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ABSTRACT 

Correspo11di11g Autl1or: Isyaku Hassan 
(isyakuhassan@unisza.edu.my) 

This study explores 710w public uJ1iversities i11 Malaysia use corpomte c01111111111icntio11 stmtegies to e11l1n11ce 
tl1eir reputntiou. W11ile 11wch of tl1e previous resenrcl1 hns focused 011 boosti11g ncndemic n11d resenrcl1 ra11ki11gs, 
broader aspects of university reputntio11 hm.Je ofte11 been overlooked. To fill this gnp, the study exn111i11ed four 
u11iversities fro/JI differeJ1t regio11s of tl,e cou11try: U11iversiti PutraMnlnysin (UPM), U11iversiti Sni11sMnlnysin 
(USM), U11iversiti Sultn11 Zni11nl Abidi11 (U11iSZA), n11d U11iversiti Tek11ologi Malaysia (UTM). In-deptl1 
i11tervieivs were co11ducted witl1 corporate co111111u11icntio11 directors nud deputy directors from encl, 
i11stitutio11. Usi11g tl1emntic ml{l[ysis, coJ11111011 tl1el/les llflve bee11 ide11tified to u11derstn11d 710w tl1ese 
universities plnu n11d implement tl1eir co11w11111icntiou strategies. The fi11di11gs were tl1e11 reviewed by corporate 
co11m11111icntio11 experts from both ncndemin n11d i11dustry to e11s11re validity. The study ide11tif'ied four key 
stmtegies used to build n positive rep11tntio11. Alt1Joug1J ncndemic a11d resenrcl1 visibility remni11 top priorities, 
tl1e fi11di11gs suggest t]J{lt u11iversities should also i11vest more i11 strategic corporate brm1di11g. In ndditio11

1 
bot11 

ncndemic nud i11dustry experts llighligllfed tlle value of' ]l{lvi11g co11111w11icatio11 lenders who bring toget1Jer 
academic u11derstm1di11g n11d pmcticnl e:rperieJ1ce. Tl,ey 11oted t1Jnt tllis bnln11ced skill set cn11 e11llfl11ce tl1e 
effectiveness of' u11iversity co1J111w11icatio11 efforts n11d co11tribute positively to buildi11g i11stitutio11nl 
reputntio11. 
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