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Abstract
This research is based on the use of fundraising as a strategy to reinforce the relation
between universities and their stakeholders. The main objective is to identify the fundraising
strategies employed by Spanish universities.
The design of the research is focused on the analysis of the strategies implemented by
Spanish universities during the 2015/2016 academic year. To do so, the authors have looked
at the 76 accredited Spanish universities that are members of the Conference of Rectors of
Spanish Universities. The research includes a content analysis, from an exploratorydescriptive approach, of the information published on their web pages, annual reports,
strategic plans and fundraising policies. The results of the study contemplate the current
state of fundraising in Spain’s universities, which needs to be explored from a more strategic
perspective, both in terms of the relationships with the key stakeholders, and for the
university itself in its search for excellence. The decision of the universities to seek
alternative means of funding provides an opportunity for the establishment of new
relationships with stakeholders, and also for the reformulation of existing relationships.
We can assert that the basis of a university institution’s fundraising depends on the level of
corporate culture of its stakeholders, and universities have to explore this reality. The
greater the sense of belonging, the greater the possibility of receiving supplementary
income through the voluntary initiatives of their stakeholders.
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Resumen
Esta investigación se basa en el uso de fundraising como una estrategia para reforzar la
relación entre las universidades y sus grupos de interés. El objetivo principal es identificar las
estrategias de recaudación de fondos utilizadas por las universidades españolas.
El diseño de la investigación se centra en el análisis de las estrategias implementadas por las
universidades españolas durante el año académico 2015/2016. Para ello, los autores han
examinado las 76 universidades españolas acreditadas que son miembros de la Conferencia
de Rectores de Universidades españolas. La investigación incluye un análisis de contenido, a
partir de un enfoque exploratorio-descriptivo, de la información publicada en sus páginas
web, informes anuales, planes estratégicos y políticas de recaudación de fondos. Los
resultados del estudio contemplan el estado actual de la recaudación de fondos en las
universidades españolas, que debe ser explorado desde una perspectiva más estratégica,
tanto desde el punto de vista de las relaciones con los principales grupos de interés, como
de la propia universidad en su búsqueda de excelencia. La decisión de las universidades de
buscar medios alternativos de financiación ofrece una oportunidad para el establecimiento
de nuevas relaciones con sus stakeholders y también para la reformulación de las relaciones
existentes.
Palabras clave: estrategias de captación de fondos, educación superior, universidades
españolas, grupos de interés, relaciones públicas
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1. INTRODUCTION
With the European Higher Education Area (EHEA) coming into full effect, Spain’s universities
are now open, and exposed, to the challenge of attracting the most brilliant students,
recruiting high quality academic staff, achieving excellent research results, and improving
126
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facilities and services. This undoubtedly results in greater costs and funding strategies that
allow the sustainability of individual institutions and Europe’s higher education sector in
general. It should be mentioned that, on many occasions, universities face this challenge
without receiving enough resources to ensure a competitive position in the EHEA as Pereyra,
Luzón and Sevilla (2006) stated in their research about Spanish universities and their
adaptation to the EHEA.
According to the report Financially Sustainable Universities II. European universities
diversifying income streams by Pruvot and Estermann (2012); public funding makes up 75%
of the spending budget for universities in Europe and is vital compared to other strategies
for additional funding. The scenario described requires state policies and incentives to
promote the financial support of higher education by the private sector. Universities must
develop communication and institutional relations strategies to cultivate excellence in
teaching; drive a competitive investigation of collaborative world status; promote the
exchange of knowledge, innovation and development; improve the efficiency of the
students’ experience, through financial help and grants that accommodate their talent; and
strengthen the competences of members of the university community (European University
Association, 2011).
Without a doubt, a solid policy on institutional relationships and fundraising can be defined
as the strategy par excellence for the supplementary funding of universities, principally
those based on a paradigm of building two-way symmetrical relationships of mutual interest
for the aims of the university. Equally, the convergence of a policy of dialogue and
participation with all stakeholders, and in particular internal stakeholders as parties that can
supply institutions of education with uniqueness, would provide an added strategy to
reinforce the competitiveness of Spanish higher education institutions.
2. LITERATURE REVIEW
For many years the fundraising strategies in Spanish universities were limited to cultural and
sports sponsorship or patronage activities undertaken mainly by banking entities; research
chairs provided, in addition, a link between companies and academia where specific projects
could be carried out, and the exchange of research results. Although funds were raised, this
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was not an essential objective for the public universities, the majority in Spain, which were
funded by the state.
