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Regional Cultural and Creative Products Design Based on Morris's Semiotics
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ABSTRACT: Based on the semiotics theory proposed by Charles William Morris, this paper takes the commercial cul-
tural and creative product design of the commercial culture of Hongjiang Ancient Commercial City as an example to study
the process and method of regional cultural and creative product design, aiming to explore new ideas of regional cultural
and creative product design, so as to achieve the purpose of inheriting and promoting regional culture. On the basis of
Morris’ semiotics theory, the Semantics, Syntactics, and Pragmatics are introduced into the design process of regional
cultural and creative products. Taking the commercial cultural design practice of Hongjiang Ancient Commercial City as
an example, the design key points of the four stages in terms of “problem discovery, problem definition, design and de-
velopment, propagation and promotion” are analyzed. From the perspective of semiotics, regional cultural and creative
product design should interpret and sort out the connotation of regional cultural symbols from the perspective of Seman-
tics, and focus on the design motif. The formal features of regional cultural symbols are extracted and condensed, which
endows perceived value to the products. The symbolic consumption of cultural and creative brands can be guided from the
point of Pragmatics to spread regional culture. Finally, the design of cultural and creative products can fully meet the di-
verse needs of the audience for the interpretation, cognition and propagation, as well as consumption of regional culture,
so as to form a sense of identity for regional culture and enhance the cultural value of the cultural and creative products.
KEY WORDS: Morris's semiotics; regional culture; commercial culture of Hongjiang Ancient Commercial City; cultural
and creative products design
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Fig.1 Regional cultural and creative product design process based on Morris semiotics
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theme of “Shang Yi You Dao”
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Tab.2 Cultural symbol extraction and design form derivation of commercial cultural and
creative products of Hongjiang Ancient Commercial City
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