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Abstract

The American cultural and creative industry revolves around copyright culture, which plays a pi-
votal role in shaping distinct cultural and creative products. This paper undertakes an examina-
tion of American cultural and creative design cases from the 1920s to the present, scrutinizes the
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origins and developmental trajectories of the American cultural and creative industry, and distills
the inherent characteristics of cultural and creative products across various development periods.
Additionally, it delves into the factors that shape these distinctive cultural and creative products,
with the ultimate goal of contributing to the advancement of research and development in the
field of cultural and creative products.

Keywords

United States, Cultural and Creative Products, Copyright Culture, Development Trends,
Distinctive Characteristics

Copyright © 2024 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/
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Bt R A EED AN 3 R R AR AL, ST B EG™ s e i B B iR MO E E 8 . SEEEN
[ B SCAL P L BB AL, HSC B R AT 2 L 2R, B T 5 S ERSR AN F S B0 dh s
OB REAMEATE R, SR B RRBLEBE SO0 fh A R ™R T IR, JE L i Ik Eh G155
DRI QIR BB o RS (e 4 (0 1 E D9 SCRU™ it BRI 3 ATE A SR O 1 IS LAt

2. EECHI~ ik

5 E SR b URRBCAAZ G, B B R S RSO E S, BFEHRS . Zhi, e A R,
RN E = ST, AN IE B RRBUR I B SCA B = i [1] e WROBGEE 9 SO B == S B E R &
JEFRAE T HIBE SRR, AR EE T SR B P B SR AR [2]. SUbFRT, SEE SO A S s
SIS RmAM RS, AMUEE THREBOC IR RIE T, RS == st 7 58 fE )
T2 AHE A . EAREENE, EENA, MEESIE BT RN A E, XA —4
HEZS). FETX 20 48 20 FEARE A1 52 B A A =B TH A5 2 BT Rt 56 [ ST = b g 5 R R 4R
R, FEESCENE = R AT UK A =AY B3] S — B BORIET M 20 tH4D 20 54X, — B RFLEE]
20 tHad 50 AR AT, b A SO AT e Je R 2 B SCAL = BRSO B . 28 B B2 M 20
et 50 SR A A 20 thad 90 A A, X —IF TR BURERFFIE 50N, 52 Bk P i & @ I e
BERAT A o 1X— B B SO MBS 52 B AR S AR B H 32 SR sz [4] . 28 =Bl 20 4
90 FRVIES, AR, ST Z e AIE B I T &S .

3. A[EIHSERTHARY F SR4FHE
3.1 RERXMNESHE SR

M 20 2 20 FARE] 50 AL, AL BEOR . TN &S WK AT, BIRZHEK
SRR, HERAZEEEE, BRSPS E RS, WHERS. . I8 WS RAT
MEIF 46 H GBI K .

ESEE 20 thed 20 FEARAFE AT F, 551K (Charles Chaplin) & B F i AR 1) 3 44 2 il 53 F0 5
B, /N ATERBAN T A EL L& —. Hab, T — S5 B XS 0 AR S AIEC i, B 45
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TRALTE . /NEA-F AR O7 il . 20 FEARE 40 AR SE L s G AR, HARRE « b S0 1
V2 2 Rl A MR, K K (Mickey Mouse). J# %19 (Donald Duck) f1-54™7)NZ& A (Seven Dwarfs)
o XL AMUAE EE T B, SEATAEH TORER IR . BEEA AR L 5. £E 1928 4F, SKE R
KR E R IE S E A A CRIEAERT ) He kT Kk EREZMER, YR TRANTIEZEF T
HilfE, RATWSEERE . Ja =5 S s R A A 7= 5, Wil 1 s, SAATMEE /R AFE1E,
HilE s KB FOR IR IGAE, T TRtk &, BIFE. JLEREAHAR K BT .

Figure 1. Cultural and creative products in the image of Chaplin
and Mickey Mouse

B 1 SR ERERE RO~ R

£ 20 40 30 FARE 50 AKX, BEE A A E M K, 1S EIF4E SOy — Pz ol il i R T K. 1938
A, N (Superman) N R 7 R 2 S IS I A R, RO SE B SCA I B RAE . B NI R A0 B IR
P, AEE S RES, BON TR EEE R HRAIMERE. 2Lz, sl s gy
AR N FIRZIEN R, X hRE M0 E A T H SR 5 i RBORIE, WA 2.

SUPERMAN" L

Figure 2. Superman comics peripheral cultural and creative products
2. BABERAE~R®
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3.2. XHfRBS R LETHA

M 20 28 50 A/ A ] 90 AR I& B ST b A R R AR — AN B o 3 B 39 7 5 [ R 0 S04k
PRI TR I . BUR S )a BROL T — 2 53 s DI SR P, SR G T — RINERE,
KT RGBT B AR, T KA M E S A A 77 2

1955 £F, i Je REUITR:, KE WA ZM AL S MIT A, AR, e R EE T iE
AR, WbrR . PR, RN, H, REFEXIRUKE RER BRI, Rt
FE5RIEENLEI RS S, WA 3 PR,

Figure 3. Mickey Mouse landline
B 3. KEZREIEEN"

M 60 FEARFFAG, FEEIE T RRS . BILIE TR NRR MG . X —B R A LT BRI
BMAR. 1966 £, CEPREHT) BB RS K BB, 1969 4F, 3P 11 58 AE5 W, s AN
SRS A B EEEE R B RS B T A BRI ST, B A SRR MR T TR
FFERARMEEE, B, MRS, 1977 4, (EBRRMR) MR E K BB X — RYIEFE R T AR T
ZIMABIZIE K, WOR T AT RS BPRERF A RBH SR, 52 AT Tk
FEE AR BEZE IV, WA 4 s . JXE6 8 AR 2% 3 1) 20 28 RS 7Y 22 Bt o T 3% |l |l 2K
Fs RIEITE, OR T 3 B SO B =R R

