
Likewise, the Plan stipulates, among other things,
that “to enhance the image of the institution, the
focus will be on the satisfaction of the benefi-
ciaries, who become the main promoters of the
university. The quality of the educational services
provided, and the activities carried out will be
promoted mainly through public relations and
social media marketing”;

2. The Moldova State University proposes
in the “University Development Strategy for the
period 2021-2026” as a strategic development
objective “promoting the identity and image of the
university”, and as strategic objectives — increasing
the visibility and attractiveness of educational
offers, promoting a unique image of MSU in the
external environment, improving MSU relations
with the media and increasing the number of
news/articles about the university, etc. At the same
time, among the main activities/actions are: the
organization of “Open Doors Days” and fairs
within the faculties; deployment of the MSU
caravan throughout the country; the development
of MSU QUIZZES, with prizes, published on news
portals for young people, on the official website of
the university and distributed on the Facebook
pages of all faculties; developing and dissemi-
nating various materials to promote the educational
offer (study programs) and the image of the faculty
(brochures, leaflets, posters); sending congratu-
latory and gratitude letters addressed to partner
institutions and organizations and active partici-
pation in the events organized by these institutions;
publication of success stories of university gra-
duates on the official MSU website; signing part-
nership contracts with media representatives; invi-
ting media representatives to the events organized
by MSU (“A day in college”, “Traditional costu-
mes day” etc.); sending letters of gratitude to
media institutions and journalists involved in
writing materials about MSU, etc. [21]. It should
be noted that MSU is the only university in the
Republic of Moldova with a distinct strategy for
promoting study programs [22];

3. The Academy of Economic Studies of
Moldova stipulates in the “Development Strategy of
the Academy of Economic Studies of Moldova for
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versitatii pe site-ul oficial al USM; semnarea unor
contracte de parteneriat cu reprezentantii mass-
media; invitarea reprezentantilor mass-media la
evenimentele organizate de USM (,,0 zi in facul-
tate”, ,,Ziua Portului Popular” etc.); expedierea
scrisorilor de gratitudine institutiillor media si
jurnalistilor implicati in scrierea materialelor
despre USM etc. [21]. De mentionat, ca USM este
unica universitate din Republica Moldova, care
dispune de o strategie distinctd de promovare a
programelor de studii [22];

3. Academia de Studii Economice din Mol-
dova stipuleaza in ,,Strategia de dezvoltare a Aca-
demiei de Studii Economice din Moldova pentru
perioada 2023-2027” [23] ca ,,promovarea unei
imagini corporative pozitive a ASEM este vitala
increderii si sprijinului public din partea parte-
nerilor”. Unul din obiectivele strategice ale ASEM
se refera la ,,promovarea imaginii si trasabilitatii”,
iar drept domenii prioritare ale planificarii stra-
tegice in ceea ce tine de marketingul universitar
sun considerate ,,comunicarea, promovarea $i vizi-
bilitatea institutionala” si ,,cresterea vizibilitatii
internationale a ASEM”. Printre obiectivele spe-
cifice stipulate in vederea atingerii rezultatelor pre-
conizate in strategie se numara: elaborarea progra-
mului de consolidare a imaginii corporative prin
rebranding; elaborarea brand-book-ului ASEM;
consolidarea capacitatilor serviciului marketing,
parteneriate si carierd; dezvoltarea oportunitatilor
comerciale de promovare a imaginii ASEM si con-
solidare a imaginii corporative; promovarea ofertei
educationale la nivelul institutiilor de Invatamant
preuniversitar si a altor beneficiari; realizarea
pachetului de materiale informative si promo-
tionale pentru sustinerea internationalizarii pro-
gramelor de studii; consolidarea si mentinerea
website-ul  www.international.ase.md; cresterea
numarului de evenimente internationale (simpo-
zioane, scoli de vard, ateliere de lucru, seminare,
competitii sportive, concerte, expozitii etc.) orga-
nizate de catre ASEM etc.;

