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ABSTRACT 

In recent years, the rapid rise of the new Chinese tea market lies not only in its unique 

taste and healthy concept, but also in the cultural connotation and design aesthetics behind 

it. From product innovation to brand image shaping, new Chinese tea is attracting more and 

more consumers with its unique charm. However, although many traditional health tea 

brands are guaranteed in product quality and taste, they are too conservative and traditional 

in brand image design. This design style is often lacking in innovation and attractiveness, 

and it is difficult to resonate with young consumers. To solve this problem, Delight in 

Oneself Tea starts from the IP image and packaging illustration design, integrates the 

essence of traditional tea culture in the Tang Dynasty with modern aesthetic concepts, so 

as to provide a new generation of consumers with a tea brand image that is both in line with 

traditional taste and modern sense. By deeply understanding the needs of consumers, 

focusing on innovation and breakthrough, inheritance and promotion of tea drinking culture, 

we can stand out in the fierce market. Based on the aesthetics and needs of the young 

generation of consumers, Delight in Oneself Tea beverage brand combines the illustration 

design of national trend and ancient style, and creates a unique and attractive brand image 

from the aspects of color, pattern and font. This design applies the illustration to the 

packaging, combines the traditional cultural elements and the modern trend expression 

form, so that it is more suitable for the aesthetic orientation of young consumer groups. 

Based on the aesthetics and needs of the young generation of consumers, Delight in Oneself 

Tea beverage brand combines the illustration design of national trend and ancient style, and 

creates a unique and attractive brand image from the aspects of color, pattern and font. 

New Chinese tea brand design is facing many challenges and opportunities, the brand's 

national style expression, adhere to the unity of traditional culture and modern aesthetics, 

but also to better promote the overall design image of new Chinese tea brand, so as to better 

promote tea culture. 

Keywords: Tea in a box; Packaging design; IP image design; Illustration design; 

Brand image design
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INTRODUCTION 

 

Relevance of the study.  In recent years, the rapid rise of China's new tea market lies 

not only in its unique taste and health concept, but also in the cultural connotation and 

design aesthetics behind it. From product innovation to brand image building, Chinese new 

tea is attracting more and more consumers with its unique charm. However, many 

traditional health tea brands are too conservative and traditional in brand image design, and 

this design style is often lack of innovation and attractiveness, and it is difficult to resonate 

with young consumers. Starting with IP image and packaging illustration design, Delight 

in Oneself Tea integrates the essence of traditional tea culture of the Tang Dynasty with 

modern aesthetic concepts, providing a tea brand image that meets both traditional tastes 

and modern feelings for a new generation of consumers. The illustration is creatively 

applied to the packaging, combining traditional cultural elements with modern trend 

expression to make it more suitable for the aesthetic orientation of young consumer groups. 

The new Chinese tea brand image design faces many challenges and opportunities. Only 

by deeply understanding consumer needs, focusing on innovation and breakthrough, 

inheriting and carrying forward the traditional tea culture can we stand out in the fierce 

market competition and become the preferred brand in the hearts of consumers. The rapid 

rise of Chinese new tea is inseparable from its unique cultural connotation and design 

aesthetics. We must keep up with the trend of The Times, pay attention to the innovation 

and modern sense of brand image design, in order to attract more young consumers' 

attention and love. Only in this way can we remain invincible in the fierce market 

competition and promote the sustainable and healthy development of China's new tea 

market. 

In recent years, the prosperity of China's new tea market has benefited from its unique 

taste and profound cultural connotation, as well as the continuous exploration and 

innovation of design aesthetics. New tea brands have broken the traditional framework and 

presented themselves with a new look, attracting more and more young consumers. Delight 

in Oneself Tea is one of the best, and it has won wide recognition in the market with its 

innovative IP image and chic packaging illustration design. 

Yuexi tea perfectly integrates the essence of the traditional tea culture of the Tang 
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Dynasty with the modern aesthetic concept, which not only retains the elegance of the 

traditional tea rhyme, but also infuses the vitality of modern design. The illustration design 

cleverly combines the traditional culture of the Tang tea method. 

This innovative design can make Yuechi tea stand out in the fierce market competition, 

and enable young consumers to taste the aroma of tea while feeling the charm of traditional 

culture. The success of Delight in Oneself Tea fully proves that traditional tea culture and 

modern aesthetics can be integrated to create a stunning brand image. 

