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Words from author

At this moment, the people in Vietnam are, relatively, familiar with the term of Public Relation. The domestic communication industry is rapidly developing. Market demands are also rising, both wider and deeper. Public Relation activities are broadening, from events to crisis management, from media relations to social responsibilities…etc.

Public Relation is now acknowledged to be an independent and professional sector in the country. The market is also increasingly demanding for number of Public Relation professionals. Unfortunately, there are a very limited number of short courses about Public Relation, which do not satisfy the market.

Two years ago, the Academy of Journalistic and Communication, officially run its first Public Relation bachelor program, also acknowledged as the first bachelor program in the whole country.

Meanwhile, we agree that the Netherlands and Vietnam have different education systems. In Vietnam, it is often said that schools focus too much on theories and intellectual knowledge, without appropriate concerns about “practical experiences”. In many cases, graduates cannot perform their “real” working tasks despite that they may have wonderful educational backgrounds.

Does the newly established program at the Academy of Journalistic and Communication fall in this beaten track? Is communication important in the program? Is it practical or theoretical? Will graduates be able to perform communication effectively?

They motivate me to do a research on the role of communication in the Public Relation bachelor program at the Academy of Journalistic and Communication.

Ta Anh Tuan.

Utrecht, the Netherlands

December 2007
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Executive Summary

For the past nearly eighteen months, the Academy of Journalistic and Communication in Hanoi, Vietnam has been running a Public Relation bachelor program. This program is a certain result from a rapid development of the industry at this moment.

In many cases, Public Relation could be regarded as a Communication tool. Therefore, communication, both theoretical and practical is supposed to be at the centre and to be very important for the success of the program at the Academy.

This research is to find the role communication plays to meet market’s requirements on abilities/capabilities a Public Relation practitioner should have. By doing a survey on the market demands, interviewing with staffs at the Academy and analyzing existing documents, evidences are found to confirm the following statements:

· Firstly, the research finds that the program sees Communication to be a professional objective for any Public Relation practitioner. 

· In addition, the research finds that communication categories are given unequally. It focuses on higher levels of communication, rather on lower levels of communication.

· Overall, the research finds that the program trains students to master the following market required six abilities/capabilities: Communication or the Ability to develop, interpret ideas, persuade and negotiate; Compose Media Releases: Think creatively & problems solve:  Analyze, interpret & value information; Think quickly, make decisions, and Coordinate work with others.
The research concludes that communication plays an important role to meet objectives and terms recommended in the Public Relation bachelor program at the Academy of Journalistic and Communication.

Finally, we give suggestions about the structure of the program, what content should be included and what teaching methods should be applied.

A model, which consists of 5 stages: Introduction to Communication; Model, Processes and Uses of Communication; Categories of Communication; Formats of Communication and Communication planning; is given as a recommendation about what should be taught in the program.
In addition, two teaching strategies, including Projects and Applying models and concepts of communication are recommended to enhance the effectiveness of interactive communication currently applied in the program.

The research ends with recommendations for further research on a large population and research to find the possibility of expanding the current program and providing more programs.
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I. Overview of the study

1. Introduction

The Academy of Journalistic and Communication, a unit of the Ho Chi Minh National Political Academic, was established in 1962 in Hanoi, Vietnam. Over its 45 years of history, the academy has provided education and training for over 36,000 students, including 400 Laotian and Cambodian cadres and students. Programs given at the academy are expanded over years. Currently, it is providing 16 Bachelor programs, 4 Master programs and 2 PhD programs.

On the 9th of May 2006, Phd.Tạ Ngọc Tấn, Director of the Association of Professors of the Academy of Journalistic and Communication has agreed to the establishment of a new Faculty of Advertising and Public Relation, recorded as a development in the history of the academy. Yet to date, the faculty remains as the only educational institution in Vietnam provides a full-time bachelor program in Public Relation, a new and prospect field to meet pressing demands from the young Public Relation industry in the country.

In the academic year of 2006, there were 40 students firstly registered to the program. After one year, the program has recorded a number of successes and gained attention from the society. More and more people are interested in and concerned with the field of Public Relation and with the program.

According to PhD. Dinh Thi Thuy Hang (Head of Faculty of Advertising and Public Relation), communication, as a critical factor in Public Relation, is placed at the centre of the Vietnamese culture. She noted, “This is an important factor, which should be exploited and developed for the purpose of building a Public Relation industry that is appropriate to the context and culture of the country, with Vietnamese characteristics; to limit any disadvantage or negative factors for because the field is imported from overseas” (1)
(1) : Dac Chuyen Pham and Kim Hue Pham et al, “Quan Hệ Công Chúng – Lý luận và Thực Tiễn (Kỷ yếu hội thảo)”; 1st edition, National Politic Publications, 2007, p326-p336

2. Problem statement

Frequently, Public Relation is regarded as a communication tool. Therefore, any Public Relation course should always put the term at its centre.

The Public Relation bachelor program at the Academy of Journalistic and Communication is a four-year program, and is expected to provide students with broad and comprehensive professional intellectual and practical knowledge. It is advisory that a graduate would be able to be a Public Relation professional, who can perform effective communications at all levels to various publics.

The reason to do this exploratory research on the Public Relation bachelor program at the Academy of Journalistic and Communication comes from a fact that many people argue the program, as it does not give a proper concern to the field of communication. They believe communication is, relatively, unimportant in the structure. Therefore, it would not be realistic to expect graduates to meet the objectives.

Therefore, we come up with the questions: 

· Is this role important or unimportant in the practice of Public Relation, in reality?

· What is the current position of communication in the structure of the program?

· Does it meet the actual market’s demand(s)?

3. Research Objectives

The research is to find how important the role of communication in the program is. However, it is difficult to develop a measurement to evaluate this role. Therefore, the investigator takes a more specific step on measuring the relations between communication and recommended objectives for a successful Public Relation educational program. After having knowledge about the relations, recommendations regarding the structure of the bachelor program are also given, as well as recommendations for further studies/researches.

4. Research question and propositions

Outlined earlier, this research is to examine the role that communication plays in the program: What is this role? Does it meet the market’s demand(s)? 

The following research question is raised and will be answered in the research:

“How does communication play to help students acquiring recommended knowledge and abilities in the Public Relation bachelor program at the Academy of Journalistic and Communication?”

To direct the study, the following three propositions are given. Evidences will be collected in the study to examine these propositions.

1. The program is to train students to be able to perform effective communications.

2. Communication categories are not given equally in the structure of the bachelor program.

3. The bachelor program trains students to acquire professional skills and/or knowledge that meet the market demands.

5. Methodology

Those above propositions are examined by several ways, which may be slightly different. However, the overall strategy used in the research is Analytical Induction. Moreover, there are, in general, three methods to collect evidences and data. They are:

· Survey: In order to determine what knowledge and/or skills the market demands from a graduated Public Relations practitioner, as well as market’s needs and demands and expectations, the investigator will analyze results from one survey.
The investigator, with specific purposes for this research, newly makes the survey. The questionnaire is sent to the employees in a particular Public Relation company in Hanoi. The company of choice is the Vietnam Today Joint-Stock Company – a subsidiary of the Petro Vietnam.

The objective of the survey is to define the most important knowledge and professional skills for a Public Relation practitioner, from the view of the market.  

Data from the survey is processed by SPSS software. 

· Interview: This method is also used to collect primary data. The investigator has the opportunity and agreement to conduct two interviews with PhD. Dinh Thi Thuy Hang and Lecturer Nguyen Minh Hien to collect data for the purposes of the research. However, geography conditions do not allow the investigator to conduct face-to-face interviews; the interviews are therefore, conducted by telephone.

· Documentations: Secondary data is collected by the use of documentations. This refers to existing data and information already given in previous studies, researches, documents or any other materials

6. Organization of the report

The report consists of seven chapters, numbered from Chapter I to Chapter VII. Each chapter have several smaller sections, depending on the contents of the chapter.

I – Introduction: This chapter gives an overview about the structure and the procedure of the research. Research question and objectives are given. In addition, a short description of the methodology is also included in this chapter.

II – Literature Reviews: This chapter reviews several theories and other previous researches/studies related. These theories and researches/studies play as a framework for the research to be conducted.

III – The Academy of Journalistic and Communication and the Public Relation bachelor program: A profile of the academy is given in this part. Further, an overview of the Public Relation bachelor program is also included in this chapter.

IV – Methodology: In this chapter, we discuss about the methods used to conduct the research, including research strategies and methods to collect data and information.

V – Data Analysis and Proposition assessment: This chapter shows the procedure(s) on linking data, evidence and the propositions. Then, it continues with arguments to examine the possibilities and degree of certainty of each proposition. 

VI – Conclusion: This chapter is a conclusion after testing the propositions. In addition, the research question is answered in this part. A view on the Delimitations and Limitations of the research is also included in this chapter.

VII – Recommendation: After analyzing data collected and examining the propositions, this chapter gives some recommendations and suggestions for further research(s).

The report ends with a Bibliography. Additionally, several appendixes are included also.

II. Literature reviews
1. Previous studies on Communication and Public Relation

1.1. Relationship between Communication and Public Relation

Undoubtedly, Communication has long forgone and is still playing a critical role on the knowledge body of Public Relation. According to J. E. Grunig (1989), Public Relation theorists have borrowed theories from communication science and other social sciences, but few have developed unique theories of Public Relations. Moreover, scientific disciplines always have borrowed from one another, but they do not advance unless they build original theories from the borrowed concepts. (1)
More specific than the general term of Communication, Public Relation is concerned with corporate communication. “The father of Public Relations”, Edward L. Berneys used psychology and other social sciences into his new Public Relation theory. He developed the two ways symmetric model, which is the centre of current Public Relation activities. In the model, research helps creates mutual understanding between an organization and the public. It builds on the asymmetrical model and considers both the most ethical and most effective Public Relation model in current practice. Public Relation practitioners go beyond simple dissemination of information and analysis of feedback and act as a mediator between the organization and its stakeholders. (2)
The mediator mentioned in the model is, frequently regarded as, a third party. It was one of Bernays’s favourite techniques for manipulating public opinion. If you can influence the leaders, either with or without their conscious cooperation, you automatically influence the group, which they sway, he noted.

Meanwhile, there were not many Public Relation theories. Little to no thought was put into Public Relation activities until the research of James E. Grunig. He built up the four-models and added many theories to the body of knowledge that already exist. This additionally confirms the role of communication in Public Relation. His research was a great contribution to the body of Public Relation knowledge. 

(1) Grunig, James E.; “Public Relations Theory”. Hillsdale, NJ; 1989,

(2)Grunig, in Salwen, Michael B. and Stacks, Don W.; “An Integrated Approach to Communication Theory and Research”, Lawrence Erlbaum Associates, 1996
	Grunig's Four models of Public Relations

	Model Name
	Type of Communication
	Model Characteristics

	Press agency/publicity model
	One-way communication
	Uses persuasion and manipulation to influence audience to behave as the organization desires

	Public Information model
	One-way communication
	Uses press releases and other one-way communication techniques to distribute organizational information. Public relations practitioner is often referred to as the "journalist in residence.

	One-way asymmetrical model
	One-way communication
	Uses persuasion and manipulation to influence audience to behave as the organization desires. Does not use research to find out how its public(s) feels about the organization.

	Two-way symmetrical model
	Two-way communication
	Uses communication to negotiate with publics, resolve conflict, and promote mutual understanding and respect between the organization and its public(s).


[image: image11.png]
Source: http://iml.jou.ufl.edu/projects/Fall99/Westbrook/models.htm (Oct 12th 2006)

1.2. Definition of Public Relation

This is important to rely on a definition of Public Relation for the analyzing process of the research, especially for the survey. 

Yet, despite the fact that Public Relation has relatively well developed, many people are still confused with what Public Relation is. The reason is that the range of Public Relation is very large. Finding a most widely accepted definition of Public Relation is still in a debate. However, for the purpose of this research, Public Relation is defined by Otis et al in 1996 as following:

 “Public relation is a management function that helps to define organizational objectives and philosophies and facilitate organizational change. Public Relations practitioners communicate with all relevant internal and external publics in the effort to create consistency between organizational goals and societal expectations. Public relations practitioners develop, execute, and evaluate organizational programs that promote the exchange of influence and understanding among organizations’ constituent parts and publics.” (1)
This definition shows some important characteristics of Public Relation.

Firstly, Public Relation is viewed as a management function. Public Relation can help organizations to set their objectives, to maintain and to adapt with their publics. 

Secondly, Public Relation is defined as a communication tool, as it involves communication in four specific ways: 

· Skills: We often view Public Relation practitioners as excellent writers and speakers. They need to be very good in communication. However, they are not only technicians in communication, but they also need to be able to conduct plans, researches and analyse results. 

· Tasks: the Public Relation process is often considered to be accompanying with the tasks and goals of communication. The common tasks considered to be along with Public Relation are: production of a media release; an annual report; an employee magazine; creation and management of campaigns to achieve awareness of an issue or change opinions about a subjects…etc. 

· Systems: refers to the establishment of systems for ongoing communication. The systematic methods of gathering information, the relationships established with editors and publishers, and the creation of community or consumer groups to provide insights and perspectives are examples. 

· Systems Operation: is concerned with how the systems mentioned above should be used. Following this definition, Public Relation is responsible for maintaining systematic two-way communication. 

Finally, Public Relation is defined to be a mean of influencing Public Opinion: the nature of Public Relation is to maintain relations with the publics, including influencing public’s opinion. To do so, Public Relation practitioners have a range of activities, aiming to enhancing an organization’s prestige, dealing with informing, promoting, understanding and interpreting. 

