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Abstract

The Study on Marketing Public Relations Strategy Application in
College

Choi, Seok—hyun*Kim, Woo—hee**

The purpose of this study is to analyze the case on the strategic MPR that
has rapidly growing for years. And the Brand, which was at first used to be
distinguished from many other products or services, is going through its
gradually expanded definition, not merely for the highlight of the distinctions.
This study was performed to review the literature on concept and meaning of
Marketing Public Relations(MPR) which was used for IMC planning and to
identify formation, development, and functional characteristics of MPR. MPR is
a series of public communication act in order to gain credibility on their
products and services with consumers and prospects from consumer—oriented
viewpoint. The subject of the study are Colleges or Universities who try hard
to work their various and strategic PR communication. The results of this
research indicates that maximization of the integrated effect between
marketing and public relations shall be achieved in planning MPR strategy.

The meaning of this study is to verify the significance and need of the
Colleges or Universities' specialized characteristics in strategic MPR activities.
It is expected that this research will provide meaningful suggestions to PR and

marketing practitioners.

Key Words : MPR(Marketing Public Relations), MPR Strategy,
University Image, Brand Equity

xAssistant Professor, Department of Management, Kyungnam College.
sxAssociate Professor, Department of Management, Kyungnam College.