 

The purpose of the research: New Chinese tea brand design is facing many 

challenges and opportunities, the brand's national style expression, adhere to the unity of 

traditional culture and modern aesthetics, is to better promote the overall design image of 

new Chinese tea brand, so as to better promote tea culture.Research Objectives: 

1. Analyze the existing new Chinese tea brands 

2. Analyze the characteristics and shortcomings of traditional tea brands in image 

design 

3. Determine the appeal of illustration design combining Chinese dynasty and ancient 

style to the new generation of consumers 

4. Determine the tea culture of the Tang Dynasty as the cultural heritage of the brand, 

design the IP image, and better inherit and display the tea culture 

5. According to the research results, combined with traditional cultural elements and 

modern trend expression forms, design a new Chinese tea brand image with national 

beauty and create a unique attractive new Chinese brand image. 

The research subject (theme) Development of a visual complex for the tea brand 

“Delight in Oneself“ 

The object (focus) of the research  are Logo design, IP image design, illustration 

design, packaging box design, derivative design. 

Research methods.  The work uses the following theoretical and special research 

methods:  analysis of literary sources and normative literature on research topics, analysis 

of the image design of existing new Chinese tea brands, Design using Adobe Photoshop, 

Artificial Intelligence, Procreate. 

Elements of scientific novelty.  This study is helpful to better express the national 



8 
 

 

style of tea brands, adhere to the unity of traditional culture and modern aesthetics, and 

better promote the overall design image of new Chinese tea brands, so as to inherit and 

promote the development of tea culture. 

Practical significance.   This study provides a better tea brand image for the new 

generation of consumers, which is both in line with the traditional taste and modern sense, 

promotes the overall design image of the new Chinese tea brand, and conveys the beauty 

of national style. 

Structure and volume of the thesis.   The bachelor's thesis consists of an introduction, 

three chapters, conclusions to each chapter and general conclusions, a list of used sources 

of 48 items and appendices (11 pages).  The work contains 46 drawings.  The results of 

the research are presented on 62 pages. 
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CHAPTER I  

SELECTION ANALYSIS 

 

1.1Research purpose 

 

With the improvement of people's living standards and health awareness, as well as the 

transformation of modern social medical model from traditional treatment to preventive 

health care, the public's expectations for daily drinks have also presented a new look, and 

put forward higher requirements for drinks, not only the pursuit of delicious taste, but also 

pay attention to its nutritional value and health function. From this new Chinese tea drink 

has sprung up. This topic is based on the traditional theory of the same origin of medicine 

and food, to introduce People's Daily health tea drinks. 

In addition to the tea itself, the design related to the new Chinese tea is gradually 

attracting attention and thinking. At present, the domestic research on the design of new 

Chinese tea drink is less concerned with the brand image design of new Chinese tea drink. 

Observing some traditional health tea brands on the market, from the overall design point 

of view of product packaging, most of them are too traditional, unable to attract the 

resonance of young people, not enough to attract a new generation of consumers; From the 

health tea ingredients, there are many and complicated products, the lack of overall system 

planning, and there is still a lot of room for improvement. The purpose of this topic is to 

systematically and perfectly plan tea drinking by series division. We will also focus on 

color matching and pattern design to conform to modern aesthetic trends and attract the 

eyes of young consumers. 

The expression of the national style of new Chinese tea drink is not only the inheritance 

and promotion of traditional culture, but also an innovation and satisfaction of modern 

aesthetic and consumption needs. The packaging design integrates traditional Chinese 

cultural elements with modern trend elements in order to enhance brand recognition and 

memory. The expression of the national style of the new Chinese tea drink is also to attract 

many young consumers. By promoting new Chinese tea drinks, we can further boost the 

healthy development of China's emerging tea industry. This can not only drive the 

development of the relevant industrial chain, enhance the international competitiveness of 
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China's tea industry, but also provide consumers with more diversified and higher quality 

beverage choices. 

 

1.2 Research significance 

 

The brand's new Chinese tea drink itself has the characteristics of both "traditional" and 

"modern". In the design of its brand image, it insists on the unity of traditional culture and 

modern aesthetics, and achieves a delicate balance between the two dimensions of tradition 

and modernity, so as to meet the pursuit of tea culture by the new generation of consumers. 

