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[Abstract] As an important participating force in the popularization and modernization of higher education in
China, influenced by the school—running system, school—running mode and school—running nature, private
colleges and universities still have some problems, such as lack of systematic planning of brand management, lack
of core competitiveness and serious homogeneity of disciplines and majors. In this paper, combining with the
situation of our country's higher education modernization and "Double First—Class" construction, the author
constructs a research model on the impact of private colleges and universities' brand personality and brand image
on college students' brand recognition. It proves that both brand personality and brand image have significant
positive effects on brand experience, and brand experience also has significant positive effects on brand
recognition. From the perspective of building multi—dimensional and three—dimensional brand personality and
the brand image management mechanism of the whole media and the whole process, this paper provides
referential suggestions for the brand differentiation and connotative development of private colleges and
universities, helping private colleges and universities get rid of the homogenization predicament and achieve a
new ecology of high—quality and sustainable development.
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