In the same vein, departments of communication were almost non-existent in universities 20
years ago, and were closely connected to press offices, following an informative, one-way
communication model (Torres, 2011).
The pressure of competition in the battle to be first in the international rankings, combined
with the reduction of government financial support as a result of the financial crisis, has
forced the universities of this decade to adopt marketing strategies for brand positioning
(Stephenson & Yerger, 2014). It is a well-known fact that the brand can transmit a favourable
image of the university; therefore, an important benefit is its ability to turn the students into
ambassadors, offering a sense of belonging and identification with the institution (Wilkins,
Mohsin-Butt, Kratochvil & Balakrishnan, 2015).
2.1. The sense of belonging in the university
The brand is one of an organisation’s most important assets, it represents 70% of a
company’s stock-market value and constitutes one of the main strategic tools of the
organisation (Viñarás, Cabezuelo & Herranz, 2015).
Another of the concepts that are closely linked to the previous one comes from the theory of
social identity (Parcel, 1981) where individuals define their own identity in relation to the
group that they belong to, and this identification therefore contributes to their own identity.
Ashforth and Mael (1989) defined identification with one’s university as the degree to which
an individual perceives a sense of belonging to the organisation. As Medina and Buil (2016)
state, identity is the essence of a brand and it is the public manifestation of its existence; this
core concept is related with image, mission and vision (Ditlevesen, 2012; Van Riel &
Fombrun, 2007), values and culture (Melewar & Karaosmanoglu, 2006).
The strength of the identification is determined by the awareness of an individual, and the
knowledge of and experience with the organisation (Balmer & Liao, 2007). This feeling can
even extend to individuals close to the organisation but without any link to it (Wilkins &
Huisman, 2013).
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It is also worth highlighting the concept of dialogue proposed by Medina and Build (2016)
whereby the organisation creates a listening architecture that implies policies, structures,
technologies and resources that allow organisation to interact with its key publics, and not
only transfer information to them.
The main challenge for university organisations is, above all, to help students to get to know
their institution. Communication processes are very important for knowledge of the
organisation, but it is direct experience that will foster a real affinity between the student
and the university. It can be said that identification is a process of self-definition that
happens after the connection between the identity of the university and of the student
(Cameron, 1999).
We define corporate culture as the social construction of the identity of the organisation
that refers to the human component of the company, its employees and directors, and to
the behaviour of all these people in relation to the corporation (Villafañe, 2000, 2008). This
concept is perfectly applicable to university, where it can be said that the institution has
decided on a set of variables to identify with and project to its stakeholders. Thus the
identity, the corporate personality and the knowledge of the brand form the set of elements
that will differentiate one university from another. It is through these elements or variables
that the institution will transmit values and attitudes to its stakeholders, and will be known
and recognised by them.
Therefore, while the identity and personality of the university will represent perceptions
based on university management policies, the knowledge of the university brand precedes it
at an individual level of identification with the university.
University brand personality is mainly based on two processes: direct and indirect. For staff
(professors, researchers, technical and administrative staff) the direct process will come
from their relationship with the management of the university and the working relations
that exist between them. For students it will depend on their interaction with their lecturers.
In both cases these relationships will lead to the development of the specific brand
personality (Balaji, Roy & Sadeque, 2016). Evidently, the university brand personality
achieved in a direct way between staff and government bodies and their management
policies will have an effect on the students. The development of brand personality indirectly
ISSN: 2174-3681

129

REVISTA INTERNACIONAL DE RELACIONES PÚBLICAS, Nº 14, VOL. VII [Páginas 125-144]

201_

comes via communication offices, with image or publicity campaigns, but its history and
heritage also play a very relevant part in this area.
The Spanish university system has tended, for years, to transmit its objectives to the press
via a one-way system. Therefore, rather than communication offices with a two-way ethos,
we should speak of press offices that functioned as information agencies, sending
statements and press releases to the main newspapers in their field of influence.
Vice-chancellorships and communication departments are starting to appear in the
governing bodies, and strategic plans are starting to include actions to make the public
aware of what is happening in the university.
A recent study by Alwi and Kitchen (2014) demonstrates that the brand values derived from
direct experience, communication and marketing of the university determine the attitude
towards the university brand. This research paper determines the importance of brand
awareness in the formation of university identification.
2.2. Fundraising as a source of finance
Europe’s public higher education has experienced the weakness of the state funding system
in recent years, due to the financial crisis. This has sparked a debate on the need to adapt
the funding system in an international context of excellence and increased competition.