Secondly, the demand for tea packaging of this brand is not only satisfied with the basic 

functions, but also the combination of traditional cultural elements and modern trend 

expression forms with the creative and artistic form of illustration to create both classical 

and fashionable visual effects. Such a design not only improves the beauty of the product, 

but also imperceptibles the brand's cultural heritage and aesthetic orientation, combining 

traditional cultural elements and modern trend expressions to make it more in line with the 

aesthetic orientation of young consumer groups. Chinese tea drinking culture has a long 

history and profound heritage. As a new breakthrough in the tea industry, new Chinese tea 

not only inherits the essence of traditional tea, but also endows tea with new vitality and 

vitality in innovation. In today's increasingly fierce market competition, new tea brands 

must enhance brand reputation through product innovation and image design if they want 

to stand out. Use new media platforms and new marketing methods, especially cross-border 

cooperation, digital marketing tools and new retail models, to enhance brand awareness and 

reputation, enhance brand influence and competitive advantage. Create a healthy tea brand 

for young consumer groups. So that the tea culture can be widely promoted by the new 

Chinese tea brand, and finally realize the purpose of inheriting and promoting the brand 

culture of new Chinese tea. It is hoped that the research of this subject can provide some 

theoretical support and practical reference for the application of integrated marketing 

communication in the design of new tea brand image in the future. At the same time, it is 

expected to use integrated marketing communication strategy to design brand differences, 

stimulate audience psychological resonance and leave a deep impression on consumers, so 

as to enhance the core competitiveness and influence of the brand, so as to form an effective 
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long-term competitive advantage. 

 

1.3 Research status at home and abroad 

 

According to the data of a media consulting report, in 2021, more than half of China's 

consumers say that they have the habit of drinking tea every day, and such consumer groups 

should not be underestimated. It can be seen that the new tea market is still in a state of 

insufficient and still has a large space for development. 

In today's society, the mainstream medicinal food and tea can be roughly divided into 

health care and disease treatment. As far as its variety functions are concerned, it is mainly 

a brewing agent based on health care functions such as weight loss, lipid-lowering, blood 

pressure lowering, fitness, bodybuilding, hangover cure and life prolonging. Its 

composition is mostly the combination of edible drugs and tea, and often tea as the matrix, 

belongs to the typical category of tea agents. This kind of health care tea is greatly limited 

in its drug selection and adaptation range, and rarely highlights the therapeutic efficacy, 

while there are few medicinal teas on the market for disease treatment, and this 

development trend is far from meeting the needs of modern society for improving the 

quality of life. Then, if the medicine and food homologous medicine diet tea can be in the 

academic system and internal ideas of traditional Chinese medicine "treating disease", and 

according to the psychological expectations of the public for the convenient use of tea, easy 

to carry and effective treatment of disease. In view of the current blank medical market, we 

may actively construct the traditional Chinese medicine theoretical system of medicine and 

food with the same herbal diet and tea, combine with modern pharmaceutical technology 

and bioengineering technology, repackage and define traditional medicine and tea 

prescriptions, and use old methods in new ways, so as to create a standard system of 

medicine and food with the same herbal diet and tea, and develop related health products 

on this basis. In this way, we can clearly explore a research and development project of 

medicinal food tea. 

Japan took the lead in proposing the concept of "functional food", and amended the 

"Nutrition Improvement Law" in 1991 to include functional food in the category of special 

purpose food. In 2001, the Ministry of Health, Labor and Welfare formulated and 
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implemented the "Health Functional Food System", which mainly targets nutrition 

supplement foods and products claiming to have health benefits and health benefits. The 

terms such as "treatment" and "disease" are not allowed in the labels of dietary supplements 

stipulated by the US Food and Drug Administration (FDA). However, compliance may 

appear to include health claims, nutrient content claims and structure/function claims. 

According to EU Directive 2002/46/EC 3, dietary supplements are "foods that 

supplement the normal diet and are concentrations of nutrients or other substances that, 

alone or in combination, have nutritional or physiological effects". At the level of food legal 

regulation, the European Union reflects its legislative principles such as consumer 

protection, risk analysis and prudent prevention, highlighting the priority of health 

protection and the scientific and democratic nature of legislative decision-making. 

According to the "2023 China's New tea drinking Brand Sea Report" (hereinafter 

referred to as the "Sea Report"), from 2010 to 2017, pearl milk tea represented by brands 

such as Chunshuitang entered Southeast Asia, Japan, the United States and other markets, 

setting off a wave of pearl milk tea out of the sea. Since 2018, it has set off a wave of new 

tea drinks to the sea, and brands such as Hei Tea, Nai Snow Tea, Misue Ice City, Bawang 

Tea Ji have opened a journey of "down to the South Ocean". However, whether these new 

tea drinks can gain a firm foothold and expand in overseas markets remains to be verified 

by the market, and the challenges they face such as localization problems and supply chain 

construction are also worthy of attention. 

