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Abstract

Cultural and creative products in colleges and universities are very important carriers of campus
culture. At present, the campus cultural and creative products with wide dissemination and deep
influence are mainly liberal arts and art colleges and universities. This paper takes Jiangsu Uni-
versity as an example to study the difficulties faced by colleges and universities which have dis-
tinct engineering characteristics in the process of developing cultural and creative industry and its
causes, so as to explore ways and approaches to break the shackles of its development. Starting
from the representative engineering characteristics and campus culture of Jiangsu University, this
paper studies the current development status of campus cultural and creative products with en-
gineering characteristics at home and abroad, and raises questions from the three aspects of lack
of uniqueness, innovation and popularity. Through questionnaire survey and relevant literature
review, analyze the data obtained. Based on this, the author positioned the best meeting point
between cultural and creative products and the needs of the audience, and proposed three cor-
responding solutions according to the actual situation, including further mining creative materials,
enriching product types, and extensive publicity and promotion. Based on this investigation and
research, find and improve the shortcomings of Jiangsu University campus cultural and creative
development, so as to help Jiangsu University develop the design and development strategy of cul-
tural and creative products most suitable for the engineering colleges and provide limited refer-
ence for the development of its cultural and creative career.
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Figure 1. Reasons for not buying cultural and creative products
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Figure 2. Students’ propensity to buy
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Figure 3. Types of cultural and creative products purchased
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