· Establishing Relations with publics: Rather than manipulating various publics, Public Relation is to sensitize the organization to public images and expectations. 

· Interpreting Public Opinion: This approach considers Public Relation as an integral part of organizational management. In their book, Otis et al exemplified this viewpoint: “Such an approach to public relations suggests that some of the most important messages communicated by public relations practitioners are aimed neither at the media, nor at customers and the general public, nor even at employees. The most important messages, rather, are developed with management in mind and deal with fundamental aspects of organizational direction, decision making and coordination.” (1)
· Exercising Social Responsibility: The issue of Public Relation’s social reasonability becomes significant, and is viewed as an integral aspect of the Public Relation functions. Public Relation practitioners need to try to help the organization to balance the social responsibility and the profit responsibility
(1) Baskin, Otis W and Aronoff, Craig et al; “Public Relation: The profession and the practice”, McGraw-Hill; 4th edition, 1996, p6-p7

2. Analytic Induction – A qualitative research strategy

The strategy was developed by Florian Znaniecki in 1934. He was a Polish philosopher turned to a socialist. During his life (1882-1954), he had many contributions to the body of knowledge of Sociology. One of them is the Analytic Induction – a strategy to identify universal propositions and causal laws.

The Analytic Induction is a strategy to collect, analyze data and to present data. “The principle of this strategy is contrast with defining and using terms in advance of research. Instead, definitions of terms are considered hypotheses that are to be tested. Inductive, rather than deductive, reasoning is involved, allowing for modification of concepts and relationships between concepts occurs throughout the process of doing research, with the goal of most accurately representing the reality of the situation” (1)
The strategy is used for researches that making universal statements. These statements are NOT tested in the beginning and can be modified when there is one or more exception(s). It is, in fact, not to find a comprehensive and explanation for the phenomenon. It is rather to find the degree, which changes in constructs, and hypotheses explain the phenomenon. 

In general, the process of analytic induction consists of six steps:

1. Develop a (tentative problem) statement about a phenomenon.

2. Develop a hypothesis about the phenomenon.

3. Confirm the hypothesis with instance(s).

4. If one of the instances fails to be correct, redevelop either the phenomenon or the hypothesis to the extent that the instance is included in the modified hypothesis.

5. Reconfirm the modified hypothesis with another case(s). If the new hypothesis is confirmed, then there is some degree of certainty of the hypothesis.

6. Repeat the process with every case until there is no exception. 

(1): Ratcliff, Donald E.; “Analytic Induction as a Qualitative Research Method of Analysis”, University of Georgia, 1994, p1-p3

3. Graeme Burton and Richard Dimbleby‘s Categories of Communication

In 1990, G. Burton and R. Dimbleby developed a classification for communication that should be applied in communication teaching.

The classification is showed below:

· Intrapersonal communication: is concerned with the inherit communication process within people. It is the active involvement of individual in symbolic processing of the message, and concerned with the needs that motivate us. 

· Interpersonal communication: includes messages that occur between two interdependent persons. It also includes something about perception, about the use of non-verbal behaviours.

· Group communication: deals with structured channels of communication within a group, with constructive and obstructive behaviour in groups, with roles and its effects on groups.

· Mass communication: essentially deals with the media. “One would wish to look at where the messages come from, how they are put together, where they are going to, and how they may affect the audience. Specifically, one is likely to deal with notions such as genre, convention, construction and representation. One is therefore also likely to look at the quality and the popular press, at modes of television such as news, documentary and soaps. It is also likely that one would link with this category some work on the applications and social implications of new technology” (1)
· Extrapersonal communication: There is other type of communication, which is without extended interference of human. In extrapersonal communication, we communicate with anything other than another person. However, this topic is very special, so that in practice, teachers rarely take it on as a distinct subject.

(1):Burton, G. and Dimbleby, R; “Teaching Communication”, Routledge, first edition, 1990, p19

In addition, they suggest that there are distinctive social and functional purposes of using communication. It is including such purposes like to inform, to persuade or to entertain...etc.

Social purposes refer to the extent that we are trying to develop or modify social relationships with others. While functional purposes refer to the extent that we try to give or to obtain information. In practice, these two often interlinked and sometimes, it is difficult to separate and/or distinguish.

Further, based on these purposes and category of communication, various forms and formats are given, range from oral to written communication; from verbal to non-verbal communication...etc 

4. S.W.O.T Analysis

This marketing theory is very powerful for any situation analysis on a particular organization. 

According to Phillip Kotler et al, a SWOT analysis is “A distillation of the findings of the internal and external audit which draws attention to the critical organizational strengths and weaknesses and the opportunities and threats facing the company” (1)
A SWOT analysis contains of four elements:

Strengths: contains resources and capabilities that the company uses to create competitive advantage over competitors.

Weaknesses: Some missing strengths over competitors may be viewed as weaknesses. Weaknesses suggest a need for more focus.

Opportunities: occur when an environmental trend plays to a company’s strength; have certain level of probability of success.

Threats: Changes or trends in the external environment may also create threats to the company. 

(1): Kotler, Phillips and Armstrong, Gary et al; “Principles of Marketing”; 3rd European Edition, Prentice Hall, 2002, p81

III. The Academy and the Public Relation bachelor program

1. The Academy of Journalistic and Communication

1.1. Overview

The Academy of Journalistic and Communication is a governmental public higher institution, situates at 36 Xuân Thuỷ - Cầu Giấy - Hà Nội – Vietnam.

The Academy was formally a mergence of three schools: “Nguyen Ai Quoc Institute II”; the “Institute of Communication and Education” and “People’s Institute” in accordance with Resolution 36 NQ/TW by the Central Communist Party Committee. The annual anniversary of the school is the 16th October.

Over years, the Academy has changed its names from The Central Institute of Communication and Education in 1962 to The Central Institute of Communication and Training in 1970. Once again, back to the name of The Central Institute of Communication and Training in 1984, and from 1990 to 1993 as The Institute of Communication and Education, and from 1993 as the Academy of Journalistic and Communication. 

In 1993, under the Decision No61/QD/TW issued on 10/03/1993 by the Politburo of Central Party Committee on restructuring the Party’s Institutions, the Academy affiliated to the Ho Chi Minh National Political Academic. According to the Decision, the Academy is responsible for training lecturers about Marxism, Ho Chi Minh Ideology; about ideology and culture, and media and mass communication cadres for the Party and nationwide.
At the moment, the Academy consists of 31 faculties and offices named in figure 1, page 16; provides education of 16 courses for undergraduate degree, 4 courses for Master degree and 2 courses for PhD in media. 

Source: Official website of the Academy of Journalistic and Communication: http://ajc.edu.vn
1.2. Vision and Missions

Vision: The Academy of Journalistic and Communication, a unit of the Ho Chi Minh National Political Academy, is an educational centre for training and cultivating cadres, a research centre to improve teaching quality and cultivate cadres. There are four major missions for the Academy, which direct all other actions of the academy. They are:

· To Train and to Cultivate: The Academy has a mission for training and cultivating cadres, lecturers in fields of political studies; for educating and training undergraduate and postgraduate students in fields of journalism, publication and communication; and for cultivating National and Communist Party’s philosophies and policies for those above listed.
· To do researches: The Academy has missions to do researches and studies on Marxist philosophies, Ho Chi Minh’s thought, Communist Party’s policy, political sciences and other social sciences and humanities; to do researches and studies to improve teaching capability and methods. Additionally, it does researches and studies on both laboratory sciences and applied sciences, linking theories to practices; to do researches and studies in association with other institutes and research centres; to do researches and studies on issues and activities in national and global context in accordance with National and Communist Party’s policies. Moreover, it also do researches and studies and to set up materials and literatures for educating and training programs at the academy.
· International Relations: The Academy has a mission on broadening international relationships for doing educating researches and scientific researches with overseas institutions and research centres in accordance with National and Communist Party’s policies.
· Finance and infrastructure investment: The academy is budgeted under the state management, via the Ho Chi Minh National Political Academy. The academy has a mission on gradually modernizing the infrastructure of the academy and promoting the application of Information Technologies for all purposes listed above.

Source: Regulations on the functions, missions and organizations of the Academy of Journalistic and Communication, issued on the 6th March 2006, number 304/QĐ-HVCTQG

1.3. The target groups

Finding the great needs and demands of higher education from the group of high school graduates and Ho Chi Minh National Politics Institute’s members and cadres, the Academy of Journalistic and Communication may select this group as its target market. Due to the limitations in resources and internal capacities, the Academy should apply concentrated targeting strategy to focus, initially, its offerings to these target groups. 

Why high school graduates, cadres and members of Ho Chi Minh National Politic Institute’s are targeted students? 

The segment of 12th grade high school students is a potential market with an annual increasing number of young people attending the national entrance exam to study in universities. The Academy of Journalistic and Communication defines this segment as the main target group.

Another reason is that the Academy has a core mission from the day of establishment, which is to train and to educate cadres in accordance with the directives given by its mother Academy.

Although Public Relation is gaining public interests, there is still a fact that new programs offered at the Academy are new to for students to overcome. In general, Vietnamese students often select schools and programs greatly depending on their reputations, which are the element that the Academy may miss.

For the reason, the Academy of Journalistic and Communication determines to implement the concentrated market targeting strategy. It satisfies the mentioned market in which potential students have demands for higher education yet they have few options to select suitable courses. The concentrated targeting strategy can help the Academy distinguish from other public education institutions.

1.4. Organization Chart 

(Source: website of the Academy: http://ajc.edu.vn)

[image: image12.wmf]65.40

%

34.60

%

Female

Male

[image: image13.jpg]M

B0r
579
074
o568
064
5559

5054

548

o4

3%

03

%%

Female

n

1519

1014

50

04




[image: image14.wmf]Communication related

32

72.7

12

27.3

44

100.0

No

Yes

Total

Valid

Frequency

Percent

[image: image15.jpg]Communication related

|
|yes




[image: image16.jpg]Expectation:Practical knowledge

very
L) Important

B important




[image: image17.jpg]Expectation:Theoretical knowledge

very
L] Important

B important




[image: image18.jpg]Capacity:Think creatively&problem solve

very
L] Important

B important

Somewhat
a Important




[image: image19.jpg]Ability:Compose (Media) releases

very
L) Important

B important

Somewhat
a Important




[image: image20.jpg]Ability:Develop,interpret ideas, persuade & negotiate

very
L) Important

B important




[image: image21.wmf]Statistics

26

22

22

25

26

26

17

0

4

4

1

0

0

9

Valid

Missing

N

Ability:

Develop,inter

pret ideas,

persuade &

negotiate

Ability:Think

quickly &

make

decisions

Ability:Plan &

Coordinate

work with

others

Ability:

Compose

(Media)

releases

Capability:

Analyze,interpr

et&evaluate

information

Capability:

Think

creatively&pr

oblem solve

Capability:

Work under

pressure &

meet

deadlines

[image: image22.wmf]65.40

%

34.60

%

Female

Male

[image: image23.jpg]Communication
Category

iira or
B terpersonal

B Group o Hiass
et





1.5. SWOT Analysis

The framework of S.W.O.T analysis is borrowed from the body of Marketing theories, as it has already been described in Chapter II, section 5. The analysis is useful for positioning the Academy in the educational market in Vietnam.

Strengths

One of its strengths is that the Academy of Journalistic and Communication is the only training institution in the field of journalism and communication of the Ho Chi Minh National Political Academy. As training is one of Academy’s activities to assist and to support its members for political objectives, the Academy was established to provide training and education for the Ho Chi Minh National Political Academy’s members first. With the mother academy’s millions members in all provinces around the country, the Academy has a basis for its potential target market. Belong to the only Political Academy in Vietnam, undoubtedly, the institution fits well with the needs and demands on training and education in terms of politic. 

Moreover, the Academy of Journalistic and Communication has a long established history. It is developed from the formation of three schools that again, had long histories. The academy therefore has possessed strong experience in training and educating cadres and students, and had a solid organization structure. 

As one of the Academy’s main target markets is cadres who already had working experience, the curriculum offered by the academy was designed to well fit with the demands and needs of those target students. New and practical subjects that have not been taught in programs that also provided by other institutions are added to the curriculum of the Academy’s programs. The teaching methods used in the institution are also newly but carefully applied in Vietnam education system. Case studies, group discussions, self-study, as teaching methodology, are used beside to lectures. These differences between the Academy of Journalistic and Communication and other public institutions are one of its strength that needs to be focused to distinguish the Academy.

Weaknesses

To issue bachelor degrees, the academy must have teaching staffs who are holding master degrees or higher. Human resource is a weakness of the academy at this moment. Especially concerned with the new bachelor program of Public Relation, where little to none among teaching staffs have higher educational degrees relating to the field. Despite that are some lecturers are being sent study abroad; yet the number of teachers working for the institution is not enough, as it is required.

In addition, there is a big gap between two teacher generations. The older generations are usually at the age of around 45, whereas the young generations are less than 30. The older generations have strong experience in training, yet they do not have professional knowledge and skills in some newly established training and education programs of the academy. Oppositely, the young generations are educated with updated knowledge and new teaching methodology. However, they are lacking of either teaching or professional experiences.

Opportunities

The Vietnamese government is trying to innovate in higher education system so that Vietnamese higher education can meet the international standard in order to satisfy the requirements of both economic and social development. In an effort to improve higher education system, new models with updated curriculum and modern teaching methodology are encouraged. As one of the academies to make the early steps in innovation, the Academy of Journalistic and Communication has opportunities for further developments.