4. Universitatea Tehnica a Moldovei, in
compartimentul Planului de dezvoltare strategica
institutionald pentru perioada 2021-2026, intitulat
»Formarea contingentului de studenti, admiterea la
studii si pastrarea contingentului anului I”, indica
cateva directii de activitate, in care se regasesc
actiuni de marketing, si anume: continuarea actiu-
nilor de promovare a profesiilor ingineresti/arta si
actualizarea strategiei de marketing digital, in
scopul atragerii absolventilor de licee, colegii si
centre de excelentd; elaborarea mecanismelor de
retentie a contingentului, n special a anului I de

the period 2023-2027” [23] that “promoting a
positive corporate image of ASEM is vital for
strengthening institutional credibility, trust and
public support from the partners”. One of the stra-
tegic objectives of ASEM refers to “promoting the
image and traceability”, and “‘communication, pro-
motion and institutional visibility” and “increasing
the international visibility of ASEM” are considered
as priority areas of strategic planning in terms of
university marketing. Among the specific objectives
stipulated in order to achieve the results expected in
the strategy are: the development of the program
to strengthen the corporate image through rebran-
ding; the development of the ASEM brand-book;
strengthening the capabilities of the marketing,
partnerships and career service; development of
commercial opportunities to promote the ASEM
image and strengthen the corporate image; pro-
moting the educational offer at the level of pre-
university education institutions and other bene-
ficiaries; creating the package of informative and
promotional materials to support the internatio-
nalization of study programs; consolidating and
maintaining the website www.international.ase.md;
increasing the number of international events
(symposiums, summer schools, workshops, semi-
nars, sports competitions, concerts, exhibitions and
others) organized by ASEM etc.;

4. The Technical University of Moldova, in
the section of the Institutional Strategic Deve-
lopment Plan for the period 2021-2026, entitled
“Training of the student contingent, admission to
studies and retention of the first-year contingent”,
indicates several directions of activity, in which
marketing actions can be found, namely: conti-
nuing the actions to promote the engineering/art
professions and updating the digital marketing
strategy, in order to attract high school graduates,
colleges and centres of excellence; the develop-
ment of contingent retention mechanisms, espe-
cially of the first year of studies; management of
institutional relations with the business environ-
ment, image promotion and internationalization
[24]. For this, the university proposes a series of
marketing actions, such as: supporting the parti-
cipation of teaching staff, departments, faculties
and disseminating achievements and events in the
media space (social networks, TV, radio, press);
the active and creative presentation of the edu-
cational offer in high schools, colleges, centres of
excellence; organizing and continuing “Open
Days” and “Be a student for a day” at each faculty
and in the university as a whole; development and
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studii; managementul relatiilor institutionale cu
mediul de afaceri, promovarea imaginii si interna-
tionalizarea [24]. Pentru aceasta, universitatea isi
propune un sir de actiuni de marketing, precum:
sustinerea participarii cadrelor didactice, departa-
mentelor, facultatilor si diseminarea realizarilor si
evenimentelor in spatiul media (retele de sociali-
zare, TV, radio, presd); prezentarea activa si crea-
tiva a ofertei educationale in licee, colegii, centre
de excelenta; organizarea si in continuare a ,,Zilelor
usilor deschise” si ,,Fii student pentru o zi” la
fiecare facultate si universitate in ansamblu; dez-
voltarea si gestionarea site-urilor web si prezentei pe
retele de socializare a colaboratorilor, departamen-
telor, facultatilor, centrelor si Universitatii in
ansamblu sub aspectul unui design atragator si mo-
dern, unui continut bine structurat, util, informativ si
actualizat; consolidarea structurilor responsabile de
mentinerea, gestionarea continutului §i promovarea
imaginii si relatiilor cu publicul la UTM; monito-
rizarea continud a criteriilor si indicatorilor de per-
formanta folosite la elaborarea clasamentelor inter-
nationale universitare THE, QS, ARWU, Webo-
metrics s.a. in scopul Imbunatatirii acestora si a
pozitiondrii mai bune a UTM etc.;

5. Chiar dacd Planul Strategic al Academiei
de Muzica, Teatru si Arte Plastice, pentru perioada
2023-2028, nu considerd marketingul ca fiind o
directie strategica in activitatea institutiei, in do-
meniu relatiilor interne si externe, universitatea 1si
propune cresterea vizibilitatii atat in tara, cat si In
strdinatate si recunoasterea pe plan national si
international; promovarea intensa a AMTAP pe
retele sociale, pentru a atrage potentiali studenti
din tard si din strdindtate i a consolida imaginea
institutiei in randul tinerilor, alte actiuni [25];

