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Abstract

In today’s society, with the widespread accessibility of education, the issue of homogeneity among
universities is becoming increasingly severe. In order to differentiate themselves from similar in-
stitutions, universities are gradually placing emphasis on incorporating university branding into
their marketing strategies, aiming to attract target consumers by establishing a distinctive brand
image and personality. From a management perspective, it is crucial for every university to care-
fully consider how to effectively integrate and utilize both tangible and intangible resources in
order to build a favorable reputation and enhance visibility. This will enable them to gain compet-
itive advantages. Given the slow growth rate of Yunnan Minzu University in terms of discipline
strength, faculty resources, and institutional size; it becomes imperative for them to rapidly im-
prove their overall visibility and reputation within the vast landscape of higher education institu-
tions. However, most research on brand personality dimensions across various industries primar-
ily focuses on consumer markets. There is limited research available specifically addressing brand
personality dimensions within non-profit organizations such as universities. Moreover, tradition-
al enterprise-based brand personality scales may not accurately measure the unique characteris-
tics associated with university brands. In light of this, the present study aims to employ empirical
research methods and utilize Yunnan Minzu University as a case study in order to refine the di-
mensions of Yunnan Minzu University’s brand personality, achieve the measurement of its brand
personality, and preliminarily construct a dimension scale for its brand personality to optimize
and supplement existing research on university brand personality scales. Additionally, it offers
suggestions for Yunnan Minzu University to establish its distinctive brand identity and develop a
strategic plan for future branding efforts, while also providing reference recommendations for
other universities seeking to cultivate their own unique brand image.
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