In 2011, Estermann and Pruvot in the report Financially Sustainable Universities II indicate
the impact of the economic crisis on universities’ public funding, which on average
represents close to 75% of European universities’ financial structures. Furthermore, it
showed thus far that there are clear signs that universities are increasingly diversifying their
income structures; however, their reliance on public funding means that any change in this
funding source can potentially have the highest impact.
In the mentioned report and in EHEA (2016), the following are included as
recommendations:
- Integrate income diversification in the institutional strategy. Apply a proactive approach in
diversification and identify opportunities. Engage the academic community in the
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diversification strategy and its actions, and strengthen instruments for widening
participation.
- Invest in people. Invest in the development of institutional human capital to improve
further capacities and competences to engage in income diversification. Establish and
nourish strong leadership and management.
- Incentivise faculties and staff to take an active part in income diversification. Increase the
use of untapped potential within the universities. Design resource allocation models that
provide incentives for income diversification at faculty/departmental level (performance
agreements, development plans). Provide incentives that foster the commitment of the
academic staff to the strategy.
- Interact smartly: set up professional stakeholder management. Create a professional
stakeholder management (create a “brand” around the university). Enhance the awareness
that the university is creating value for external stakeholders and identify areas of mutual
benefit with local and regional partners.
From the late 20th century, there has been a move towards adopting market-based
management methods (Gornitzka, 1999) with the government acting solely as an observer,
and granting universities the freedom of a self-regulating market (Mainardes, Alves &
Domingues, 2009). In the opinion of Pérez-Esparrells and Vaquero (2011), public universities
should continue to be funded by the state. In the case of Europe, three-quarters of
university resources are public.
Unlike for-profit organisations, which generate their own income, fundraising is a very
important source of finance for non-profit organisations (NPO) such as those involved in
education, health, research or culture (Moon & Azizi, 2013). These NPOs have been adopting
the concepts of public relations, and therefore management with their stakeholders.
For stakeholders to become donors to the NPOs it is necessary for the organisation to have a
suitable corporate image, to have laws on patronage that promote and foster a culture of
giving, for the stakeholders to be interested in the cause of the NPOs, and for them to know,
and if necessary, control, where the money they have donated goes (MacMillan, Money,
Money & Downing, 2005).
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Trust plays a fundamental part in the relationship between the stakeholders and the
organisation. The development of trust is crucial in the commercialisation of relationships,
but especially important for donations to NPOs (MacMillan et al., 2005).
There are three main conditions for people to be prepared to donate: firstly, the purpose of
the NPO must be in the sphere of the individual; secondly, the individual must be able to
benefit from the services the organisation offers, and thirdly, the donation must not
represent too high a cost of money or effort (Srnka, Grohs & Eckler, 2003).
For Cho and Kelly (2014), on the other hand, there are three levels of cooperation. The first
is the ‘patronizing-philanthropic relationship’, where the relationship is asymmetrical and
the donor does not expect anything in return for the altruistic contribution. In second place
is the ‘exchange-transactional relationship’, which is based on give and take. The donor
expects some future benefits as a result of the donation. The third case, the ‘communalintegrative relationship’, goes beyond a commercial exchange; the donor provides resources
in response to the needs of the NPO or at least, for its wellbeing (Hon & Grunig, 1999). In
these cases the two organisations make a joint effort that benefits both of them, and
integration between the two is apparent (Austin, 2000). This type of relationship is not
altruistic because both parties seek to benefit. Grunig (2001) argues that a communalintegrative relationship is relevant when two-way symmetrical communication is achieved.
For Eric Thomas, Vice-Chancellor of the University of Bristol and director of the Task Force
Report on Voluntary Giving to Higher Education (Thomas, Blair, Hughes-Hallett & Lampl,
2004), there are two fundamental ideas that we must keep in mind. Firstly, donations must
be used in the search for excellence in our universities, and never for maintenance or basic
funding. They are not a substitute for other, pre-existing, funding formulas in higher
education, and much less for state funding. Secondly, the institutions are responsible for
creating commitment among the stakeholders who can make donations, seeking mutual
benefits for all concerned.
The development of the culture of giving starts by instilling the culture of asking in our
universities (Hemsley-Brown & Oplatka, 2010). This leads us to a university strategy where
institutional leaders at all levels dedicate effort and resources to reaching the objectives
agreed on, and future donors feel informed and involved in our institution. Secondly, it is
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necessary to find influential leaders in society that can mobilise the alumni to raise funds.