6. Promovarea imaginii universitatii, spori-
rea vizibilitatii interne si internationale a institu-
tiei si desfasurarea activitatii pentru potentialii
candidati la studii superioare reprezinta cateva din
directiile strategice de dezvoltare, stipulate in
Planul de Dezvoltare Strategica Institutionald a
Universitatii de Stat ,, Bogdan Petriceicu Hasdeu”
din Cahul pentru perioada 2022-2027 [26]. Pentru
atingerea acestui obiectiv, universitatea 1si pro-
pune: intensificarea activitatilor de marketing edu-
cational, de cercetare, consultanta si folosirea unor
mecanisme promotionale eficiente in vederea con-
solidarii imaginii si numelui USC pe plan intern si
international; modernizarea structurii si actua-
lizarea continud a paginii web a Universitatii
(www.usch.md); transformarea acesteia intr-un
instrument eficient de informare, comunicare cu
beneficiarii (studenti, angajatori) si partenerii uni-
versitdtii (institutii preuniversitare, mediul de
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management of websites and social media presence
of collaborators, departments, faculties, centres and
the University as a whole in terms of attractive and
modern design, well-structured, useful, informative
and updated content; strengthening the structures
responsible for maintaining, managing content and
promoting the image and relations with the public
at UTM; continuous monitoring of the criteria
and performance indicators used to develop the
international university rankings THE, QS, ARWU,
Webometrics and others, in order to improve and
better position the UTM, etc.;

5. Even if the Strategic Plan of the Aca-
demy of Music, Theatre and Fine Arts for the
period 2023-2028 does not consider marketing as a
strategic direction in the activity of the institution,
in the field of internal and external relations the
university aims to increase its visibility both in the
country and in abroad and national and inter-
national recognition; intensive promotion on social
networks to attract potential students from the
country and abroad and strengthen the institution’s
image among young people, other actions [25];

6. Promoting the identity of the university,
increasing the internal and international visibility
of the institution, and carrying out activities for
potential higher education candidates represent one
of the strategic directions of development, stipu-
lated in the Institutional Strategic Development
Plan of the State University “Bogdan Petricescu
Hasdeu” from Cahul for the period 2022-2027
[26]. In order to achieve this objective, the uni-
versity proposes to intensify educational marke-
ting, research and consultancy activities and use
effective promotional mechanisms in order to
strengthen the image and name of USC on a do-
mestic and international levels; modernize the
structure and continuously update the University’s
website (www.usch.md), transforming it into an
effective tool for information, communication with
the beneficiaries (students, employers) and the
university’s partners (pre-university institutions,
the business environment, authorities, organi-
zations and other stakeholders), provide feedback
on the institution’s performance; cultivate and
promote good and collaborative relations with the
media; expand USC’s presence on social media
and strengthen the University’s virtual community;
involvement of USC students and alumni in
promoting the image of the University; continuing
partnerships with high schools and colleges in the
southern region and the country to better popu-
larize USC’s educational offer, etc.;
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afaceri, autoritati, organizatii si alti stakeholderi),
asigurarea feed-back-ului referitor la prestatiile
institutiei; cultivarea si promovarea unor relatii
bune si de colaborare cu mass-media; extinderea
prezentei USC pe retelele de socializare si fortifi-
carea comunitatii virtuale a Universitatii; implica-
rea studentilor si absolventilor USC in promovarea
imaginii Universitdtii; continuarea parteneriatelor
cu liceele si colegiile din regiunea de sud, si din
tard, pentru o popularizare mai eficientd a ofertei
educationale a USC etc.;

7. Universitatea Pedagogica de Stat ,,Ion
Creangad” din Chisindu si-a propus drept obiectiv
strategic, pentru perioada 2021-2025, ,,intensifica-
rea procesului de internationalizare academica
institutionald, vizibilitate nationald si internationald
[27], iar actiunile preconizate converg spre: imbu-
ndtatirea managementului i a marketingului insti-
tutional de promovare a imaginii universitare in
strdinatate, cresterea vizibilitdtii internationale;
promovarea ofertei academice in mediul extern,
prin participarea la targuri internationale de pre-
zentare a ofertei educationale, iar in mediul virtual
— prin canalele de socializare §i prin intermediul
organizatiilor studentesti; elaborarea de materiale
de promovare in limbi de circulatie internationala
pentru fiecare facultate in parte si traducerea
informatiilor specifice facultatilor In limbi strdine
(traducerea site-urilor facultitilor, a ofertelor aca-
demice, a figelor disciplinelor) etc.;