TE 70 4FAR, T T 57 AL G 7 ] 7 SO PR R . X — B2 B BrE MBAk #h2
TSR FEA AR 51 T HHES) o b3k 11 T 1) 3¢ Mk PR AR AN 8 57 308, 3l R R S b T SR T I R A
o A2 SO S AA B0 (1) 75 SR I, R A 488 T DG SCA AT 1) A Jie o« BURFAR A IBUR SCRF RN B 48 9
OIER R AR EIAEE . 1X — B T B T VR 22 50 T30 T R 0 SCAb IR SC 0= e inSE7R7 « SRAET T 1977 4
Wit T “TEBAML)” trE, BT RIBORIE T XA 20T I #EZ RIS TG SR IE . XM LA 0 e
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Figure 4. Aviation cultural and creative products

B4 fEscel s
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Figure 5. New York City tourism souvenirs
5. ALYEHIRFL SR

1984 4F, WEHHLRIZ S, HEHY & BRI 7Ok 11148 (Sam the Olympic Eagle). 1114#E— H &%
[ [E e, RERE BB BAME, &)l Bob Moore BI1E. BAKIL e 1 THF & T iz
S E A A2 T SRR il REIEARER TR EMRAE, RN SAEE . BB, e
5 9 E ERERE R T R E R HZEREE SR, XS RIS B RIS A TLRIE S
FRFANAEI, TR FE s 5 [ (0 SCA R BELIE 2 R 7 o oL 0 1 2 B — AN I R AL ) B 5 464, T
LU R Sy B3 A il B BI85 R BLIE 2545 w8 7 T 0 1E] 6 TR, BROIN T G5 28as AN Se Ak i Ok

TEIX—WH, SEE SO R R E I 2 oth. bR TSNS, TuR. RSN, B K
. AR, BH . FKIBRME 2 AU WA O = 0 R R 2R R,
ANFITH 23 T SR S 4 BEERARMARIE, TR ST RS R . N iR A IR &
LR F] 90 FEAMRAT KA TT R, BT E AR BRI BT kg, sl #hgR. JUEE, =i
TENHT LA /2%, DA Gl & i i f R . RESCBIP N T — AN F R RN B, &t
JIATTANASL 7 i (R B A SO R IE, FHIARIAR R AL B 42, A5 S0l e T FIRIB iz
IRNG S IEi (o a
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Figure 6. Olympic Sam eagle souvenir
B 6. BELBEL&R®

3.3. BAAESLI R

M 20t 90 SEREHES, RE BRI T B FAAER RS . X BBETE
DR R AN B A HES), RAEA AT [ IT &4, JFHEsh Z e Ce RS . [Fi, KRS 5HE
RS A RGN, FRP BRI PR 13815 B O 3 2 SR e PR 3 L Rt 1 St ML BRI AA

H 2011 Pk, BHHEIRAR ST RN EEESETR T “WinkhiE” AzuiH, Ll “Rmg
R %L, Wik T RSIER, BIETRRSG KA IRER G ARG R, B0 TE RO HE
ST SE . K P R AR SR S T R A AR S A, 3T 38— N T R A U € (1 S
Fed e WAL Fras . BOHITATARART P EAESR ST R, BREE, k5 T2%, S8 aHER
AR AR EMETCR, ARE KX SO R T B B f B, BIE T N S AR R ROR . X
LT B AN it 72 o T B SRR RIS 0, IR T R 2 SO 2 T R AN ST S A
BEAh, O T AR R SCARIE R A R A .

Figure 7. Pepsi’s cultural and creative products with non-heritage
elements

B 7. BERE TR R”

2018 4, LifFfMtE Sl tEka 90 MAERIMHE &, RIT 7~ ek, EidalEt 2 ril
FIESE, Kb, PO RBAE A, W 8 FrsiR TS SR fh e KT AE A A
M b, B IRSUIRG SRR, A SRR e T Je K U S RS AL R K 2 S
Ro BRWADFEUARBITRLS Ak, Q0E 7 MR SRR & AR IHE F, dd
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MR T KRR S RATR R R AL, I 7 — D reiiaimaicd. b A E sl
Fro SO TSGR &, Bon 1P SRR & . R, SR A2 RSB it
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Fol R T AET SO A R R PR SO C R AL R, XN AL T H BEOR B TR AR D e LA
MEERAL, MOWKTRRIEN TRITIIEARTTER, LI T 5 AR i ARl .
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Figure 8. Daktin co-branded with Disney Mickey’s 90th anniversary celebration
B8 ARRS5ETRHKET 0 BERABKZNI R

2019 7, [R5 RE EZ M EMRR(NASA) EEHED 1 —FCRE Al L &7 i, DURPLIT S 11 5
HHAES 50 . XAERA I H B AEE RS BRMQIEMER T, AR ARG P B R 2
I 2o S IBEA  AE T R R QR RS QR I BT S 11 SR AR, DL = AT 01 IR AR A
RSO L 1 ARSI, SRR AREEEIG . ARG, W 9 Prs. TRRA
B FHUR, A5 A AT AR S MERRE . XA M BRI S & 1 AR R AR FRTERIR R AR B R R
RIPT SRS, WSl T T R R R A 3 AR SRR I LA T R

Figure 9. LEGO and NASA co-branded Apollo 11 memorabilia
B 9. FE5 NASA BKRBHIFTES 11 SL&H°
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