Thirdly, and key, is the creation of an office to set up and develop all the fundraising
strategies with qualified personnel (Thomas et al., 2004).
Spain is entering a new stage, where it needs to introduce the “culture of asking” to a mainly
public university system with a very established tradition of exclusively public funding. The
“culture of giving” has been very limited by fiscal support and the culture of Spanish society
itself. The professionalisation of universities in the culture of asking is therefore important,
as is government support in the form of laws that encourage donations and philanthropy.
Table 1 describes the university-donors’ models of interactions from Pérez-Esparrells and de
la Torre (2012) based on Expert Group Report (2007).
Table 1. Models of fundraising
Strategies
Gifts

Description
Operating Funds. These consist of annual restricted funds,
supporting specific goals such as scholarships, or grants for
research.
Annual Funds. Funds solicited by the institutions (usually to
alumni) on an annual basis.
Endowments Funds. Funds given to the university under
instructions from the donor to invest them permanently
Facilities Support. Gifts for capital purposes in support building
projects.
Legacy gifts, Typically given for very general purposes.
Alumni Model
Continuous collection of small donations from a large pool of
donors. Alumni relations office or fundraising units. Source of
funds: alumni and university friends.
Major Gift Model
Large donations directed to highly specified purposes in line with
university strategy
Foundation Research Researchers’ activities to seek funds.
Model
Corporation Model
Major corporations and foundations that share university
purposes.
Multimode Model
Medley of the “Foundation research” model with different options.
Source: Pérez-Esparrells & de la Torre (2012: 6-8).

3. STUDY PURPOSE AND METHODS
The aim of this research paper is to analyse Spain’s university system, using the information
supplied by each of the universities, to compare the current situation and to propose new
courses of action.
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In this context, the main question in this research project addresses how fundraising
strategies reconfigure the relationship of higher education institutions in Spain with their
stakeholders. For this reason, the objectives on which the research is structured are:
O1. To establish the elements necessary to achieve a greater sense of belonging and
trust towards the Institution (universities).
O2. To define the main fundraising strategies.
O3. To determine the stakeholders involved in the fundraising strategy.
With the aim of understanding the reality of the Spanish university and analysing the
different fundraising formulas used by Spain’s universities, an exploratory-descriptive
methodology has been used. In the words of Molina (2014: 34), “if descriptive research is
combined with exploratory research, the problem or situation to analyse is well defined and
the information obtained is detailed. The most commonly used methods in these cases are
secondary data analysed in a quantitative way, surveys or observation, among others”.
The universe of the study was taken from data supplied by the Conference of Rectors of
Spanish Universities (CRUE), which has 76 associated universities, 50 of which are public and
26 of which are private. All these universities are accredited by the government of Spain. We
can thus understand that the Spanish higher education system is totally represented by this
association.
The study took place in the 2015-2016 academic year and a content analysis was carried out
of all the public and private universities, using their web pages, annual reports, strategic
plans and fundraising policies. The main courses of action were deduced from this, which
allowed work to begin based on the reality in Spain.
Guided by the objectives of the research paper, an ad hoc research index was created, which
allowed us to identify the following items: the communication offices, the type of team
member, the strategies followed, the stakeholders involved, and the fundraising activities
carried out by the universities.
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4. RESULTS
The results of the study show the current state of fundraising in Spain’s universities as an
alternative that the universities need to explore more strategically and with a view to
strengthening. In general terms, all the universities consider foundations, university
departments and the sponsorship of events as the main areas of work for fundraising. On
one hand a strategy is formed, that we could say is the main focus, centred on the activities
derived from the exchange of technological knowledge and the offer of scientific, research
and training services. On the other hand, as other emerging strategies appear, which need
more attention from the education institutions, we can find donations and inheritances, as
well as the use of spaces for advertising.
Continuing with the structure of this article, we consider that communication is a value for
the awareness of the university brand that is represented and therefore the sense of
belonging and trust towards the institution. Hence we will first examine the involvement
that the universities have with communication and the interest that the management takes
in this, which is understood to be essential for it to be included in the universities’ strategies.
Today, the university’s sense of belonging and trust come from the awareness people have
of it. In the last 15 years, Spain’s public universities have been updating their communication
departments in order to be closer to their stakeholders.