Political cadres and Ho Chi Minh National Political Academy’s members have few choices to select a suitable program in journalistic and communication due to several constraints. This niche market so far has not been paid attention in the marketplace although they are potential target. Choosing the niche market to focus, the Academy may make it different with other competitors to specialize in serving its target market.

The Ho Chi Minh National Political Academy plays such an important role and position in the Party’s political system. Therefore, the Academy of Journalistic and Communication receives the concurrence and support of organizations and unions.
Threats

The domestic competition in the education market is increasing with more types of institutions. Some well-known local institutions have made significant changes in their curriculums and teaching-learning methods. With an orientation towards education innovation from the state, this trend is expanding to other local institutions. The Academy therefore will have to face and compete with more strong competitors.

In the process of developing, it must have a long-term strategy in improving the institution’s training content and the quality of education. The target market of working cadres has different training demands and needs with 12th grade high school students.  It requires having a practical curriculum and methods. As the Academy is applying new programs and new teaching-learning methods, it needs to keep updating and make changes if necessary in order to meet the target market’s expectations.

The SWOT analysis of the academy may be described in brief in the table below.

	Strengths

- Benefits from the HNPI

- Long and experienced history

- Experienced targeted groups

- New teaching methods and curriculum


	Weaknesses

· Lack of staffs

· Gaps between teacher generations



	Opportunity

· Encouragement to develop from the government

· Distinctive program(s) target market.

· Concurrence and support from mother institutions
	Threats

· Increasing competition

· Different characters of different targeted groups



2. The Public Relation bachelor program 

2.1 Overview

Program name:
Public Relation


Educational level:
Bachelor of Art


Field of study:

Public Relation

Type:


Full-time

The 9th of May 2006 is recorded as the official date of establishment of the Faculty of Advertising and Public Relation with its first bachelor program in Public Relation. PhD. Dinh Thi Thuy Hang was assigned as the first Head of the faculty and the Director of the program.

Yet to date, the program is the first and the only bachelor program that gives education and training in the field of Public Relation in the country. Although during the last few years, several short courses and training programs have been giving by either educational or training centres.

The overall objective of the program is to give education and training for students to become Public Relation professionals, who are able to practice Public Relation in governmental organizations and others.

In the academy year 2006-2007, hundreds students registered to take the national entrance test to enter the program. (See Appendix 7 for more information about this test). Only 40 students were selected. The test contained three subjects: Maths, Literature and Foreign Language. The minimum score to pass the test was 22 (maximum: 30). It was a relative high score (average 7.3 per subject). This somehow shows the interest and quality of students.

	Educational level
	Education program
	Maximum credits to obtain
	Propedeuse Maximum  credits to obtain
	Main Phase

	
	
	
	
	Overall
	Basic phase
	Advanced phase
	Dissertation/ Dissertation Exam

	Bachelor of Art
	4 years
	195
	86
	109
	33
	66
	10



2.2 Assessment: 

Criterion for assessment are in accordance with the “Regulations on educating, training, examining and graduating for full time students with higher education” number 04/1999/QĐ-GD&ĐT, issued on the 11th February 1999 by the Ministry of Education and Training.

To obtain a Bachelor degree, a student must have 195 credits, attend, and pass all classes of National Defence Education. A student has maximum 2 years to obtain a Propedeuse. Additionally, he or she may have a chance to do the Graduation Dissertation only if he or she has passed all regular exams in the Basic and Advance Phases (one or more resist(s) will be regarded as insufficient) and his or her average grade (of all subjects) has to be at least 7.5 (out of 10.0). If a student does not meet these requirements, he or she must take the graduation Dissertation Exam instead.

The Dissertation Exam consists of two subjects: The first one is about the Vietnam Communist Party’s guidelines and policies. The other is about the Philosophies of Public Relation.

2.3 Objectives

After finishing the bachelor program, graduates are expected to meet the following qualities:

a. Political quality

Having a thorough grasp of Marxism, of Ho Chi Minh’s idea; of directives, policies and regulations guided by the State and the Communist Party. Have a social-class standpoint, Communist political skills and spirits. Trust in and being loyal to the revolutionary career. Have revolutionaries’ morals and conducts, good consciousness to disciplines, a high sense of responsibility, a passion and motivation for professional works and having a close relation with the community.

b. Psychological and Physical quality

Graduates are to have a good physical strength and psychology to meet working requirements and to complete appointed tasks.

c. Intellectual and professional quality

Students are given education and training to obtain the following professional knowledge and skills:

· Mastering the nature of Public Relation: Definition, History and Development of Public Relation; Role and principles of applying Public Relation in practice

· Understanding the roles of Public Relation professionals in business, organizations and firms

· Mastering competences and skills in developing relationships among individuals/groups, between individuals/groups and other public groups, between individuals/groups and the media; competences and skills in planning events and managing issue and information during time of crisis

· Understanding the nature of mass communications and being able to apply several means of mass communication in professional works.

· Being able to organize communication events like: exhibition, fund raising, sponsoring, press conference…etc; to compose and edit press publications and other communication issues, including printing, radio and television broadcasting and virtually broadcasting.

· Additionally, after graduating, students are supposed to have a base of intellectual knowledge about social science, about culture and people in Vietnam and in the world and to have basic researching skills in field of social sciences and humanities.

2.4 Curriculum

In total, a student needs to complete 975 class hours within 4 years. The program consists of 44 subjects (including 2 periods of work placement; 1 Dissertation or Dissertation exam and 165 class hours of National Defence Education.)  Every 5-class hour results in one credit. Excluding one period for National Defence Education, there are three phases of studies: Propedeuse; Basic Professional Phase and Advance Professional Phase.

At the moment of doing this research, a model named MECGRIS PR is being implemented in the structure of the program.

The model was developed by Doctor Phan Tat Thu in 2005, and consists of seven factors:

· Media: Refers to the abilities and skills to develop and maintain relation with the media, as well as abilities and skills to compose media releases.

· Event: Refers to the abilities and skills to organize and manage events and other conferences. 

· Crisis: Refers to the abilities and skills to manage and resolve when dealing with a crisis.

· Government: Refers to the abilities and skills to develop and maintain relation with the government.

· Reputation: Refers to the abilities and skills to manage the organization’s reputation, to manage its brand and image.

· Investors: Refers to the abilities and skills to manage relation between the organization and its various investors.

· Society: Refers to the abilities and skills to build and manage social responsibilities.

For detail on subjects and number of credits, see Appendix 1.

Sources:

· Frame for Undergraduate educational programs – Ho Chi Minh National Political Institute; Academy of Journalistic and Communication, Hanoi, 15th August 2006

· Interview with PhD Dinh Thi Thuy Hang, December 2007

· Dac Chuyen Pham and Kim Hue Pham et al; “Quan Hệ Công Chúng – Lý luận và Thực Tiễn (Kỷ yếu hội thảo)”; 1st edition, National Politic Publications, 2007

IV. Research Methodology

1. The Propositions:

To direct attention to particular matters that are examined in this research, it is needed to have some propositions or hypotheses.

After having an overview about the Academy of Journalistic and Communication and about the Public Relation bachelor program, the following propositions are given to play as answers to the main research question. They serve as the basis foundation for the research on the role of communication in the Public Relation bachelor program.

i. Different programs, different courses may have different interests and different goals. Nevertheless, in any Public Relation course, communication is almost always at the center. It is not about the practice communication, but about teaching communication, where communication and/or its contents are considered to be a subject that students are to learn.  Thus, the first proposition assumes that “the program trains students to be able to perform effective communications.”
ii. Next proposition suggests that “Communication categories are not given equally in the structure of the bachelor program.” Despite the important role of communication, some levels of communication are less important than others. In other words, there is a difference between the given catalogues of communication, in which some aspects of communication are more important than others.
iii. In fact, the research question is related to professional knowledge and abilities a Public Relation practitioner is recommended to have and whether the program helps students to master them. Besides, it is clearly and undoubtedly that the program must be in accordance with objectives and guidelines given by the government and other authority parties. Thus, governmental objectives are not in concern. Overall, this proposition is only concerned with knowledge and abilities demanded by the market as it supposes, “The Public Relation bachelor program trains students to acquire professional skills and knowledge that meet the market demands.”
2. Unit of Analysis: 

The purpose of this research, once again, is to examine the role of communication in the Public Relation bachelor program.

To examine the recommended knowledge and abilities, the entire program will be analyzed. Therefore, a big unit of analysis is the entire Public Relation bachelor program given at the Academy of Journalistic and Communication. 

It is also advisory to examine several subjects given in the programs to determine whether communication is taught to meet the given objectives. Each subject is a smaller unit of analysis. In fact, many subjects will be analyzed, which then, characterizes the study to be an Embedded, Multi-Case Design.

3. Research Strategy:

The research method to be used in this research is the Analytic Induction logic. This strategy for data analysis is mentioned previously in Chapter II – section 2.

Hypotheses are regarded to be Propositions in this research, which are mentioned previously in section 1 of this chapter.

Later in this research, evidences from data collected will be used to test the degree of certainty of each proposition.

In case there is an instance that fails to confirm the hypothesis, a new hypothesis will be developed to include the instance.

This process will be repeated until the proposition is correctly applied in every case. 

4. Methods to be used for collecting data:

4.1 Primary data: 

4.1.1 Questionnaires of expectations of target markets

Process of designing the questionnaire

Objectives

In order to develop the answer for proposition iii (See section 1, chapter IV, page24), this survey is hold with aim to reveal the requirements and expectations of the target market towards Public Relation practitioners. In other words, this survey is composed to find what the demands from the market are. Bases on the results, we can give final assessment to proposition iii. In addition, with the result from the survey, it is also possible to give recommendations toward the program in later part of the research.

Data collection method

This survey is utilized with questionnaire method. The questionnaires are sent to employees who are working in a Public Relation company in Hanoi, Vietnam. The company of choice is the Vietnam Today Joint-Stock Company. Respondents who present at the company on that day can take few minutes to answer all questions and return it on the same day. (The questionnaire is attached as Appendix 3)
Response measurement

Two types of measurement scales are used to measure the responses:

· Nominal scale: The use of this scale is for demographic questions (i.e. working position, age, etc…) where data can be classified in mutually exclusive categories.

· Ordinary scale: Among several types of rating scales, we apply itemized rating scale, Likert method. Vietnamese usually show neutral attitude, especially for question of selecting or not selecting, evaluating good or bad, etc...  Thus, we use four options of answers to prevent neutral answers, so that respondents must indicate the specified degree of agreement/disagreement with each statement.

The example of this rating scale is given:

	Reasons
	Very important
	Important
	Somewhat important
	Not important at all

	Presentation Skills 
	
	
	
	


Questionnaire layout

The questionnaire comprises two parts:

· The 1st part: Personal information

· The 2nd part: Questions to find out the recommended knowledge/abilities for a Public Relation practitioner

Developing sampling plan

Target population

We limit the target population to people who have interests and/or experiences in working in or relating to the field of Public Relation. They may be or may be not familiar with the Public Relation bachelor program.  

Sampling frame

We want to define the market demands for a Public Relation practitioner, as well as expectations for a Public Relation bachelor program, thus, we will base our analysis on those who are in our target population. We will not take into consideration on those who are not.

Sampling procedure

The purposive sampling, one type of non-probability sampling, is used for this survey. The sample is selected in such a way that the chance of being selected of each unit within the population is unknown. 

In purposive samples, sample elements are selected because it is expected to serve the research purpose. Therefore, the sample may or may not present the population, and we may not evaluate the precision of our estimates. However, in the circumstance of short time for doing the research, it is not feasible to do random sampling.

Sample size

Due to limited time and human resource to finish this research, we could only be able to make a small-scale survey. To save time in collecting data, we decided to ask employees in an ordinary Public Relation company – Vietnam Today Joint Stock Company – in Hanoi.

There are about 45 employees in the company that was randomly chosen at the moment of doing this research. After sending the questionnaires, we received 26 responses so far.

Schematic drawing

The questions are designed and interpreted to find out what skills and knowledge the market expects from a Public Relation practitioner and their expectation for the Public Relation program.
2. 
2.1.1. Interviews
Telephone interview is a method to collect another source of primary data. This derived from the difficulties cause by geographic conditions. The two interviews are arranged with:

· PhD. Dinh Thi Thuy Hang – Head of Faculty of Public Relation and Advertising at the Academy of Journalistic and Communication.

· Lecturer Nguyen Thi Minh Hien – Faculty of Public Relation and Advertising at the Academy of Journalistic and Communication.

in order to discuss about the current matter and insight, up-to-date information of the program.

In brief, the interviews centre on the following semi-structure questions:

· What are the sources, from which the Academy has consulted to design the structure of the program?

· Did the Academy do any research to get actual market expectations and demands toward the program?

· The program focuses much on a higher level of communication, particular, group and mass communication, and does not pay enough concerns about lower level of communication, such as intra or interpersonal communication or organizational communication, is that true?

· What is the current quality of students?

· How does the Academy access current students’ quality?

· Did the Academy conduct any research or survey on students’ satisfaction?

