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Design  Ideas  based  on  Peirce  Semiotics  about  Sign  Types

‐  focusing  the  case of Design Methodology  for Fun  in Visual Communication Design

 

Park, Young-Won

Creative motives of Fun become more important for modern society 

of rapid changes due to digital media, social, and cultural environments. 

Fun is the essential factor for affluent human life as well as the source 

of Imaginations and Ideas, which are successful clues for cultural contents 

businesses.  

This paper focuses on the research about Fun in visual communication 

designs. This paper gives a general description of Fun as a creative factor 

and design methodology to create funny images by semiotic approaches 

in visual communication design. It includes Peirce Signs, such as Icon, 

Index, and Symbol and also Charles W. Morris' analytical theory of the 

Pragmatic, Semantic and Syntactic stages of the use of signs as well as 

Metaphor & Metonymy.

And examples of my own design works, which show the semiotic process 

of making images related to Fun. This semiotic process of my works 

relate to theory of Sign type and 3 Sign Relations based on Pierce Semiotics 

as a very effective design methodology for Fun. 

Key Words:  Visual  Communication  Design,  Peirce  Semiotics,  Sign  Types.  Fun, 

Design  Methodology