Conclusions to section 1 

 

1. The first chapter mainly expounds the purpose and significance of the topic, and 

makes an in-depth analysis of the research status at home and abroad. For the brand, the 

expression of its national style, adhere to the unity of traditional culture and modern 

aesthetics, not only to highlight the brand's own cultural heritage, but also to better enhance 

the overall design image of China's new tea brand. Under the current trend of globalization, 

the expression of national style of brands is particularly important. This is not only to adhere 

to their own cultural characteristics, but also the only way to integrate with the international 

market. As the inheritor and innovator of Chinese tea culture, the expression of Chinese 

new tea brands carries profound cultural connotation and national emotion. In terms of the 
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unification of traditional culture and modern aesthetics, Chinese new tea brands pay 

attention to the combination of traditional tea culture elements and modern design concepts 

to create a brand image that is both national characteristics and in line with modern aesthetic 

trends. For example, in the design of the brand identity, traditional Chinese patterns or 

calligraphy elements can be incorporated, and modern simple design style is adopted, so 

that the brand identity is both recognizable and artistic. 

In addition, the brand can also show national style through product packaging, 

promotional materials and other aspects. In the packaging design, traditional processes and 

materials can be used, combined with modern design concepts, to create packaging works 

with both traditional charm and modern sense. In the publicity materials, we can use colors, 

patterns and other elements with national characteristics to create a strong Chinese cultural 

atmosphere and attract consumers' attention. 

2. The purpose of tea brand design and research is mainly expounded. Through the in-

depth study of tea brand design, we can better explore and inherit the essence of Chinese 

tea culture, and integrate it into the brand design, so that more people understand and 

recognize Chinese tea culture, so as to enhance the international influence of Chinese tea 

culture. 

3. Significance of tea brand design research. Through the in-depth study of brand design, 

we can explore a brand development path that is more in line with consumer needs and 

market trends, and promote the sustainable development of the tea industry. 

4. Analysis of domestic and foreign tea brand research status. In recent years, great 

progress has been made in the study of tea brands at home and abroad. However, compared 

with other industries, there are still some gaps and deficiencies in tea brand design research. 

In the domestic aspect, with the continuous expansion of the tea market and the 

improvement of consumers' quality requirements, more and more tea enterprises begin to 

pay attention to brand design. Some large enterprises have established a perfect brand 

system and invested a lot of resources in brand building and promotion. However, in small 

and medium-sized enterprises, brand awareness is still relatively weak, lack of professional 

brand design talents and concepts. Therefore, the research on domestic tea brand design 

needs to be further deepened and expanded. 

Internationally, some developed countries have made remarkable achievements in tea 
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brand design. They pay attention to the shaping of brand image and the inheritance of brand 

culture, through innovative design concepts and technical means, to create a number of tea 

brands with international influence. These successful cases provide valuable experience 

and inspiration for Chinese tea brand design. However, it is worth noting that there are 

differences in tea cultural background and market demand in different countries and regions, 

so we need to carry out targeted research and research when learning from international 

experience. 

5. In general, the expression of national style of Chinese new tea brands is not only the 

inheritance and development of traditional culture, but also the adaptation and innovation 

of modern aesthetic trends. By adhering to the unity of traditional culture and modern 

aesthetics, the brand can better shape a unique brand image, enhance the market 

competitiveness of the brand, and make contributions to the inheritance and development 

of Chinese tea culture. 

At the same time, we should also see that the research and practice of brand national 

style expression at home and abroad are still deepening. With consumers' pursuit of cultural 

diversity and increasing emphasis on the connotation of brand culture, the importance of 

national brand style expression has become increasingly prominent. Therefore, China's new 

tea brands should continue to strengthen the exploration and practice in this respect, and 

continue to innovate and break through, in order to better meet the needs of consumers and 

promote the sustainable development of the brand. 
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CHAPTER II  

DESIGN RESEARCH 

 

2.1  Research on Selected Topics 

 