(See Appendixes 4 and 5 for the Interviews)

4.2 Secondary data

Documentations: The use of this method is for collecting secondary data from previous existing documents. This source of data will be collected by a desk research. A desk research is a research strategy whereby the researcher uses material that is produced by others (Zikmund, 2003). Main advantage of the method is that it enables researchers to research the subject in depth, without losing too much time to find or create the right information, especially because this information already exists.  Another advantage is that it is possible to gather large number of data quickly. In addition, the material to be used have high level of credibility, for the reason that they are based on researches that are already done, therefore, it is possible to rely on the data being produced in accordance with scientific methods.

However, the method has a disadvantage for that the materials to be used have often been gathered for other purpose, rather on the same purpose with the particular research. Moreover, by gathering large number of data, it is also required to take much time to analyze them.

Within the scope of this research, the main secondary data to be used is the detailed structure of the Public Relation bachelor program given at the Academy of Journalistic and Communication. Particular teaching materials (books, syllabus…etc) will also be used for conference. Beside, newspaper articles, magazines and website, as well as various literatures, reports are also good secondary resources as they allow the investigator to get up-to-date and needed information to conduct the research.

Relying on the classification given by Naresh K. Malhotra (1) this source of data is including: 

· Internal secondary data: including wealth of in-house data about the Academy of Journalistic and Communication and the Public Relation bachelor program. The investigator is able to use with permission information contained in materials about the program, which were given by Lecturer Nguyen Thi Minh Hien – Academy of Journalistic and Communication – under an agreement from PhD. Dinh Thi Thuy Hang – Head of Faculty of Advertising and Public Relation.

· Published external secondary data: including syllabus and other literatures published and used in the Public Relation bachelor program by the Academy of Journalistic and Communication; statistics and/or figures from Governmental sources and other external sources

Information and data collected from several sources regarding to documents to be used (or planned to be used) in the Public Relation bachelor program, including syllabus, books and other literatures are partly free to access. Other information about the Academy of Journalistic and Communication and other parts of the research is collected from trustable web sites and documents of relevant parties. Theories and theoretical framework to be used as evidences and/or other purposes of the research are collected from previous researches and/or studies.

(1): Malhotra, Naresh K. in “Marketing Research – An applied Orientation”, 3rd edition, Prentice Hall, 1999

V. Data Analysis and Propositions assessment

1. Statistical Techniques and Criteria for Selection:

For quantitative data: SPSS software is used to assess frequencies, percentile for all variables. The statistical technique of frequency and percentile is employed in the survey and in the structure of the program. 

Frequency is the number of occurrences of one variable whereas percentile reflects the relative number of times of the variable’ occurrence in comparison with the total number of answers. In the research, the number of total respondents and the number of subjects are used as the bases for all percentages. Valid percentile considers the missing cases, therefore, does reflect the actual percentile.

During the process of subjects classification, note that a subject is regarded to be communication-related in case that the purpose is for students to acquire knowledge of how and why we communicate and about the application of that knowledge. It is NOT about the requisite linguistic and social skills in isolation. Therefore, particular subjects like English, International Culture or Applied Vietnamese...etc, are not considered to be related to communication. Meanwhile, subjects like Introduction to Journalism; Journalism Writing or Events, Brandings... are considered to relate to communication for the reason that through the subjects, students acquire knowledge about communication and its application in a specific form, such as writing, conference...etc

2. Survey on the Vietnam Today Joint-Stock Company

2.1 Profile

· Age: The ages of employees at the company fall into two main groups: from 18 to 24 and from 25 to 34. They count up to 76.9% of total response. It indicates the young population at the company. Moreover, 6 out of 26 people are above 34 years old, accounting 22.1% of total responses. [image: image1.wmf]Age
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· Gender: There are more female employees working for the company than male employees. Among 26 responses, number of female employees counts 17 times, nearly 2 times as of number of male employees (9). 

· Highest Educational Background: All employees at the company hold a vocational degree or higher. Particularly, only two responses hold vocational schools degree, while the majority of employees hold at least a college/university bachelor degree. In addition, the number of postgraduate employees is also very fascinating, accounting nearly 35% of total response, or 9 times.
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· Working Position: There are 30.8% among responses are working as a Public Relation executives. This group counts the largest part. Moreover, there were only three responses are working as somewhat manager position. More details on work position may be found in the table below:
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2.2 Research Findings

· Skills/abilities 

When asked, all responses agreed on three capacities/abilities that a Public Relation practitioner should have. They are: Ability to develop, interpret ideas, persuade and negotiate; Capability to analyze, interpret and evaluate information and the Capability to think creatively and problem solve. The ability to compose (media) releases is also considered as one of the must-have, since 25 among 26 responses agree on that. The Capability to work under pressure and meet deadlines accounted the least. Only 17 responses or 65% agreed it was a recommended skill for a Public Relation professional.



· Important abilities/skills:

In general, all responses agreed on the role of given seven abilities/capabilities on the practice of Public Relation. Nevertheless, not all of them are at the same degree of important. Some are more important than another is. In particular, the first ability – to develop, interpret ideas, persuade and negotiate – is the most important on the practice of Public Relation, since 100% respondents ranked the ability to be important to very important, with a dominant percent of 77% on “very important”



All 26 respondents recommended the other two abilities: Abilities to think creatively & problem solve and the Ability to compose (media) releases; are considered less important. 73% respondents ranked it from important or very important. Meanwhile, a higher percentage of 84.6% respondents ranked the media releasing composing as important or very important.

Furthermore, there are different opinions about the degree of important of other abilities. The results are very diverse. However, the majority opinion is that they are important or very important, with only an exception for the capability to work under pressure and meet deadline.
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· Learning Sources: The survey finds that most respondents think the best source to learn Public Relation skills is from Working Experiences. However, this is not a dominant figure since the difference between number of people who think working experience is the best source and who think domestic school is the best source is only 4.
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· Expectation: The survey also finds that all respondents want the school to teach both theoretical and practical knowledge.  However, more people ranked practical knowledge to be very important than the number of who ranked theoretical knowledge (85% and 54%).


· Recommended abilities and work positions: It is true that even in a Public Relation company, not every employee has well experiences with the practice of the field. This, consequently, explains why people with different job positions at the company have different opinion about Public Relation abilities. Assume that eight Public Relation practitioners at the company have more experiences about the field, thus it is reasonable that their opinion may represent the market more correctly. The table below shows their opinions about the recommended Public Relation abilities.

	
	Work under pressure& meet deadline
	Compose Media Releases
	Think creatively

& problem solve
	Analyze, interpret &value information
	Coordinate work with others
	Think Quickly

& make decisions
	Develop, interpret ideas, persuade & negotiate

	Very Important
	0
	6
	5
	0
	0
	4
	7

	Important
	2
	2
	2
	7
	3
	1
	1

	Somewhat Important
	1
	0
	1
	1
	1
	1
	0

	Not important
	0
	0
	0
	0
	2
	0
	0

	Total
	3
	8
	8
	8
	6
	6
	8



The results are not much different from the total responses. Compose Media Releases, Think creatively and problem solve and Develop, interpret ideas, persuade & negotiate, additional ability of analyze, interpret & value information are the most importance, since all 8 Public Relation practitioners noted them as are needed for the practice of Public Relation.

In addition, we may also see responses ranked what skills as to be very important or important. They are: Develop, interpret ideas, persuade & negotiate and Compose Media Releases. Another ability – to think creatively & problem solve – is also ranked very important for 5 times, however, there is also 1 time when it is ranked to be somewhat important.

Meanwhile, the capability to work under pressure and meet deadline seem not to be needed for the practice of Public Relation, since only 3 respondents ranked it from somewhat important to important.

2.3 Conclusion

To conclude, we see that the ability to communicate or the ability to develop, interpret ideas, persuade and negotiate is the most important skill the market demands.

Other (very) important abilities/capabilities demanded by the market are: 

· Ability to compose media releases; 

· Capability to think creatively & problems solve; 

· Ability to analyze, interpret & value information; 

· Capability to think quickly and make decisions 

· Capability to coordinate work with others

3.  The interviews

As mentioned previously, the interviews were held covering the following questions:

· What are the sources, from which the Academy has consulted to design the structure of the program?

This question is to find the source of information for the Academy designing the program.  

PhD Dinh Thi Thuy Hang, in the interview, answered that the Academy had information based on given guidelines from the Ministry of Education and Training, from the mother institution, the Ho Chi Minh National Politics Institution, as well as consultancies from both domestic and overseas Public Relation experts and institutions.

· Did the Academy do any research to get actual market expectations and demands toward the program?

This question is to find whether the market’s demands and expectations play a role in the process of designing the structure of the program.

According to PhD Dinh Thi Thuy Hang, the Academy did take the market’s demands and expectations into considerations. Significantly, there is a point that the market views a large part of Public Relation intellectual and practical knowledge comes from journalism. Accordingly, journalism is included with a large proportion in the program.

· Is it true that the program focuses much on a higher level of communication, particular, group and mass communication, and does not pay enough concerns about lower level of communication, such as intra or interpersonal communication or organizational communication?

This question is to find the balance in the prospect of communication given in the program, in order to test the third proposition.

PhD. Dinh Thi Thuy Hang answers that no level of communication is considered as less important. However, as the market requires more on group and mass communications, these two categories are addressed to be more important.

The following three questions are to find the communicating process between the Academy and lecturers with students. 

· What is the current quality of students?

· How does the Academy access current students’ quality?

· Did the Academy conduct any research or survey on students’ satisfaction?

Particularly, they are to find whether the Academy is applying an approach towards mutual communication, where students, lecturers, and the academy use a two-ways systematic information flow. They are important for that in Vietnam, traditional teaching method is that teachers give information and students are expected to receive this without any question or comment. This traditional method is not interactive communication, where students have no influence to teachers at all. However, with information collected in the interview with lecturer Nguyen Thi Minh Hien, we may conclude that the Academy of Journalistic and Communication is applying a new teaching-learning method, where students have influence to the Academy and teachers. This mutual process stimulates students’ learning process.

(Transcripts of the interviews are attached as Appendix 4 and Appendix 5)

4. Propositions testing/assessment

4.1 Proposition 1:

The program trains students to be able to perform effective communications.
The Grunig’s four models of Public Relation, mentioned in Section 1.1, Chapter II – Literature Reviews, suppose that communication involves in all forms of Public Relation.

He argues that Public Relation is to persuade, manipulate audiences; to distribute information; to negotiate, resolve conflict and promote mutual understanding.

All of these purposes are communicating purposes and would be achieved by applications of communication theories or techniques.

Nowadays, Public Relation has developed to a higher level and involves more activities and purposes. Further than communicating only, Public Relation is probably to plan, to take part in the decision making process and to interpret information. (See chapter II – Literature Reviews, section 1.2: Definition of Public Relation). 

Whatever people may differently view Public Relation, communication is always at the heart of the term. For any Public Relation bachelor program, it is strongly, even critically, advised that communication theories and/or techniques should be addressed as one of the most important matters.

The Public Relation bachelor program at the Academy of Journalistic and Communication does reflect this fact.

In fact, the Academy is in the process to structure the Public Relation bachelor program following a 4-4-2 system. It is including 40% basic knowledge and abilities; 40% Public Relation basic knowledge; and 20% Advanced Public Relation knowledge. Knowledge about communication is mainly and largely given in the basic knowledge and abilities.

In the conference “Designing a structure for the Public Relation bachelor program at the Academy of Journalistic and Communication” held in May 2006, PhD Dinh Thi Thuy Hang noted that there was a point, which needs attention. It is about researching to strengthen teaching those are communication skills……Because Public Relation is not a narrow field, specifically for Public Relation professionals, but rather it is for all people as a necessary social skill.

Additional, in an interview with the research investigator, she also noted that the Academy saw the important role of communication and considered it as one of the must-haves.

Moreover, the importance of communication is also clearly out-lined in the objectives of the program, as a graduate student is suppose to be able to master competences and skills in developing, communicating and managing relationships among individuals/groups, between individuals/groups and other public groups, between individuals/groups and the media; competences and skills in planning events and managing issue and information during time of crisis. (See section 2.3 – Chapter III)

Statistically, subjects that are related to the body of communication theories occupy a large scale in the whole program at the Academy. The table below is conducted by analyzing the subjects including in the Public Relation program with the use of SPSS software. In this process, a subject is regarded as “Communication related” if it is about the intellectual knowledge or the application of communication. (See section 1, Chapter V for more detail on selecting a subject.)

Among 44 subjects, Communication-related subjects counted 12 times or 27.3% on the whole program. It is a high scale that shows the importance of communication. See the Figure 7 above for detailed number.
Not only in a wide margin, but also is this large scale of communication-related subjects found in the proportion they occupy in total credits of the whole program. Among 12 communication-related subjects, there are 3 subjects with 3 credits, 6 subjects with 4 credits and 3 subjects with 5 credits. Totally, they count up to 48 credits, or 24.6% among 195 maximum credits on the whole program. The table below shows a more detailed number.
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In general, we may see whether it is in the designing process, in the overall objectives or in the real structure of the program, communication always play an important and great role. Therefore, the proposition is confirmed, that the program wants to train students to be able to perform effective Communication. 

4.2 Proposition 2

Communication categories are not given equally in the structure of the bachelor program.”
In Chapter II, section 3, G. Burton gave a category of communication. Except the special category of Extrapersonal, he suggests that all categories should be given with proper concerns in a communication programs.

In Chapter V, section 2, noted that the programs should include those subjects that meet the market demands, as well as the guideline given by other stakeholders. It is concluded in section 2.3 that the market demands six subjects that involved communication at many levels.

Furthermore, the market does not, significantly, show which level(s) is (are) more or less important than other. Therefore, it is advisory that all categories of communication should be given with relative equal proportions.

