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Innovative Practice Strategies for University Image Communication in the Context of New
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Abstract: Against the backdrop of rapid development of new media, the image dissemination of
universities is facing new challenges and opportunities. The popularity of new media platforms such as
Weibo, WeChat and Tiktok has changed the traditional communication mode, enabling colleges and
universities to reach the audience directly through diversified and interactive content and enhance brand
influence. However, the fragmentation and immediacy of the new media environment also pose high
requirements for content innovation, audience participation, crisis management, and other aspects of
university image dissemination. This article focuses on the innovative practices and strategic optimization
of university image communication in the context of new media. It deeply explores practical methods
such as content creativity, differentiated positioning, user generated content (UGC) application, and
data—driven precision communication, and proposes optimization strategies such as multi platform
integration, interactive enhancement, public opinion monitoring, and emotional connection. Research
has shown that by integrating multiple communication channels, enhancing interactivity, and
implementing sensitive public opinion management, universities can effectively improve their
communication effectiveness, build a sustainable and attractive brand image, and provide a practical path
for universities to achieve long—term competitiveness in a changing communication environment.
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