8. Universitatea de Stat de Educatie Fizica
si Sport mentioneazd in Strategia de Dezvoltare
Institutionala a institutiei pentru perioada 2021-
2025, drept obiectiv strategic de dezvoltare ,,cen-
trarea permanentd a universitatii pe nevoile bene-
ficiarilor” [28], iar printre principalele actiuni pre-
conizate in vederea atingerii acestuia se numara:
promovarea i crearea unei imagini favorabile a
USEFS 1n randul liceenilor si implicarea activa a
personalului didactic si stiintifico-didactic in pro-
grame comune cu liceele cu profil sportiv natio-
nale; conceperea si prezentarea unor pliante de
promovare a imaginii USEFS si distribuirea aces-
tora in liceele din tara si strdinatate; consolidarea
prestigiului de institutie unica in tara, organizatoare
de programe de formare initiald si continua, in
domeniul culturii fizice si sportului; dezvoltarea
unei functii puternice si eficiente de marketing la
nivelul structurilor specifice cercetarii stiintifice
ale universitatii; promovarea cu mai multd insis-
tentd a imaginii universitatii in lume, mai ales in
tarile care au populatie numeroasa si atragerea de
studenti din aceste tari — prin participarea la targuri
educationale internationale, distribuirea de mate-
riale promotionale (brosuri, pliante etc.), actua-

7. “lon Creanga” State Pedagogical Uni-
versity in Chisinau proposed as a strategic
objective for the period 2021-2025 “the intensi-
fication of the process of institutional academic
internationalization, national and international
visibility [27], and the expected actions converge
towards: improving the management and insti-
tutional marketing to promote the university image
abroad, increasing international visibility; promo-
ting the academic offer in the external environ-
ment by participating in international fairs pre-
senting the educational offer, in the virtual envi-
ronment, on social media channels and through
student organizations; the development of pro-
motional materials in languages of international
circulation for each individual faculty and the
translation of information specific to the faculties
into foreign languages (translation of the websites
of the faculties/ of the academic offer/ of the sub-
ject sheets) etc.;

8. The State University of Physical Educa-
tion and Sport mentions in its Institutional Deve-
lopment Strategy for the period 2021-2025 as a
strategic development objective “the permanent
focus of the university on the needs of the
beneficiaries” [28], and among the main actions
expected to achieve this objective is: promoting a
favourable image of USEFS among high school
students and the active involvement of teaching
and scientific-didactic staff in joint programs with
national high schools with a sports profile; desig-
ning leaflets promoting the USEFS image and
distributing them in high schools in the country and
abroad; strengthening the prestige of the unique
institution in the country organizing initial and
continuous training programs in the field of
physical culture and sports; the development of a
strong and efficient marketing function at the level
of the university's specific scientific research
structures; more insistently promoting the image of
the university in the world, especially in countries
with large populations and attracting students from
these countries — by participating in international
educational fairs, distributing promotional mate-
rials (brochures, leaflets, etc.), periodically upda-
ting the page website of USEFS, concluding con-
tracts with recruitment agencies.

Objectives, activity directions, actions or
university marketing activities, to a greater or
lesser extent, are also stipulated in the strategic
development plans (strategies) of the other uni-
versities in the Republic of Moldova, both public
and private, larger or smaller, located in the
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lizarea periodica a paginii web a USEFS, incheie-
rea de contracte cu agentii de recrutare.

Obiective, directii de activitate, actiuni sau
activitati de marketing universitar, intr-o masura
mai mare sau mai mica, sunt stipulate si In planu-
rile strategice (strategiile) de dezvoltare ale celor-
lalte universitati din Republica Moldova, atat pu-
blice, cat si private, mai mari sau mai mici, ampla-
sate Tn municipiul Chisindu sau in alte regiuni ale
tarii [29-36], cu exceptia Academiei ,,Stefan cel
Mare” a Ministerului Afacerilor Interne, Acade-
miei Militare ,,Alexandru cel Bun” si Institutului
de Stiinte Penale si Criminologie Aplicata.

Concluzii:

1. Fenomenul globalizarii, internationaliza-
rii, digitalizarii, de rand cu tendinta generald de
intensificare a concurentei, crestere a costurilor si
reducere cu ritmuri rapide a numarului de studenti,
impun universitatile din Republica Moldova si
devind mai orientate spre piatd si marketing, iar
competentele de marketing pot si trebuie sa fie
utilizate in invatdmantul superior pentru atingerea
obiectivelor propuse de cétre universitati;

2. Universitatile din Republica Moldova, in
dezvoltarea lor, dispun de viziuni clare, moderne,
performante, concretizate in planurile strategice
(strategiile) de dezvoltare pentru o perioada de la
doi la cinci ani si planurile anuale de actiuni, in
care o atentie deosebitd este acordata marketingului
universitar, specificate sub formd de domenii prio-
ritare de activitate, obiective strategice, obiective
specifice, activitdti sau actiuni concrete de marke-
ting, in lipsa unor strategii sectoriale de marketing;