However, the Public Relation program given at the Academy of Journalistic and Communication does not have this balance. Some categories are given with greater effort more than others are.

Particularly, the program focuses on higher levels of communication, including group and mass communications; rather on lower levels of communication, which consist of intrapersonal and interpersonal communications.

During the interview, PhD Dinh Thi Thuy Hang notes that the Academy does know the importance of all levels of communication. 

Nevertheless, it has a limit on setting number of subjects and credits. Therefore, it has to determine what elements are more important to meet both the objectives and the market demands. It is true that the program does not contain many subjects about intrapersonal and interpersonal communication. 

Meanwhile, students are supposed to acquire greater knowledge about group and mass communications via certain subjects. The Public Relation industry in Vietnam attaches much importance to these two levels of communication, so that the program, accordingly, must contain a proper part on the subjects. Therefore, the structure of the program is designed not to include many subjects of intellectual skills about the principles, concepts and terms of intra and intercommunications. In contrast, group and mass communications are given in a larger scale. They are also given in more detailed, with both theoretical principles and practical ways to apply and adjust them in reality.

Nevertheless, the survey conducted for this research does not confirm the statement that the market demands more on group and mass communications. Previously mentioned, we have found that there was no subject, which was, significantly, more or less important than other(s). 

In another measurement, this unbalance is also very significant. Among 12 communication subject related in the program (see section 4.1, Chapter V), there are 9 subjects about group or mass communications. Whereas there are only 2 subjects are fully about intra or interpersonal communication. The other subject that contains both intra-interpersonal and group-mass communication is the subject of “Communication Theory”.

9 1/2 out of 12, equals to 79% among communication-related subjects involve group or mass communication, consequently, add up to 37 credits. While only 2 1/2 or 21% of communication related subjects are intra or interpersonal subjects, which consequently add up to 11 credits. This figure shows clearly the dominance of the higher levels of communication over the two lower. Hence, we may conclude that Communication categories are not given equally in the structure of the bachelor program.
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4.3 Proposition 3

The Public Relation bachelor program trains students to acquire professional skills and/or knowledge that meet the market demands and expectations

Undoubtedly, designing a program structure in accordance with the market’s demands is important. To know the actual demands from the market, we did one survey on 26 employees at the Vietnam today Joint-stock company.

It suggests six learning objectives for a student to be able to be an effective Public Relation professional.

They are following abilities/capabilities: Develop, interpret ideas, persuade and negotiate; Compose Media Releases; Think creatively & problems solve; Analyze, interpret & value information; Think quickly, make decisions, and Coordinate work with others.

The question of what to teach in a program is, certainly, not easy to answer. Ideally, it should be based on various sources. These sources may involve consultancies from diverse stakeholders; regulations and guidelines from the government or also from the expectations of potential students. However, as already mentioned in chapter IV – Methodology, section 1: Proposition; this proposition is only concerned with knowledge and abilities, which are expected and demanded by the market.

The Academy of Journalistic and Communication has spent a couple of years on getting information to design the Public Relation program’s structure to be most suitable to the characteristics of the domestic markets and society.

In general, the goal of the program is to provide students knowledge in accordance with the market’s demands.

We rely on the findings of the survey we conducted specifically for this research to determine what actual market demands are. In section 2.3, Chapter V, we have concluded six abilities/capabilities that the market requires from a graduate. In 

The program is training students to master the six suggested abilities/capabilities found in the survey. (See section 2.3, Chapter V)

· It focuses on training students to be able to Compose Media Releases. Public Relation activities in Vietnam, at this moment, are greatly involving Media (including Journalism). Clearly, the bachelor program and its MECGRIS model (see Chapter III, section 2) take a great effort to train students to master this ability. Among 21 subjects given in the program (note: subjects in the Propedeuse phase and four subjects of: Work placement; Dissertation/Dissertation Exam and National Defence Education and Physical Education are not counted), there are five subjects (nearly 25%) involve this. They are Mass Communication language; Ethics and Regulations in Journalism; Public Communication; Introduction to Journalism and Events. Undoubtedly, as the market in Vietnam attach PR activities greatly to Media activities, providing students courses and subjects that 

· Think creatively & problems solve: This capability refers to what a Public Relation practitioner should do responding to a problem and how creative he or she could be. In addition to one subject of Issue and Crisis Management, which trains students what to do when a crisis occurs, the program also trains students to acquire this capability by requesting them to work on several cases, to solve real problems or to experience from previous cases and studies. This capability is hard to measure, and sometimes it can be considered to be an inherit capability of a person. However, as students are required to compose many media releases for their assignments, their creativity would be affected, influenced and enhanced. 

· Through subjects like PR Planning; Crisis and Issue Management or Research and Evaluate PR, students are supposed to acquire the ability to Analyze, interpret and value information, as it could be considered as a managing ability. In fact, they require students to apply the needed skills in order to meet the (ultimate) goals of the courses, rather than teaching students about the intellectual knowledge about the skills. However, by working on given cases and situations, students must learn the ability to meet many assignments’ requirements. They study by doing. This also reflects the “practical” approach that is expected by the market. Thus, this is an advantage the Academy has over its competitors. (See Appendix 7)

· Think quickly and make decisions: This is different from the capability of thinking creatively and problem solves. This more likely focuses on how a Public Relation practitioner reacts to a problem. In fact, there is not a particular subject about the capability as it is (somewhat) complicated to put into one subject. In many cases, we cannot teach a person what to do to think quickly and to make right decision. There is little to none theory about that. Meanwhile, we can only train him/her to do so. However, students are supposed to acquire it through the process of doing group assignments and case studies, when they are required to make many decisions to come to a final.

· Coordinate work with others: There are many subjects included in the program that give intellectual knowledge about cooperating with other people. This somewhat involves group communication when a person needs to communicate, or to coordinate/work with his or her teammates. There is no particular subject about the capability. However, it is included in many other subjects, which are about group communication. Furthermore, students may also acquire this ability by working on groups assignments with their fellow students, by working with external individuals and groups through fact-finding tours...etc

· In fact, Develop, interpret ideas, persuade and negotiate is likely regarded as communication skills. A Public Relation program should always include communicating subjects in its structure. The Public Relation bachelor program at the Academy of Journalistic and Communication does not stay out of this track. The program consists of several subjects like Communication theory; Designing and Presenting for PR or Communication and Negotiation Skills, which are designed to help students having intellectual knowledge about the field. Moreover, through various assignments, students are supposed to experience the application of those intellectual knowledge in to practice, that could help them later.
In section 2.2, Chapter V, we have found that the market also values both theoretical and practical knowledge. In other words, the market demands graduates to know the intellectual knowledge, as well as to have practical experiences that can only achieved through a “participating and working” process. 
According to Professor Nguyen Thi Minh Hien, Public Relation is about interacting with the public. Therefore, graduates are strongly expected to be able to interact effectively with the various publics. The “old” method of learning, in which a silently sitting student listens to the teacher and passively takes note, is not encouraged as it cannot enhance this way of mutual interaction. The Academy is planning to provide students a more successful and effective method, which has been tested and implemented in many countries with well-developed educational industries. In such a system, students are expected to perform interactive and mutual communication with their various publics, including their fellow students, external third parties or with teachers and the schools.

In fact, many subjects given in the programs require students to “actually” participate and interact with others. (Note: subjects given in the Propedeuse phase are not counted, as the Law in Vietnam requires them to be included in almost every program.) These are including team workings; fact-finding tour in external organizations or class discussions…etc.

Despite that we have also found that the balance was not equal (Proposition 2, See section 4.2, Chapter V), that those abilities/capabilities required and market’s expectation(s) are not given effectively or properly in the program, we cannot refuse the fact that in the structure of the program, all of them are included. No matters they are given in particular subjects or through teaching methods, students are supposed to master them during their studies. To conclude, we confirm that The Public Relation bachelor program trains students to acquire professional skills and/or knowledge that meet the market demands and expectations.
VI. Conclusion

1. Conclusion

At this moment, Public Relation at educational level is still relatively new in Vietnam. The term was once considered to be a part of other fields like Marketing; International Relations or Human Resources... and only taught in various short courses and training programs. Some Public Relation practitioners may have the chance to study abroad, but the majority of them learn professional knowledge and skills through their own working experiences. Therefore, the first Public Relation bachelor program given at the Academy of Journalistic and Communication is a significant development and great contribution to the industry. 

Despite that, Public Relation activities have been practicing long in the history of the country. The culture of Vietnam is collective, where relations between people are important, as they are the base for the society to develop. Communication, undoubtedly, plays an important role in the process.

In fact, Public Relation may be seen as a communication tool for an organization to manage its relationships with various publics. The role of communication in Public Relations is therefore, never less important. 

Educational institutions work with students on very different structures, different interests and different goals; but for any Public Relation program, no matter it is a long or a short course, communication should always stays at the heart of the program.

This rule is also applied at the Academy of Journalistic and Communication.

The research has explored the role communication plays to help students acquiring recommended knowledge and abilities in the Public Relation bachelor program at the Academy of Journalistic and Communication in three aspects:

· Communication is one of the professional objectives in the Public Relation bachelor program. Actually, in Vietnam, Public Relation practitioners are very often regarded as communicators. The survey on employees at the Vietnam Today Joint Stock Company finds that communication skills are the most important factor for a successful Public Relation practitioner. In accordance with the market demands, communication remains as the main objective of the program. No matter it is in the designing, the implementing processes or in the given objectives, the program always position communication as one of the most important elements. Subjects related to communication also account a great part in the program. 
· Communication categories are not given equally in the structure of the bachelor program. Despite the important role of communication, which is already addressed, the categories of communication are being given unequally. It is quite clear to see that the program focuses on higher levels of communication: including group and mass communications; rather than on lower levels of communication, which consists of intra and interpersonal communications.
· Overall, it trains students to acquire professional skills and/or knowledge that satisfy the market demands and expects: The survey on employees at the Vietnam Today Joint Stock Company finds 6 main required/recommended abilities/capabilities, which are: Communication skills or the Ability to develop, interpret ideas, persuade and negotiate; Compose Media Releases: Think creatively & problems solve:  Analyze, interpret & value information; Think quickly and make decisions and Coordinate work with others. The survey also finds that the market values both theoretical and practical knowledge. 

The objective of the program is to train students to master these abilities/capabilities in an approach that meet the market’s expectation. This is done by several ways, including particular subjects about the intellectual knowledge and various teaching methods to help students mastering them through their learning process.

2. Delimitations and Limitations of the research

The Academy of Journalistic and Communication is comprised of providing postgraduate and undergraduate programs, as well as short courses on many subjects; of doing researches on political development and policy formulation... In this research, we only focus only on one of the Academy’s activities: the Public Relation bachelor program. 

In reality, the Academy also plans to hold short courses for those who want to study for specific aspects in Public Relation. Communication also plays a role in those courses. However, due to the limitation of time, it is the regret that we could not make a broader research to include these products of the Academy.

Moreover, the survey in this study is sent only to employees who are, at the moment, attending at the Vietnam Today Joint Stock Company. Therefore, they are a small but representatives of the whole population of the market. However, they are the ones who have real demands for and experiences in the practice of Public Relation. Their answers and comments are useful to find out their impressions and evaluations on the industry so that we can make the right assessment for the research.

Furthermore, the research investigator faces the limitations of time, human resources and geographical distance during the research. Firstly, they do not allow the investigator conducting larger samples for the survey. Secondly, they do not allow the investigator to observe particular classes or to participate in the program at the Academy to have more specific assessments about the practices of communication.

VII. Recommendations

1. What should we teach?

Mentioned previously in this research, the Public Relation program is doing well on teaching group and mass communications. It does not position, or, does not properly position, intra and intercommunications, as they are important for students.

Nevertheless, to become effective communicators, Public Relation students are supposed to be able to perform communication effectively at all levels. Yet there is no clue proves that groups and mass communications are more or less important than intra and interpersonal communications, for a PR practitioner.

Moreover, to be communication experts, a student needs to have comprehensive knowledge about the field, not only limited upon one or few particular aspects of it. 

For reasons, it is recommended that the Academy should include (more) subjects relevant to those categories of communications, as well as other basic theories of communication. The following diagram is a suggestion about what elements of communication the Academy should include in its Public Relation bachelor program.













The model shows five stages of teaching communication.

Stage 1 starts with an introduction about the development of Communication throughout the history.  It also includes explanations of concepts that are frequently used in those models, such as sender, receiver, message, feedback or code and decode...etc. This stage is a very basic and general foundation. 

Stage 2 is to discuss the models, processes and uses of communication. It first starts with the reason why we communicate. Generally classified, people use communication for two major purposes: Social purposes are including purpose like entertain, persuade or others in order to develop and maintain relationships among people; Functional purposes is about the purposes to inform or to obtain information. In reality, these two purposes may be hardly to distinguish. Further, we communicate for all of those purposes under a several models and processes. I.e. the Derivative, Transactional or Ecological models...

After having knowledge about different purposes of communication, it should come up with stage 3, where categories of communication are given. In this stage, it is recommended to give a broad view of all levels of communication, but only focus on four levels. Extrapersonal communication is irrelevant to Public Relation, for that communication in the field, is almost completely about human communication. This stage provides students the nature, the characteristics of, the differences between, the rules and applications of 4 levels of communication: Intrapersonal, Interpersonal, Group and Mass Communications.

Stage 4 continues with forms and formats of communication. Depending on the purposes and the levels of communication, specific forms and formats of communication are appropriately used. They, in general, fall into 4 groups: Writing, Oral, Visual and Media.

