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Creative Design of Traditional Culturein Universities
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ABSTRACT: In recent years, with the rise of cultural and creative industries and the popularity of cultural and creative
products, colleges and universities, as the place where cultural transmission is most concentrated, are expanding the de-
mand for cultural and creative products. Their explicit value and hidden value are constantly highlighted. Exploring the
traditional culture creative product design path and direction of development become a concern in colleges and universi-
ties. Combined with the development of culture creative products outlook and its significance in colleges and universities,
it discusses the specific design strategy, branding, logo design from colleges and universities of analysis, to guide overall
visual image promotion, and on the basis of university cultural creative product design examples, analyzes the university
image construction and the relationship between cultural creative product development and development path. The cul-
tural and creative products of colleges and universities have unique representative significance and communication value.
Based on the perfect campus image and the excellent campus cultural and creative products design, the cultural and crea-
tive products of colleges and universities can become an effective form of publicity for colleges and universities, better
highlight the cultural purposes and connotation of colleges and universities, and expand the social influence of colleges
and universities.
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