This design is based on the glorious period of ancient China - Tang Dynasty as the 

background. As a brilliant era in Chinese history, the Tang Dynasty is famous not only for 

its political and economic prosperity, but also for its rich and colorful culture. In this era, 

many cultural fields ushered in prosperity and innovation, among which the prosperity of 

tea culture is a bright spot, it became a bright pearl of the Tang Dynasty culture. In the Tang 

Dynasty, tea was not only a drink, but also a carrier of social interaction. With Lu Yu's 

standardization of tea drinking and its wide spread, the literati's elegant collection often 

centered on tea, and tea tasting was endowed with aesthetic, emotional and spiritual 

characteristics. This unique way of socializing not only enrichis people's spiritual life, but 

also promotes the in-depth development of tea culture. The spread and development of tea 

culture in China cannot be separated from the influence of Lu Yu and his work The Book 

of Tea. Lu Yu was obsessed with tea all his life, devoted himself to the study of tea, and 

created the first monograph of tea science in China, which played a great role in promoting 

the development of tea culture. Tea culture was widely spread and developed in the Tang 

Dynasty. Literati collections often revolve around tea, and tea tasting has become an 

important way for them to exchange ideas and express emotions. In the process of tasting 

tea, they not only appreciate the color, aroma, taste and shape of tea, but also taste the 

philosophy and life wisdom contained in tea. This unique way of socializing not only 

enriched people's spiritual life, but also promoted the in-depth development of tea culture, 

making it an important part of Tang Dynasty culture and making important contributions 

to the enhancement of cultural character. 

With the spread of "Tea Classic", this method of decocting and drinking gradually 

replaced soup and became the mainstream of tea drinking in the Tang Dynasty. Among 

them, the illustration design is based on the steps of the tea method to carry out scene 

painting, so that it can better show the charm and cultural connotation of the tea method. 
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As a unique form of tea art, the steps of decocting tea are rigorous and meticulous, and 

every action contains profound cultural connotation. By capturing these movements, the 

illustration design demonstrates the charm of decocting tea to the fullest. As an elegant and 

delicate tea art, decocting tea was deeply loved by the literati at that time and left a strong 

mark in the long river of history. The illustration design of this brand will elaborate on the 

six steps of decocting tea, so as to present a vivid scene of decocting tea. Through the 

delicate picture and vivid depiction, people have a deeper understanding of the cultural 

connotation and artistic value of the method of decocting tea. These illustrations not only 

have aesthetic value, but also are important carriers to inherit and carry forward Chinese 

tea culture. In today's fast-paced era, people's concern and love for traditional culture is not 

decreasing, but increasing. The illustration design of this brand just satisfies people's desire 

and pursuit for tea art culture, and makes people feel the charm and cultural connotation of 

decocting tea more intuitively through visual means. At the same time, these illustrations 

also inject new vitality into the inheritance and development of tea art culture, so that more 

people can appreciate the broad and profound Chinese tea culture. 

The prototype design in the IP image is inspired by Li Ye, China's first female tea artist. 

This image is not only a tribute to Li Ye, an outstanding figure, but also the inheritance and 

presentation of the profound heritage of Chinese tea culture. 

As Li Ye was a figure in the middle of the Tang Dynasty, in order to better understand 

the characteristics of Tang women's dress, he took the Painting of Ladies Wearing Flowers 

as the blueprint and drew inspiration from it. Cleverly integrated into the IP image of the 

clothing design. Make the whole IP image more vivid and three-dimensional. In the Picture 

of Ladies Wearing Flowers, many noble ladies wore a dress with big sleeves that exposed 

their chests. These aristocratic ladies exposed the upper part of their chests, and this type 

of dress had very large sleeves. The smock on the body, and many use transparent gauze as 

fabric to make, transparent gauze. The women of the Tang Dynasty wore clothes with fat 

skirts and sleeves, and the whole jacket showed a very lazy style. [9] Qin Jie. Analysis on 

the characteristics of women's dress in Tang Dynasty in the Painting of Ladies Wearing 

Flowers [J]. Grain in Ear,2014(14):253-254.] We can get a glimpse of the magnificent style 

of aristocratic women at that time. In order to coordinate with this gorgeous dress, wigs are 

also worn and their hair is put up in a tall bun. With gold hairpin, silver grate, gold step 
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shake and other ornaments, not only adds to the woman's luxurious temperament, but also 

makes the whole dress more coordinated and unified. The social atmosphere of the Tang 

Dynasty was open, the status of women was relatively high, and they had rich social 

activities and recreational activities. In such a social background, women's clothing has 

naturally become colorful, full of creativity and imagination. 