Stage 5 is about Communication Planning. Here, students are to learn how to compose a communication campaign or plan. Relevant theoretical approaches (i.e. the Multi-Step Flow, the System Theory Perspective or the Social Marketing Perspective approaches) and strategies (i.e. Outside or Inside; or the Content/Distribution and Processing strategies) or sub-parts of communication (i.e. Marketing Communication or Political Communication) that are needed for the planning process are also introduced to students.

The diagram does not show which stage is more or less important than other(s). We believe they are all needed for a successful communication expert.

The diagram also suggests a procedure, in which students start with basic and general knowledge about communication. It is important for that it serves as a foundation for further steps to be taken. Undoubtedly, before being able to perform complicated communicative task, we always need to know what communication is and how it developed throughout the history. Such questions are answered at this stage. However, we do not focus on it too much. The body of communication theory is very broad and for many reasons, is not reliable for teaching Public Relation. Therefore, in this stage, we suggest that only general knowledge and the most important aspects will be given. At this moment, the subject of Communication Theory (See Appendix 2) contains information about this aspect, with a small proportion (only one (the first) class). However, because many aspects are limiting the entire structure, we believe this proportion is proper for the program.

However, the subject of Communication Theory (as well as other in the entire structure) does not contain knowledge about the purposes of communication. Purposes or Uses of communication is an important matter. In stage 1, we know about how communication takes places, but not about the reasons why we communicate. Therefore, we suggest at least 1 class to discuss about the purposes of communication would be included in the subject. In other classes, matter concerning about models and processes of communication are discussed. Furthermore, because of a broadened length, enriched contents of the subject Communication Theory, we also suggest its weight (counted in class hours and in credits) should be higher, from four to five credits.

Stage 3 is important. We have already found the balance between categories of communication is not equal. Meanwhile, the market does not demand such a priority. The current proportion of 21% / 79% (intra, interpersonal / group, mass communication) (See section 4.2, chapter V) does not reflect the right positions of the first two levels of communications, despite their important role in real life.  We recommend a proportion of 33 % / 67%. This proportion weights intra and interpersonal communication higher. However, it still reflects the facts and trends in the Public Relation industry in Vietnam (See Appendix 8) where group and mass communications are leading the market.

Lately, students are supposed to acquire the intellectual knowledge and the application of communication means. Nonetheless, there are too many forms and formats of communication available. Thus, it is recommended that the Academy should include those are specifically important for the practice of Public Relation in the Vietnam market. In fact, the current structure and subjects are appropriate for the actual market facts and demands in Vietnam.

Last but not least, when students have acquired all the communicative theories, they are also required to be able to plan and/or execute a communication plan. This is the last stage that equipped students with needed knowledge to perform their communicative tasks in real works.

2.  Teaching methods

Figure 9 – Communication Studies suggest that students are to learn theories (concepts, purposes...etc) before practice communication. However, it does not mean that the practical approach is less important. Contrarily, it is advisory that theories would be given for students to practice communication. Thus, the final goal is how well students perform communication, rather than how well they know about it.

However, designing an educational program is much more complicated. This study does not cover a broad and detailed process on designing a teaching-learning method for the Public Relation program. Within the scope of this study, only communication and the application of communication are of consideration.

The Academy’s philosophy “students learn communication by doing communication” is very effective for students to be able to perform communication in reality. It also reflects the market demands for “practical” Public Relation professionals, not “theoretical” ones.  

The study finds that the Academy applies several interactive teaching-learning methods in order to help students with their perceiving processes. Beside those are already included in the program, we recommend an application of the following two strategies, as they would enhance the interactive communication between students, as well as their perceiving processes:

· Projects; are different with assignments, for that they require students to do a range of researches and creative skills. In addition, they take time, even for a couple of months to complete. The final products must be as realistic as possible. This method is useful to help students mastering the abilities/capabilities of interpret, gather and evaluate information, of decision-making, planning, as well as to enhance students to be creative and experienced with doing a research and to have experiences with the “real world”.

· Applying models and concepts of communication: Students are supposed to experience the intellectual body of communication by applying models and concepts they have learnt to explain existing situations, where they find most suitable. They may discuss about the case, discuss where they find the application of concepts, and why they think they are important...etc.

3. Recommendations for further researches

The limitation on the sample size of the survey is previously outlined. In a larger population, the market may demand more or less abilities/capabilities from a Public Relation practitioner, supposedly. This population consists of many other groups, rather than Public Relation practitioners, involving clients of Public Relation companies, non-governmental organizations and social groups...etc. Therefore, it is suggested for a research on this population to find full information needed for the program.

Beside, at this moment, the Academy only runs an undergraduate program for high school students with a limited number of places (40). However, the market demands are very great. Therefore, the Academy is advisory to do further researches with the purposes of expanding the current Public Relation program, also of providing more post-graduate programs and other short courses for specific target groups.

Bibliography

· Malhotra, Naresh K; “Marketing Research – An applied Orientation”, 3rd edition, Prentice Hall, 1999

· Yin, Robert K; “Case Study Research – Design and Methods”; Applied Social Research Methods Series; Volume 5; 2nd edition, Sage Publications, 1994.

· Dac Chuyen, Pham and Kim Hue, Pham et al; “Quan Hệ Công Chúng – Lý luận và Thực Tiễn (Kỷ yếu hội thảo)”; 1st edition, National Politic Publications, 2007

· Hall, David and Hall, Irene; “Practical Social Research – Project work in the Community”; 1st edition, MacMillan Press Ltd, 1996

· Denzin, Norman K. and Lincoln, Yvonna S. (editors); “Handbook of Qualitative Research”; 1st edition, SAGE publications, 1994

· Kotler, Phillips and Armstrong, Gary et al; “Principles of Marketing”; 3rd European Edition, Prentice Hall, 2002

· Burton, Graeme and Dimbledy, Richard; “Teaching Communication”; 1st edition, Routledge, 1990

· Grunig, James E. and Dozier, David M. et al; “Excellence in Public Relations and Communication Management”; 1st edition, Lawrence Erlbaum Associates, Inc, 1992

· Dainton, Marianne and Zelley, Elaine D.; “Applying Communication Theory for Professional Life – A Practical Introduction”; 1st edition; Sage Publications, Inc, 2004

· Windahl, Suen and Signitzer, Benno et al; “Using Communication Theory – An Introduction to Planned Communication”; 1st edition; SAGE Publications, 1992

· Baskin, Otis W. and Aronoff, Craig et al; “Public Relation: The profession and the practice”, McGraw-Hill; 4th edition, 1996

· Grunig, James E.; “Public Relations Theory”; 1st edition, Hillsdale, NJ, 1989.

· Salwen, Michael B. and Stacks, Don W.; “An Integrated Approach to Communication Theory and Research”, Lawrence Erlbaum Associates, 1996

· Pohl and Butler, Gayle M.  et al; “The Union of Communication Theory and Public Relation Writing”; Reproduction supplied at the 45th Annual Meeting of the International Communication Association; Albuquerque, NM, USA, 1995

· My Linh, Ta; “Designing marketing strategies for the Vietnam Women Institute”; Maastricht School of Management, 2006.

· Ratcliff, Donald E.; “Analytic Induction as a Qualitative Research Method of Analysis”, University of Georgia, 1994

· Frame for Undergraduate educational programs – Ho Chi Minh National Political Institute; Academy of Journalistic and Communication, Hanoi, Vietnam, 15th August 2006.

· (Draft) list of subjects in the Public Relation Bachelor program at the Academy of Journalistic and Communication.

· http://iml.jou.ufl.edu/projects/Fall99/Westbrook/models.htm - a website for Rationale for public relations law
· http://ajc.edu.vn – The Academy of Journalistic and Communication’s website

· www.wikipedia.com – an open encyclopaedia

· www.vnexpress.net – a Vietnamese online newspaper

· www.tuoitre.com.vn – a Vietnamese online newspaper

· http://www8.ttvnol.com/forum/PR.ttvn - a Vietnamese Public Relation forum

· http://www.gso.gov.vn/default_en.aspx?tabid=491 – General Statistic Office of Vietnam

	
	Subject
	Number of Credits

	1
	Propedeuse
	82

	1.1
	Marxism and Ho Chi Minh’s thought
	21

	
	1. Marxism philosophies
	5

	
	2. Marxist doctrine of political economy
	5

	
	3. Scientific Socialism doctrine
	4

	
	4. History of the VN Communist Party
	4

	
	5. Ho Chi Minh's thought
	3

	1.2
	Social Science
	32

	
	1. Introduction to Political Science
	4

	
	2. Introduction to Social Science
	4

	
	3. Introduction to Psychology
	4

	
	4. Foundation of Vietnamese Culture
	4

	
	5. Social Science research methods
	4

	
	6. Foundation of linguistics
	4

	
	7. Applied Vietnamese
	4

	
	8. Literature
	4

	1.3
	Natural Sciences
	4

	
	1. Information Science
	4

	1.4
	Foreign Language
	24

	
	1. English 1
	5

	
	2. English 2
	5

	
	3. English 3
	5

	
	4. English 4
	5

	
	5. English for professional life 
	4

	1.5
	Physical Education
	5

	1.6
	National Defence education
	165 class hours

	2
	Main Phase
	109

	2.1
	Foundation Phase
	33

	
	1. Communication Theory
	4

	
	2. Mass Communication language
	3

	
	3. Ethics and Regulations in Journalism
	4

	
	4. Public Communication
	3

	
	5. International Relations
	3

	
	6. Foreign Affair Information
	3

	
	7. Introduction to Journalism
	5

	
	8. Marketing
	4

	
	9. International Communication
	4 

	2.2
	Advanced Phase
	66

	
	1. Introduction to PR
	5

	
	2. Branding
	5 

	
	3. Advertising and PR
	4

	
	4. Applied PR
	6

	
	5. PR tools 1
	5

	
	6. PR tools 2
	5

	
	7. PR planning
	3 

	
	8. Crisis and Issue Management
	4

	
	9. Events
	4

	
	10. Designing and Presenting for PR
	4

	
	11. Communication and Negotiation Skills
	5

	
	12. Research and Evaluate PR
	4

	
	13. Professional work placement
	3

	
	14. Graduating work placement
	9

	2.3
	Dissertation or Dissertation exam
	10


Appendix 2: Study guides of some subjects given at the Public Relation program.

1. Communication theory

3. Objective: Students are supposed to acquire the concept, the history and the role of communication; as well as principles, processes and models of communication; and, they are to be able to perform basic levels of modern communication. 

4. Credits: 



4

5. Assessments:

· Tests in class: 


4 (10 minutes)

· Exam:



1 at the end of the block with open questions (180 minutes)

2. Mass Communication Language

· Objective: The module provides students the characteristics of journalistic linguistics in the world and in Vietnam and helps students understanding the uses of linguistics in different genres. Students are able to compose, analyze and assess the different linguistics used in journalism. 

· Credits: 



3

· Assessments:

· Tests in class:


3 (10 minutes)

· Exam:



1 at the end of block. Student writes an essay within 120 minutes. 

3. Ethics and Regulations in Journalism

· Objective: To give students basic intellectual knowledge about ethics in journalism, about governmental regulations and about social rules on the practice of journalism.

· Credits:



4

· Assessments:

· Tests in class:


3 (10 minutes)

· Exam:



1 at the end of block. Student writes an essay within 120 minutes. 

4. Public Communication

· Objectives: providing students the intellectual knowledge about public communications and helping students to be able to do research on the public for the purpose of public communication campaigns.

· Credits:



3

· Assessments:

· Individual assignments:
3

· Exam:



1 at the end of block (120 minutes) or one group assignment.

5. Introduction to Journalism

· Objectives: To provide students an introduction of the principles of journalism; to help students being able to compose and assess, basically, journalistic releases and issues.

· Credits:



5

· Assessments: 

· Tests in class:


5 (10 minutes)

· Exam:



1 at the end of block. Student writes an essay within 180 minutes.

6. International Communication

· Objectives: To give students a comparison on the processes of composing, analysing, managing and perceiving communication products among different nations and cultures.

· Credits: 



4

· Assessments:

· Attendance:


10%

· Group assignment

1(40%) about a communication system of a chosen nation (including a report (40%), a presentation (40%) and individual contribution of each student (20%))

· Individual assignment:
 1(50%) on a topic that is different from the topic of the group assignment, about a communication or journalism or broadcasting system in a country other than Vietnam; or a comparison on two different systems in two countries.

7. Designing and Presenting for PR

· Objectives: Provides students the intellectual knowledge and practical skills to design and present communication products. Students are able to compose, design, structure, present and publish those communication products.

· Credits:



4


· Assessments:

· Tests in class:


2

· Exam:



1 with open questions at the end of block (90 minutes)

8. Communication and Negotiation Skills

· Objectives: Provide students the intellectual knowledge about the basis of communication, about the models and processes of lower levels of communication to help students being able to perform basic communication for the purposes of Public Relation.

· Credits:



5

· Assessments:

· Attendance:


10%

· Individual Assignments:
3 (30%)

· Exam:



1 at the end of block (70%)

9. Events

· Objectives: Students are supposed to have an understanding about event and to be able to plan and implement them.

· Credits:



4

· Assessments:

· Individual Assignments:
2 (30%)

· Exams:



An essay (70%)

10. Crisis and Issue Management

· Objectives: Students understand various factors that influence (both positively and negatively) the operation of an organization; to be able to plan, compose and assess crisis communication campaigns and to be able to communicate with the publics, the media and the internal environments during the crisis.

