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Abstract

Branding strategy is an important basis for campus to realize brand building and market compe-
tetion, through brand building, it can make campus cultural and creative products have stronger
cultural connotation and emotional value, so as to enhance the premium ability of the products.
Brand strategy not only affects the positioning of campus creative design, but also strengthens the
systematization of campus creative design as well as enhances its brand association. Brand strat-
egy under brand strategy has a guiding effect on campus creative design, and design principles
have a standardizing effect on it. Campus creative brand strategy includes campus creative brand
positioning strategy, brand image strategy, brand communication strategy, and design principles
include differentiated design, emotional design, and consistency design principles.
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Figure 1. Brand image of campus culture and creativity in
different schools
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Figure 2. Communication University of China logo and cam-
pus creative brand
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