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The title of the anthology “Educational Marketing”, published by Polirom 

in 2025 and edited by: Prof. Ion Albulescu, Ph.D., Assoc. Prof. Dr. Cătălin Glava, 

Assoc. Prof. Dr. Adriana Denisa Manea, and Prof. Dr. Cristian Stan, reflects the 

need for schools to be socially open in contemporary society, focusing on 

complex issues in the field of educational marketing. This collective volume, 

comprising 11 chapters spread over 238 pages, brings together valuable scholarly 

contributions from experts in the field of educational sciences in Romania, from 

Babeș-Bolyai University in Cluj-Napoca.  

The central idea conveyed in this work emphasizes that a modern school 

is one that functions as an open system, capable of defining its internal 

environment and promoting its educational offerings in a professional manner, 

and in this regard, concrete methods for carrying out marketing activities are 
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presented, ranging from marketing research to the development of marketing 

materials (flyers, brochures, posters, the school’s website, etc.). The studies 

published in this volume are of interest to school administrators, teachers, and 

anyone interested in ensuring a quality education focused on the social and 

professional integration of young people and adults into the labor market.  

We particularly appreciate the integrated approach to the marketing mix 

in the instructional-educational process, which provides greater clarity for school 

administrators and teachers seeking a distinct position within the current 

educational landscape. Similarly, the analyses proposed by the authors focus on 

the role and status of marketing not only as a promotional tool, but especially as 

a strategic pillar in the process of forming sustainable educational 

partnerships.  At the same time, we cannot help but note how the authors manage 

to balance theoretical rigor with practical applicability, bringing to the forefront 

concepts such as the “educational brand” or the “marketing mix” applied in a 

school context—elements that have often been treated superficially in traditional 

pedagogical literature.  

In conclusion, the book “Educational Marketing” addresses a significant 

need in the academic literature, successfully strengthening the bonds of 

communication and collaboration among the key stakeholders in the educational 

process. Thanks to its rigorous editing and the relevance of the topics covered, 

this volume has become an essential reference for the study of modern school 

management and marketing. 

 

 

 

 