· Credits:



4

· Assessments:

· Attendance:


10%

· Group presentations:

Every class (30%), a group finds; analyse a case with a crisis problem and present it in the class.

· Individual assignment:
1(60%). Write a report on 2 most important factors that may influence to a particular celebrity, group or organization. Write a crisis plan on the chosen topic.

11. Branding

· Objectives:  To provide students the intellectual knowledge about building, managing and planning a(n) (individual, cooperate or national) brand; to help students understanding the importance of a brand, and mastering skills and strategies to build, manage and plan a branding campaign.

· Credits:



5

· Assessments:

· Tests in class:


3 (15 minutes)

· Exam:



1 with open questions at the end of block (120 minutes)

Source: (Draft) list of subjects in the Public Relation Bachelor program at the Academy of Journalistic and Communication.

Appendix 3: Questionnaire for the survey on the market demands.

We are doing this survey as a data collecting process for a research on the Academy of Journalistic and Communication in Hanoi, Vietnam. Below you will find ten questions numbered from 1 to 10. Please select your answer, which you think is best applicable. Your response will be worthy information for us to conduct the research.

1. Age:

 0-17


18-24


25-34

35-44


45-64


65+

2. Gender




Male


Female

3. Highest education background:

· High School  





-   Vocational School:


· College/University




-   Postgraduate

4. Working position: ……...……………………………………………

	
	Very important
	Important
	Somewhat important
	Not important

	Ability to develop and present ideas, persuade and negotiate
	
	
	
	

	Ability to think quickly and make decisions
	
	
	
	

	Plan and coordinate work with others
	
	
	
	

	Capacity to analyze, interpret and evaluate information
	
	
	
	

	Capacity to think creatively and problem solve
	
	
	
	

	Ability to compose (media) releases (*)
	
	
	
	

	Able to work under pressure and meet deadlines
	
	
	
	

	Other: ............................................... ..........................................................
	
	
	
	


5. Indicate which skills/abilities, in your opinion, are needed for a Public Relation practitioner. Also, indicate how important you think the skill is. (Mark X in appropriated box. More than one choice is accepted.) 

6. In your opinion, which is the best source from which a Public Relation practitioner may learn those skills/abilities? (Please choose only ONE answer)

· Domestic School/University

· Overseas School/University

· Working Experiences

· Self Study

· Learn from family, friends...

7. Assume you want to follow a Public Relation bachelor program in a university, what would you expect to learn from the university? (Mark X in appropriated box. More than one choice is accepted.)

	Expectation
	Very important
	Important
	Somewhat important
	Not important

	Practical knowledge
	
	
	
	

	Theoretical knowledge
	
	
	
	

	Other: ................................................... ..............................................................
	
	
	
	


~*~

End of questions. Thank you very much for your cooperation.

(*) Including all forms and formats of public communication: Written formats; Visual formats; Visual graphic formats; Visual pictorial formats; Oral formats and Media formats

Appendix 4: Transcript of the interview with PhD Dinh Thi Thuy Hang

Interviewer (Int): At this moment, you are the head of the Advertising and Public Relation department at the Academy of Journalistic and Communication in Hanoi, Vietnam. Did you take part in the process of designing the structure of the Public Relation bachelor program?

PhD. Dinh Thi Thuy Hang (PhD. TH): Yes, I did participate in the process, together with Professor Ta Ngoc Tan, president of the Academy; PhD Phan Tat Thu and other people.

Int: So, what are the sources, from which the academy has consulted to design the structure of the program? 

PhD TH: We have guidelines from the Ministry of Education and Training, as well as from the mother institution, the Ho Chi Minh National Politics Institution. We also consulted from both domestic and overseas Public Relation experts. Moreover, many of our partnership international institutions, like the University of Technology Sydney or the Public Relations Institute of New Zealand have experiences in the field, so we could learn from them. 

Int:  What about the market and target groups’ expectations; did the academy do any research to get actual market expectations and demands toward the program?

PhD TH: Yes, we have conducted several researches to have actual information about the domestic industry, about its characteristics and demands. Therefore, we can design the program to be most suitable.

Int: Can you tell something about the results you got from those researches? Did you find something that is special or remarkable?

PhD TH: The results contain many things that could not be summarized within one or two sentences. However, we have found that the market views a large part of Public Relation intellectual and practical knowledge comes from journalism. Accordingly, we decided to include journalism with a large proportion in the program.

Int: Does this explain why the program focuses much on a higher level of communication, particular, group and mass communication, and does not pay enough concerns about lower level of communication, such as intra or interpersonal communication or organizational communication?

PhD TH: We do not consider any level of communication to be less important. Communication is critical for the practice of Public Relation. A PR professional must also be an effective communicator. However, the range of Public Relation is very broad and we have a limitation on number of subjects and credits to provide. We cannot include everything in the program. We have to determine what is more important. According to our researches on the market, group and mass communications are very important for a Public Relation professional, thus, we must address them to be more important.

Int: Thank you very much for the interview.

Appendix 5: Transcript of the interview with lecturer Nguyen Thi Minh Hien

Interviewer (Int): Could you tell something about your current working functions?

Lectures Nguyen Thi Minh Hien (Lec.MH): I am a lecturer at the Academy of Journalistic and Communication. At this moment, I am giving some subjects in the Propedeuse phase in the Public Relation bachelor program. In many cases, I also participate in some projects or researches of the Academy.  

Int: Directly involved in the teaching process, can you give us your opinion about the current quality of students?

Lec.MH: In fact, the program does not have a lot of students. There are only 40 students at this moment. Actually, they have shown their quality through the national entrance test. We are satisfied with their current performance. They are very good.

Int:  How does the Academy access current students’ quality? 

Lec.MH: We do so through the examination at the end of each block and through many assignments. 

Int: But the program has run for only one year. Students therefore, do not learn professional knowledge at higher phases yet, don’t they?

Lec.MH: No, we do not have any assessment concerning students’ professional knowledge since they have only passed their Propedeuse phase.

Int: We are concerned with students’ satisfaction; did the Academy conduct any research or survey on that?

Lec.MH: We did a survey at the end of last year to find students’ opinion about the program. We also intend to conduct many small surveys at the end of each subject in higher phases to find what we did well and what could be improved. Because, you may have known that the structure of the program is still in the designing process.

Int: In Vietnam, the old learning method seems not to be proper now. However, the program is applying a new method, in which students are supposed to be more active. What do you think about this effect?

Lec.MH: Our philosophy is that: Students learn Public Relation by doing Public Relations. In general, we may say Public Relation is about interacting with the public. Therefore, we want students to learn Public Relation by doing interactions with their publics. The Academy is an important element among these publics. Furthermore, we also want students to interact with other groups, like their fellow students or external third parties. This would be done through various group assignments and fact-finding tours that students are supposed to do. In fact, the program would not be good if it does not connect to practical activities.  Students are required to act actively in their learning process. They would not only learn what their teachers tell them to learn, but they also decide what they want. We do consider their opinions.

Int: How does the Academy communicate with students?

Lec.MH: Through some surveys, which I mentioned earlier, and through discussions in classes.

Int: Thank you very much for the interview.

Appendix 6: Overview about the country – Vietnam

National profile

Throughout history, Vietnam has suffered many wars against aggressors. Those can be named are the wars against the Chinese, the Mongolians, the Japanese, the French and the American. The country gained its independence from the French in 1945. Nevertheless, the country still suffered several wars against the re-invasion of the French and the war against the Americans, as well as the border war against the Chinese in 1979.

Country:


Socialist Republic of Vietnam

Government type:
Communist state

Location:
South-Eastern Asia, bordering the Gulf of Thailand, Gulf of Tonkin, and South China Sea, alongside China, Laos, and Cambodia.

Area:



331,114 km2
Climate:


Tropical in south, monsoonal in north.

Population:


85,262,356 (July 2007)

Capital:


Hanoi

Ethnic:
87% Vietnamese, 11% minority (tribal people), 2% Chinese. There are 53 minority groups recorded.

Language:
Vietnamese (official), English (increasingly favoured as a second language), some French, Chinese, and Khmer; mountain area languages (Mon-Khmer and Malayo-Polynesian)

Currency:
Vietnamese Dong. 

Religion:
Mahayana Buddhism, Taoism, Confucianism and Catholic.

GDP:
$262.5 billion (2006)

GPD per capita:
$3,100 (2006)

Labour force:
44.58 millions (2006)

Source: The United State’s Central Intelligence Agency (CIA) at https://www.cia.gov/ 

Politics

The country is a single party state, which is now leading by the Communist Party. In 1992, a new constitution as applied, replace the old one in 1975, which reaffirm the role of the Communist Party in governmental body. The leading of the country is the President of Vietnam, currently is President Nguyễn Minh Triết (27 June 2006 - Present). He is the titular head of state and the nominal commander in chief of the military of Vietnam, chairing the Council on National Defence and Security. The President is responsible for appointing the Prime Minister of Vietnam. At this moment, Prime Minister is Nguyen Tan Dung, who is the head of government, presiding over a council of ministers composed of 3 deputy prime ministers and the heads of 26 ministries and commissions. 

All members of the council of ministers are derived from the National Assembly. Every four-year, all people in the appropriate (over 18) are to vote for nearly 500 members of the National Assembly of Vietnam. The Assembly is the unicameral legislature of the government. It is superior to both the executive and judicial branches. Latest vote for the National Assembly was hold in May 2007, recorded 56’252’543 voters.
National tourism activities are regulated, managed and controlled by the National Administration Office of Tourism, which is a body of the Ministry of Culture, Sport and Tourism. Further, there is a so-called “Hotel Department”, which is a unit belongs to the Vietnam National Administration of Tourism that assisting the General Director of Vietnam National Administration Tourism in performing State management over tourist accommodation and other tourist services on Vietnam.

Recently, the Hoi An declaration on promoting APEC Tourism cooperation has “Acknowledged and appreciated the valuable support of regional and international organizations, particularly that from specialized tourism bodies. At the same time, calling on these agencies to continue supporting and providing more technical assistance for the common cause of tourism development in APEC member economies.” (1) This step is considered an effort of the country to become more competitive on the international playground. In fact, the Vietnamese government has realized the important and potential growth of the tourism industry for a few decades. New policies aim to enhance the development of the industry have been issued, including Regulations on tourism number 11/1999/PL-UBTVQH10, which was issued by the National Assembly in 1999 or the Commitment to Tourist Services with the WTO...etc.

Economy

Vietnam's economy grew at about 8.4 percent this year, but inflation rose even faster, with prices shooting up 12.6 percent in 2007, local media quoted the government saying.
The economic growth estimate sets a new record for Vietnam, which joined the World Trade Organization at the start of the year; Planning and Investment Minister Vo Hong Phuc told a cabinet meeting, state media said.

Foreign direct investment pledges leapt to over US$20 billion for the year, up from $12 billion in 2006, Phuc said at the meeting Sunday according to the Sai Gon Giai Phong (LiberatedSaigon) newspaper.

Export revenues – mainly from oil, textiles and footwear, electronics, seafood, rice and coffee – reached $48.3 billion, but the trade deficit hit a new peak of $12.4 billion, doubling last year's gap, it said.

The newspaper report said the United States had now replaced the European Union as Vietnam's top export market, with the economies accounting for 22 and 19 percent of export revenues respectively.

Gross domestic product for 2007 will have expanded by an estimated 8.44 percent, representing per capita GDP of $833 for the year, the minister said, although he warned that the gap between the rich and poor was growing.

Vietnam – which has emerged in a generation from a war-shattered command economy into one of Asia's fastest growing economies -- aims to become a middle-income nation, with annual per capita GDP of $1,000, by 2010.

Amid the rapid economic growth, strong capital inflows and higher world oil prices, the consumer price index shot up to a decade-high of 12.6 percent, hurting the poor especially through higher food and fuel prices.

The cost of goods and services is set to spiral up another 1.8 percent next month ahead of the traditional Tet lunar New Year celebrations in February, the country's main holiday, said Trade and Industry Minister Vu Huy Hoang.

Phuc said Vietnam created almost 1.7 million new jobs and sent 82,500 migrant labourers abroad in 2007. Recent media reports have said overseas Vietnamese remittances are now estimated at $6 billion a year.
In tourism, billed as a promising growth sector, Vietnam received over four million foreign visitors, up 16.4 percent year-on-year, the report said.

In foreign aid, international donors pledged a record $5.4 billion official development assistance, about half of it for projects such as roads, ports and power generation, to ease Vietnam's economic bottlenecks.

Culture

The Vietnamese culture is greatly influenced by the Chinese because of nearly 1000 years of occupation in the history. This culture is derived from the philosophies of Confucianism, Taoism and Buddhism. However, when importing Chinese culture to the country, the Vietnamese had changed to meet the country’s conditions. Therefore, there are still some significant differences between the two cultures.

During the early socialist period, the cultural life of Vietnam has been deeply influenced by government-controlled media and the cultural influences of socialist programs. Foreign cultures and media programs were banned, with exception of those imported from the Soviet Union and other communist nations. Nevertheless, together with the “Doi Moi” process, foreign cultures from South East Asia, from Europe and America were also imported to the country.

Nowadays, it is not difficult to see the differences in cultural life between areas and between urban and countrysides.  In general, the North is often seen to keep more traditional customs and habits, while the South is considered to be influenced more by the popular culture imported from America. Further, urban areas also see more characteristics of a popular culture from America, while countrysides are keeping more culture that is traditional.