3. Planificarea strategicd a universitatilor
oferd beneficii institutiilor in atingerea obiectivelor
acestora de comunicare cu publicul intern, publicul
larg si publicul tintd, de asemenea influenteaza
pozitiv la Tmbunatatirea imaginii institutionale, la
sporirea recunoasterii programelor de studii si la
cresterea atractivitatii pentru pretendentii la studii;

4. In lumea digitali de astizi, strategiile
traditionale de marketing nu mai sunt la fel de
eficiente ca inainte. In vederea atingerii obiectivelor
de marketing, universitatile trebuie sa-si reconsidere
strategiile de dezvoltare, orientdndu-se catre folo-
sirea tot mai activa a instrumentelor de marketing
online si de inteligenta artificiala, precum: e-mailul,
continutul web, retelele sociale, publicitatea platita,
postarile pe blog, crearea de continuturi video,
podcasturile, tururile virtuale, instrumente de inte-
ligenta artificiala etc., ca parte componentd a stra-
tegiilor de marketing, pentru a se adresa publicului
tintd Intr-un mod cat mai eficient;

5. Marketingul, la general, si cel online, in
particular, ramane a fi unul din domeniile deseori
ignorate de universitdtile din Republica Moldova,
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municipality of Chisinau or in other regions of the
country [29-36], with the exception of the “Stefan
cel Mare” Academy of the Ministry of Internal
Affairs, the Slavonic University of Moldova, the
“Alexandru cel Bun” Military Academy and the
Institute of Criminal Sciences and Applied
Criminology”.

Conclusions:

1. The phenomenon of globalization, inter-
nationalization, digitalization, along with the gene-
ral trend of intensifying competition, increasing
costs and reducing the number of students at a
rapid pace, force universities in the Republic of
Moldova to become more market and marketing
oriented, and marketing skills must be used in
higher education to achieve the objectives set by
the universities;

2. The universities of the Republic of
Moldova have a strategic, modern and performant
vision in their development, that are embodied
in strategic development plans (strategies) for a
period from two to five years and annual action
plans, in which special attention is paid to
university marketing, embodied in the form of
priority areas of activity, strategic objectives, spe-
cific objectives, concrete marketing activities or
actions, in the absence of sectoral marketing
strategies;

3. The strategic planning benefits universi-
ties in achieving their objectives of communicating
with the internal, general and target public,
improving the institutional image, increasing study
programs recognition and their attractiveness for
applicants;

4. In today’s digital world, traditional mar-
keting strategies are no longer as effective as they
used to be. In order to achieve marketing objecti-
ves, universities must reconsider their develop-
ment strategies, focusing more on the increasingly
active use of online marketing tools and artificial
intelligence, such as: e-mail, web content, social
networks, paid advertising, posts on blog, video
content creation, podcasts, virtual tours, artificial
intelligence tools, etc. as a component of marke-
ting strategies to address the target audience in a
more efficient and effective way;

5. Marketing, in general, and the online
one, in particular, remains one of the fields often
ignored by universities in the Republic of Moldova,
however, the use of digital marketing channels will
contribute to improving the perceived image of
universities and increasing their attractiveness for
study applicants;
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desi folosirea canalelor digitale de marketing va
contribui la imbunatatirea imaginii percepute a
universitatilor si la cresterea atractivitdtii pentru
pretendentii la studii;

6. Un rol esential in elaborarea si implemen-
tarea strategiilor de marketing universitar trebuie sa
revind cercetdrilor de marketing; analizei activitatii
propriei universitati; definirii obiectivelor de marke-
ting; analizei comportamentului potentialilor stu-
denti; definirii publicului tintd; identificarii surselor
de informatii si a canalelor specifice de marketing
pentru atragerea potentialilor studenti; dezvoltarii si
optimizarii mesajelor si continuturilor pentru fiecare
canal, masurarii rezultatelor implementarii stra-
tegiilor de marketing, pentru optimizarea campanii-

6. An essential part in the development and
implementation of university marketing strategies
must be taken by marketing research; analysis of the
university’s activity; definition of marketing
objectives; and the target audience behaviour
analysis of potential students; defining the target
audience; identifying the information sources and
specific marketing channels to attract potential stu-
dents; developing and optimizing the messages and
content for each channel; assessing the results of
implementing marketing strategies to optimize
ongoing campaigns or launch new ones.

lor in derulare sau lansarii unor campanii noi.
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