The governing bodies have understood the need to create consolidated communication
offices, and even designate a member of staff responsible for them. Spain’s public
universities now have a vice-chancellor for communication, institutional relations or a
manager of communication (56%) with responsibilities in the development of the
institution’s image and communication, or a deputy vice-chancellor or adviser to the
chancellor (14%). As the data analysed demonstrates, over half of the universities have a
vice-chancellor for communication, although it is true that this role normally includes other
responsibilities apart from communication, image or protocol. In the case of the deputy vicechancellors or advisers to the chancellor, they have unique competences in the aforementioned responsibilities. The role of fundraiser, despite becoming more common in the
world of business, did not appear to exist in any of the universities in the sample.
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At present, universities have moved on from a one-way flow of information, especially about
the events attended by the chancellor, and have organised two-way communication offices.
The introduction of Web 2.0 sites that enable this type of communication helped greatly in
this area. Another aspect that has changed is the involvement of the university in the
implementation of its corporate image. Going beyond the design of their corporate identity
with the production of corporate identity manuals with regulation of their logos and brand
(92% of universities now have this), the universities are making a great effort in the area of
public relations. There is a movement towards the unification of communication and official
events are public.
Thus making use of the university’s full potential with respect to its image there is a notable
growth in the programming of news-friendly academic events. One example is the increase
in honoris causa doctorates award ceremonies at universities. In the past five years, there
has been an average of two or three of these events per institution each academic year.
The development of social networks is another factor that has made a greater awareness of
universities possible. It is true that these are mostly directed at the students themselves; a
well-defined strategy since these were normally the stakeholders that were most
disconnected from the communication circuit of universities. At present, 100% are present in
the main social networks, such as Facebook, Twitter, and, although to a lesser extent,
YouTube, LinkedIn, Tuenti and Flickr.
We have studied the main fundraising strategies undertaken by universities. In general
terms, research chairs, research contracts, and sponsorship are the principal activities used
for fundraising, followed by foundations. There are already universities that see fundraising
as an additional source of income, and develop patronage plans for this. In other cases, the
institution works in a more “timid” way, and carries out occasional events such as concerts
or advertising campaigns on its website.
We can confirm that 100% of Spanish universities include contracts for research and
research chairs with companies in agreements, but the question remains as to whether the
research chairs are planned with the objective of raising funds. Normally it is the professors
who build relationships with companies and promote the drawing up of agreements for
development, without the existence of standardised guidelines from the university. For this
136
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reason, there are research chairs that receive tiny amounts of money like 2,000 or 3,000
euros for their position. However, it is true that there are more and more universities that
insist on some minimal objectives before conferring a research chair. At present there are
only three universities that publicise a plan of research chairs on their web page as a
strategic element of fundraising.
Loyalty is one of the most important variables for raising resources. The Public University of
Navarra stands out for its loyalty programme, which is explained and publicised on its
website.
The study carried out on the entire public higher education system confirms that 38% of
universities already undertake activities related to patronage and philanthropy or have in
place a specific plan for this area, communicating this to their stakeholders and carrying out
academic activities or events in recognition of the contributions of their sponsors and
patrons. This figure is larger in the public universities than the private ones, at only 17% of
universities.
In the public universities the percentages of the fundraising actions that are performed the
most in relation to the total are: research chairs 25%, sponsorship and patronage 22%, and
foundations 18%, non-official courses 16%, donations and contributions 11%, alumni 6%,
others 2%.
The percentages in the private universities, for their part, in relation to the total is as follows:
research chairs 26%, non-official courses 19%, donations and contributions 14%, foundations
12%, sponsorship and patronage 11%, advertising 7%, alumni 4%, others 7%.
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Figure 1. Fundraising actions in public and private universities.

Source: In-house production.
The third and last objective of the study is related to the importance of the stakeholders in
the fundraising strategy. Thanks to information and communications technology and the
inclusion of universities in Web 2.0 and social networks, the students have been reached.
This group used to be forgotten when it came to implementing communication policies, but
its value is now increasing.
One of the weaknesses found in this analysis is the relationship of universities with their
graduates. At present, there appear to be two trends to manage this relation, one the
universities that have a graduates’ department and the other, the independent associations
of ex-students whose mission it is to support the university. Of the fifty public universities
studied, only twenty-five, barely 50%, have a link to their alumni in their web pages. In the
case of private universities, the figure is 87%. This deficiency in the Spanish public university
system does not tend to happen in the private universities. Once students complete their
studies in a public education institution, they are forgotten about. Monitoring graduates is a
top priority. Making them feel that they chose a good university that they are proud to have
graduated from is fundamental, because they have an important part to play in
recommending the university after their direct connection to it is over.
