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Luoyang Cultural and Creative Product Design Based on Pierce Symbol Ternary Relation

HOU Ning
(Luoyang Institute of Science and Technology, Luoyang 471000, China)

ABSTRACT: The work aims to be devoted to establishing Luoyang cultural and creative product design model in the era
of experience economy, and putting forward the innovative design methods of Luoyang cultural and creative products,
thus promoting product culture connotation, and carrying forward Luoyang culture. Luoyang cultural and creative product
design model was derived based on Pierce symbol ternary relation. The cultural elements of Luoyang were sorted out by
means of literature research and field investigation. Eight themes of Luoyang culture and their subsets were proposed and
symbolic analysis was carried out. Product design method was used to code cultural element symbols. The user story map
method was adopted to decode the user’s product experience and guide the Luoyang cultural and creative design. The three
elements of Luoyang cultural and creative product design model are proposed: elements, products and users. Elements are
the foundation, products are the focus and users are the difficulty and ultimate goal of Luoyang cultural and creative de-
sign model. The cultural elements of Shi Pi Xie are selected for the practice verification of Luoyang cultural and creative
design model, and the unique Luoyang cultural and creative products that meet the needs of users are designed.
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Fig.1 Luoyang cultural and creative product design model
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Tab.1 Theme and subsets of Luoyang cultural elements
JER F T

REX sy BALETT. OrksgUish . BB FLETSURMES . SN EIEAR | BEm AN R . RS T
B BB NI TEEE . RS ERAA RIS, AR BEARE . %L
Aef R R | HE Rl R AR AR

REXW AR RITINE . BEEE . SR A KEBEA | PRI RILBERE . I GEE R
ARYRBESE . PUsEIIE . AARESE . Jeiba . PHART A . AR . FIRES . OCMARM

RIZA ROVEBIE TR, Ralg, EENE . Rl eEB, Fal s R JeIa i R4 REE L FR
Tl EA L R B

FERIC DA THRUSGEEE . BRI R ARRALE | DOBLIS PRECR . AR B TR SR AR . el
A THEROZ ., Zit, WFEWE, REUE . sl Sl B55F ., KTER
Yo, ESRTT . AR SR B SCIEE | DOLIRARRE . FERE Gz

REA BATEIX R AR TR L IREE L BEIKEE . SR WBUN . A SR
SRBEWT KM PR IEREE | B3 WIRER A L W LU #T g E R
AEBE . IR % B Ty 6

REX IR E WK A A MR S TRA L SRR SRR AR
Fam gk WIURT . BRI ZRNNGE . EIRA . T A REBE. WHHE
A

RS REZR EBHELT . WS, mEE R, W, B4 RRREENE T2 SR mUSZE kL
Al RR S XPFRE A 2] | 3 AR L fe TS 7 R T E R L RELEDISE
JUEST . AR . W AR, mid . IHEEEE L RIEEARMXER . R, g ke, WO
BEAGE ., RINEEZE . BHCHEIE M BRI

WESCe Pl ES PR SR WERS AR A\NE RERK . AT FIARE, A, RIS

BN LA, A TR LA, MEAFREE . HEMESRE, B4R KRS

3 BHEXUTENSTm4miD

7 i BH ORI A B TR R B A, OB
U] 3% BH SO TR A5 HE AT 4 i 9 3 A o il A SC
WICRFFTHATR ., K& 58 . RAEAT, ™
AT ORHR AT, 12— A 2 5 7 RN SCILC R AT 5
PEAT AL, S AP RRIE SRR 27 i 5 R o 7 i Y i
THELE . ERUARAE . SCHIhRE . BRETr R, SR
FR AT LA S AR 4 T PP BRI % 3
WOCEAT S THbE . G Fefe . FM ., ARt
B, RIS E RSB,

B ST R AT 5 i b B AR 2, Sefeoc
RAPR RS B BT SR e A, &
BT R PR AL & o B, R AR LR
AZFR . R 8, Bt —aed i ik . X
WITCR G AR AT S B it e nURIE 4 | TIRERISS
Wy, gk R R . B ML xRTA R A
NPT HEATING, SR, 2 HOCERBOHRhR 0 i
B, BhR A DI REM A5 BEXHE R AT S AT e fb 5
P RIRIBUR K SCALICER RARAT 5 (197 i i SR I A,
SRR R A SO B, g ) R e A e, e
I e S I ) T A D SR, R X — RAEAT SRR
Iy E) PR AR B, IR DR R AL

®2 BEANXUTEFSTREHITRE
Tab.2 Symbolic product coding process of
Luoyang cultural elements
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Tab.3 Process of user story map method of Luoyang
cultural and creative products
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Fig.2  Shi Pi Xie cultural and creative product design process
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