Source:

1. HOI AN DECLARATION ON PROMOTING APEC TOURISM COOPERATION Hoi An, Quang Nam, Viet Nam 17, October 2006
2. www.vietnam.gov.vn
3. http://chao-vietnam.blogspot.com/2007_12_01_archive.html; Vietnam Economy Grows At 8.4 Percent, Inflation At 12.6 Percent ; posted by Mike Weston
4. www.vnexpress.net
5. www.gso.gov.vn/default_en.aspx 
Appendix 7: Higher educational institutions in Vietnam

The higher education market: Facts and trends

The higher education market in Vietnam has progressed much recently. From a market with only the existence of public institutions, nowadays, many new forms of education and training have entered the market and developed. The following are various types of higher education institutions in the market:

· Public institutions

· Private institutions

· Semi-public institutions

· Foreign institutions with outreach programs in Vietnam

· Cooperative programs between a foreign institution and a public one

Except institutions that involve with foreign partners, the education system in Vietnam must follow several standards:

To enter higher education institutions, which in this paper mean universities, junior colleges, and, other types of schools that provide bachelor courses for people who already graduated from high schools, everyone must take a national entrance exam. Depending on their registered expectation and their grade in the entrance exam, students can study in the institution they want or not. The national entrance exam covering, in general, three subjects is considered as the most important exam in one student’s study life. For some top universities, the grade may be as high as 24 for three exams (average 8/10 for each).

Education is based on credit system that allows students to graduate once they finish all the required credits. However, all subjects are compulsory ones, students have no options to select to study or ignore elective subjects. The number of credits to finish is rather high. A student in business must finish 2.183 hours of lectures in 4 years comparing with minimum of 1.380 hours of lectures as in United States (Vu Quang Viet, Discover Magazine). In some institutions, schedules are arranged the same for all class in the same levels. Thus, students cannot shorten their study duration in institutions if they want. Students must follow the curriculum, the schedule that was fixed by the institutions from the beginning of the school year. Besides, political subjects are taught with a given number of credits in all faculties in higher education institutions.

There are several types of training programs provided by institutions; they are full-time learning, part-time learning and distance learning, after which students get different types of bachelor degree. Students will receive full-time bachelor degree for full-time training or in-service bachelor degree for part-time and distance training. Students who failed the national entrance exam can apply to study for part-time and distance training in the registered institution. Part-time training is provided by almost institutions whereas distance training is not so popular in the market due to the constraints in technology. Nevertheless, the quality of the two latter types of learning is still questionable.  

Teaching method mostly used are lectures in class. Case study, group discussion, self-study or stimulation exercises are not popular in education, even for higher education. Contents of subjects are based on one book that was chosen by the school for that subject. Curriculum is not updated with new yet necessary subjects. Thus, there is usually a gap between fresh graduates’ capacities and practical requirements of employers for positions in their firms. Nevertheless, many institutions are trying to re-design their programs’ structures, as well as their teaching methods. Especially, new established institutions and programs often get consultancy from foreign institutions in the structure designing process. 

Acknowledgement of the problem of quality in education and training, the state of Vietnam is considering to make innovations in education system so that to meet the international standard. However, it may take long time before any change is made. The appearance of foreign universities in Vietnam and their cooperation programs with a public university may fill in the needs of high quality education in the market. A few public and private universities has improved their facilities and teaching method yet has not fulfil the requirements to provide practical curriculum and modern approach to teaching and learning. 

Market size

As in the year 2007, Vietnam has 85’262’356 inhabitants, ranks the 13th in the world. The annual birth rate of the country is approximately 1%. It is predicted that the population of Vietnam in the future will stay stable of around of 130 millions.

The structure of the population, based on a research done by the General Statistic Office in 2005, is shown in the chart below.

Table: Vietnam population tower, 2005


(Source: General Statistic, 2005)

The chart indicates the young structure of the country’s population. Young people who are in the age of education play a big part in the society. This results in a very large potential educational market.

Moreover, as part of the traditional culture, study has always been appreciated and encouraged by the society. Higher education is considered as important requirements for anyone to find good jobs, especially in cities. The number of students enrolling in universities and colleges keeps increasing every year: the growth rate was 10.8% in 2003-2004 and increased to 16.7% in 2004-2005, according to figures by General Statistic Office. 

Table:  Number of universities and colleges, teachers and students registered.

Period 2001 - 2006

	
	2001
	2002
	2003
	2004
	2005
	2006

	Number of schools (School)
	191
	202
	214
	230
	255
	299

	Public
	168
	179
	187
	201
	220
	253

	Non-public 
	23
	23
	27
	29
	35
	46

	Number of teachers (Thous. pers.)
	35.9
	38.7
	40.0
	47.6
	48.6
	53.4

	Public
	31.4
	33.4
	34.9
	40.0
	42.0
	45.6

	Non-public
	4.5
	5.3
	5.1
	7.6
	6.6
	7.7

	Number of students (Thous. students)
	974.1
	1020.7
	1131.0
	1319.8
	1387.1
	1666.2

	Public
	873.0
	908.8
	993.9
	1182.0
	1226.7
	1456.7

	Non-public
	101.1
	111.9
	137.1
	137.8
	160.4
	209.5

	Of which – Full time training
	579.2
	604.4
	653.7
	729.4
	836.7
	917.2

	Public
	480.8
	493.8
	529.6
	601.8
	698.4
	754.9

	Non-public
	98.4
	110.6
	124.1
	127.6
	138.3
	162.3

	Number of graduates (Thous. students)
	168.9
	166.8
	165.7
	195.6
	210.9
	230.0

	Public
	157.5
	152.6
	152.6
	180.8
	195.0
	214.0

	Non-public
	11.4
	14.2
	13.1
	14.8
	16.0
	16.0


(Source: General Statistics Office – Education)

Among various fields of study, informatics and business are the most preferred fields. It results from the development of the economy, which requires more high-quality human resources in these fields. Most business schools, colleges and universities provide business administration courses. However, last year and this year recorded a very fantastic number of students who are interested in the field of Public Relation, as the industry is now considered to be the modest field. The industry is rapidly developing, resulted in a massive demand for well-educated/trained professionals. 

Market segmentation

The main target group for all higher education institutions for bachelor program is students who have just graduated from high schools. Based on the number of students attending the national entrance exams every year, we can calculate the potential market size of this target market. In school year 2005, there were 935,283 people attending the exam and in 2006, the number is 980,192 (General Statistics Office – Education).

This group is at the age of 18 to 21 years old, mainly select institutions based on the institutions’ reputation, advices from their parents, impacts from friends and on their perceived studying capacities to pass the entrance exam. This is the biggest target group for higher education market. 

The second target market is the group of people who already graduated from one institution and are working, yet still want to have a bachelor degree in different field with their first degree. They can choose to have the 2nd full-time bachelor degree or in-service bachelor degree as these courses usually take places in evenings. 

Another group is people who are working yet had not studied for a bachelor degree; now desire to study to have degrees. This group is at the highest average age compared to the previous two groups. Their motivations to study may be the pressure from society to have degrees, or the requirements of their work to have deep knowledge in some fields, or to change to other jobs, etc… The motivations may be different, but the problems they have to face are usually the same. 

First, it is the problem of time. Comparing the full-time bachelor degree and in-service bachelor degree, most people prefer the previous one, as they believe full-time training is much better in quality and indeed, it is. However, full-time training provided by all institutions takes places in daytime, and people of this target market cannot quit jobs for four years to study. Thus, the only option for them is evening class that is part-time training.

Second, it is the problem of entrance exam. As the regulation of the Ministry of Education and Training, they must take the national entrance exam. This target market meet difficulties in scheduling their time to study and prepare for the exam, which is evaluated the most difficult exam in the student life. Besides, they may have graduated from school long time ago that makes the exam become more challenge.

Competition in higher education market

Public institutions are always perceived to have highest quality compared with other local education institutions. The number of students registering to study in public institutions is usually higher than their target number of enrolling students. In this case, it may look at the first glance that public institutions do not need to compete with others. Nevertheless, competition does occur among public institutions themselves and among public with other types of higher education institutions; they must compete in the ‘quality’ of the students. As quality of students does influence the reputation of an institution, the school wants to attract better students (better students are evaluated based on the entrance exam). 

Private education institutions have the same target market as public ones. As they are not preferred, they must make more efforts in improving their facilities, their teaching force and teaching methodology in order to compete with public institutions.

Bachelor courses with the involvement of foreign partners are gradually becoming more popular in the country. Providing international standard courses, these universities aim at the first market segmentation as above mentioned. As tuitions fees for these courses are much higher than are those from local institutions (can be 20 times higher), the target market is narrowed to students from high-income families.

In general, competition among higher education providers is increasing on many levels: more specialization and more technology that delivers education faster and more collaboratively across distances. New kinds of institutions are also emerging that are more responsive to rapid technological change. Higher education institutions of all kinds therefore must take full advantage of new research, marketing, curriculum development and strategic planning methodologies in order to adapt, compete, and evolve in the market.

Appendix 8: Overview on the Public Relation industry in Vietnam
Public Relation is newly accepted as an independent field, despite its activities has long occurred in everyday life in the country. However, little to none Vietnamese organization uses Public Relation for their business purposes. Only few of them use Public Relation, but without a proper understanding about it. It could be seen through the annual budget giving for communication activities. Those are given for Public Relation are very small, even none, in a comparison with other advertising activities.

It is an effective communication tool. Internationally, the use of it is for many different purposes. However, in Vietnam, it is mainly only concerned with media relations and events organizing. 

Some organizations consider Public Relation as it is simply occurring on the media, without any concerning about the contents and appearances. Differently, other organizations consider Public Relation as events organizing or sponsoring, without any concerning about the communicating factor. While some other, organizations do not distinguish Public Relation and Advertising. They consider two fields as one.

Meanwhile, a number of organizations have successfully practiced Public Relation. Examples are including Thien Ngan Galaxy; Dutch lady or Honda Vietnam... They have showed the importance of Public Relation in their business successes.

Up to this moment, there is not any research on the number of Public Relation practitioners in the country. Neither is there a national research on the industry to find detailed facts and figures. 

Vietnam is developing toward a market economy and toward a global integration, more and more companies are opening daily. Public Relation in the country is going to be used to serve the needs for information providing and informing, for brand and crisis management. However, ethics and regulations in Public Relation are not of concerning. Many Public Relation practitioners are performing without any professional ethics, just to meet their purposes. As the industry is potential and promises for a great development, this is important to develop a code of conducts for the practice of the field, which is needed to adapt to the cultural, political and economic conditions of the country.

Table 1: Grunig’s Models of Public Relation
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Ho Chi Minh’s doctrine		





Party Development





Philosophy	





Party’s History
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Foreign Language
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Publication





Broadcasting	





Journalism	





Sociology





International Relations





Communication





Political Science





Psychological Education	





State and Law





E-Journalism	





Information Centre





Academy of Journalistic and Communication





Faculty





Communist Party Committee





Director Board





Departments





BCTT Magazine





Inspection





Administration





Dormitory Management





Finance





Political Affairs





Bureau





Sciences Management





Staffs Management





Educational Management





Figure 1: The Academy – Organization Chart





Table 2: SWOT analysis – The Academy





Table 3: Overview of the Public Relation Bachelor program





Figure 9: Communication Studies





Stage 5: Communication Planning


Strategies, Theoretical Approaches, Communication campaigns...etc





Stage 4: Formats of Communication


Writing: letters; articles; reports...etc


Oral: speeches; presentations, interviews...etc


Visual: posters, logos, advertisements...etc


Media: movies, magazine layouts...etc








Stage 3: Mass


Individuals and entities communicate to large segments of the population all at once through mass media.





Stage 3: Interpersonal





Communications that occur between two interdependent persons





Stage 3: Categories of Communication


Communications at all levels, with an exception for extrapersonal communication.





Stage 2: Uses of Communication-Models and Processes


Social purposes: to manage social relationships with others


Functional purposes: to give or to obtain information





Stage 3: Group





Structured channels, roles and effects of communication within a group





Stage 3: Intrapersonal





The inherit communication process within individuals





Stage 1: Introduction


History and Concepts 





Figure 8: Communication Categories





Table 11: Number of Credits – Communication categories





Table 10: Number of credits – Communication-related subjects





Figure 7: Number of communication-related subjects





Table 9: Research Findings – Important Abilities/Capabilities among Public Relation practitioners





Figure 6: Research Findings – Expectations





Table 8: Research Findings – Learning Source





Table 7d: Research Findings – Important Abilities/Capabilities





Table 7c: Research Findings – Important Abilities/Capabilities





Table 7b: Research Findings – Important Abilities/Capabilities





Table 7a: Research Findings – Important Abilities/Capabilities





Figure 5c: Research Findings – Important Abilities/Capabilities





Figure 5b: Research Findings – Important Abilities/Capabilities





Figure 5a: Research Findings – Important Abilities/Capabilities





Table 6: Research Findings – Abilities/Capabilities





Table 5: Survey Profile – Working Position





Figure 4: Survey Profile Educational Background





Figure 3: Survey Profile - Gender
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Table 4: Survey Profile - Age





Motivations and expectations for a Public Relation bachelor program





Information of AJC’s


Public Relation Bachelor program








Figure 2: Survey – Schematic Drawing





Appendix 1: (Draft) list of subjects in the Public Relation Bachelor program at the Academy of Journalistic and Communication.








Impressions and comments on which elements the AJC’s PR program satisfies motivations and expectations
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