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Abstract

Aim: The purpose is to propose a design strategy for campus cultural and creative products based
on the “identity” theory, starting from the three dimensions of group belonging, group identity,
and cultural identity in the identity theory, in order to provide reference for the current design of
campus creative and cultural products in universities. Method: The article analyzes the conceptual
characteristics of campus cultural and creative products and their applications in design from
multiple perspectives. At the same time, based on the group belonging theory in identity theory, it
analyzes the impact of school cultural and creative product design on group belonging and sense
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of group belonging. Conclusion: Identification theory is an important guiding method for the de-
sign of campus cultural and creative products. The campus cultural creative product design based
on the “identity” theory can well meet the college students’ desire for the sense of belonging, col-
lective consciousness and independent consciousness, improve the cultural soft power of colleges
and universities and create a high influence of the school brand.
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Table 1. Design analysis of campus cultural and creative products
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