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Abstract

By studying the great Yimeng spirit born from the war-torn era and using Yimeng red cultural re-
sources as the carrier, this paper analyzes the principles of its cultural and creative product de-
sign. Based on the principles of cultural and creative product design, with the help of Peirce’s
theory of triadic relations of signs, this paper analyzes the design ideas of Yimeng red cultural re-
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sources, including the subject collation of red cultural resources elements, the encoding of red
cultural resources, and the decoding of user experience. In the design of cultural and creative
products, cultural, technological, and branding strategies are adopted to innovate Yimeng regional
cultural factors and apply digital technology to enhance promotion, thereby increasing the brand
value of cultural and creative products.
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Figure 1. Yimeng spirit creative product design model
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