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Abstract

Based on the semiotic theory of Charles Morris, this paper expands the new ideas of popular
science literary and creative brands. Starting with the analysis of the specific connotation and de-
velopment difficulties of popular science literary and creative brands, this paper introduces the
theory of Morris’s thirds into the brand design of popular science literary and creative brands,
aiming to explore new ideas of popular science literary and creative brand design, so as to im-
prove the integration between brand symbols and popular science information. It provides useful
ideas for the brand image of popular science literature creation.
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Figure 1. Intel logo
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Figure 2. Cultural and creative products of the Imperial Pa-
lace—The Imperial Palace woven show pattern greeting cards
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Figure 3. White-faced monk monkey Dudu IP doll
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