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Abstract

University cultural and creative products serve as important vehicles for cultural dissemination
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and brand building, showcasing the cultural essence of universities while promoting local economic
and cultural industry development. However, their commercialization often faces challenges such
as unclear market positioning, insufficient design innovation, and single marketing channels, which
constrain their market potential. This study, taking Ningbo University of Technology as an example,
conducted a status quo analysis based on the result of questionnaire surveys. The research finds
that while consumers’ purchase intention is high, the brand awareness of cultural and creative
products is low, with insufficient cultural depth and innovation. To address these issues, this study
aims to construct a long-term and stable cultural and creative ecosystem, proposing four commer-
cialization pathways. These provide both theoretical and practical support for the commercializa-
tion of university cultural and creative products and the integrated development of universities and
local economies.
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Figure 1. Consumers’ main concerns about cultural and creative products
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Figure 2. Barriers to consumer purchase of university cultural and creative products
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Figure 3. Consumers’ purchasing channel preferences for university cultural and
creative products
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Figure 4. Commercialization pathways for cultural and creative products
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