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Reflections on Building a Brand of University Culture

WANG Yin-sheng

(University of Science and Technology of China, Hefei, Anhui 230026)

Abstract; The core value of a brand lies in its culture. University culture is at the core of a university brand and represents a
university’s core competitiveness. It takes years to realize a university’s aim of transforming cultural genes into cultural habits;
therefore, universities should disseminate their culture to the public and receive their judgment. Universities should also learn
from one another to promote healthy cultural development and strive to be world-class institutions.
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