One of the stakeholders that gain the most attention is companies. University-company
foundations, vice-chancellorships related with a company and departments of the company
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are the usual tendency in all of the universities analysed. However, it is not evident that the
universities take the location they operate in into account very much when choosing which
academic qualifications to offer.
The selection of stakeholders, without a doubt, has to do with the type of actions and the
ways in which public universities, in their role, achieve certain objectives in society. This
contrasts with a market-orientation in the private universities, which, without state
subsidies, must obtain funding from their “market” in order to make their projects
sustainable in the long term. The relationship with stakeholders is represented in figure 3. It
is worth noticing the interest in the parents of the students that appears in private
universities, but not in the case of public ones. Other stakeholders with differences in the
graphic are companies and donors; apparently private universities have closer relations with
companies, while donors are more important for public universities. We could state that
relations with stakeholders are also influenced and shaped by university idiosyncrasy.
Figure 2. Stakeholders in public and private universities.

Source: In-house production.
5. CONCLUSIONS
Motivated by the current economic situation of the country and the new circumstances in
academia, Spanish universities are starting to seek new ways of funding. Fundraising in all its
aspects is increasingly present in university strategies.
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The awareness and prestige of the university brand must constitute the main objective of
these institutions. Universities have to implement strategies in the medium term to develop
their prestige, and public awareness of them, through brand communication, advertising and
public relations, as well as the personal experiences of the students with their university.
Innovation, participation in the community, and excellence in the experience of the students
are fundamental elements to achieving these ends.
High levels of identification on behalf of the community with their local university will
provide a good amount of feedback, helping to improve the sense of belonging to the
institution of education. Therefore, it is clear that a greater involvement of the university
community will lead to greater efficiency in the search for, and generation of, opportunities
between the university and its stakeholders. Results reveal that only one university has
services to build loyalty, so we can conclude that currently Spanish universities do not carry
out techniques to promote loyalty or events aimed at the alumni segment.
Spanish universities have thousands, indeed hundreds of thousands, of ex-students. The
involvement of these graduates in the daily life of the university will contribute to their
loyalty to their institution. The positive influence of the image and prestige of the university
will encourage the alumni to attend new courses, to engage in continuous learning, and to
participate in forums and events. In these events they can share their opinions and offer
ideas to help the university to provide better services to its students, contributing in this way
to the creation of stable, long-lasting relationships. A strong alumni network is successful in
partnerships with large companies. Although work on alumni relations is only starting to
take philanthropic funding into consideration, it could build on well-established alumni
circles. Universities should explore more “regional” philanthropic opportunities and invest in
capacities and structures by establishing a department in charge of these issues and
recruiting a fundraising director with strong links to the regional community.
The data reveal the interest that universities all over Spain share in having a relationship
with companies, but it is necessary to continue working in this direction, offering the
opportunity to become actively involved in university life and continuous learning.
Identifying potential areas for collaboration and working on them is another challenge, as
well as a possible stimulus to the local economic-industrial fabric. It is a top priority that the
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university community knows about, and has the opportunity to participate in, these
university-company projects. In addition, this commitment to collaborate with the economic
fabric could increase private contributions to fund academic activities and research in the
universities, something that happens in the US model.
Committed and stable relationships with the different groups of stakeholders will make
them feel a part of the institution and thus help in the search for funding. At this point it
must be taken into consideration that these relationships are built on the trust of the
stakeholders who work with the university in the search for finance and donors. This is a
challenge for the universities that need to learn the “culture of asking” and how to meet the
expectations of their donors. The involvement of these groups with the mission and vision of
the institution is key, and this must motivate the institutions to show more concern for these
stakeholders.
In short, the situation calls for a proactive approach to improving and strengthening the
relationship between the university and its main stakeholders, thus creating a climate of
academic trust for its stakeholders, through the dissemination of the funds raised and their
benefits for society.
All the above is of no use if the university does not pay attention to defining a suitable
communication strategy with which to reach its stakeholders. Each university must have an
accurate knowledge of its stakeholders, in order to avoid mistakes and to communicate
effectively. As Mora (2009) proposes, universities’ reputation must be focused on achieving
a unique identification and differentiation, only in this way they will be perceived as
authentic. The main challenge for our universities at the moment is to take steps towards
turning the press offices of the end of the 20th century into real departments of institutional
relationships and total communication.
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