Our IP image design, in terms of clothing, draws on the characteristics of the Tang 

Dynasty women's clothing, will be exposed to the chest of the big sleeve clothes and 

transparent gauze smock combined to form a unique visual effect. The plump skirts and 

sleeves, as well as the slouchy style, all add a touch of Tang women's charm to our image. 

At the same time, in order to make the IP image more distinctive, we also paid special 

attention to the design of hair accessories. Wearing a wig, combing a tall bun, and then 

adding gold pins, silver bars, gold step shaking and other ornaments, not only highlights 

the woman's luxurious temperament, but also reflects the open atmosphere of the Tang 

Dynasty society. Such hair accessories design not only makes the IP image more three-

dimensional and vivid, but also can arouse the audience's resonance and love. 

To sum up, our IP image design is not only the reproduction of the characteristics of 

women's clothing in the Tang Dynasty, but also the embodiment of the social atmosphere 

of the Tang Dynasty. Through this design, we hope that more people can understand the 

style of women in the Tang Dynasty and feel the profound heritage of Chinese tea culture. 

 

2.2 Design Positioning 

 

Delight in Oneself Tea brand culture is mainly in the Tang Dynasty, IP image design is 

mainly based on the Tang Dynasty Li Ye as the design prototype, she is the first female tea 

master in our country, in the clothing design to take the Tang Dynasty chest skirt, hair style 

for reference to the Tang Dynasty falling horse and hair-wearing ladies in the hair.  Fig. 

2.1., 2.2. 

The illustration design combines the Tang Dynasty tea decocting method, the overall 

style combines ancient style and national tide, interprets the beauty of tradition and 

modernity. The steps of the Tang Dynasty tea decocting method mainly include grilled tea, 

rolling tea, Luo tea, decocting tea, dividing tea and drinking tea. Fig.2.3. 
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Conclusions to section 2 

 

1. This chapter determines the tea brands based on the tea culture of the Tang Dynasty. 

As a brilliant era in Chinese history, the Tang Dynasty witnessed the prosperity and 

innovation in many cultural fields, among which the prosperity of tea culture is a 

highlight. In the Tang Dynasty, tea was not only a drink, but also a carrier of social 

interaction. 

2. The illustration design is based on the steps of tea decocting in the Tang Dynasty to 

carry out scene painting, so as to better show the charm and cultural connotation of tea 

decocting in the Tang Dynasty. As an elegant and delicate tea art, decocting tea was 

deeply loved by the literati at that time and left a strong mark in the long river of history. 

3. The prototype in the IP image was determined, inspired by China's first female tea 

master Li Ye, from the Tang Dynasty. This image is not only a tribute to Li Ye, an 

outstanding figure, but also the inheritance and presentation of the profound heritage of 

Chinese tea culture. The hair style and accessories of IP image are based on the "Lady 

Wearing Flowers" as a reference and draw inspiration from it. 
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CHAPTER III  

DESIGN PROCESS AND RESULT 

 

3.1logo design concept 

 

A good logo is not only the image of the brand, but also the embodiment of the brand 

spirit, it can not only highlight the style of the brand, but also effectively help consumers 

identify tea products, and has an irreplaceable role in the promotion of the brand. 

Tea brands often carry a unique culture, values and pursuit of quality, and these elements 

need to be vividly represented through the logo. The core concept of the brand is integrated 

into the logo, making it a rich visual symbol. 

In today's fierce market competition, consumers' memory and choice of brands often 

depend on the visual image of the brand. Therefore, an easily recognizable logo can help a 

tea brand leave a deep impression on consumers. Pay attention to its uniqueness and 

innovation. 

 

3.1.1logo design concept 

 

Logo design, as an art form of visual communication, can often intuitively and 

profoundly reflect the core concept and cultural characteristics of the brand. The core of 

the Logo design focuses on the word "Yue", cleverly integrating the shape of the Chinese 

window lattice with the font, so as to build a visual symbol with both traditional charm and 

modern sense. 

In the use of color, dark red as the overall tone of the main tone. Dark red symbolizes 

stability and elegance, which complements the cultural connotation of the new Chinese tea 

brand. It can not only highlight the deep and heavy traditional Chinese aesthetics, but also 

show the brand's pursuit and integration of modern fashion elements. This choice of color 

makes the Logo more visually attractive, but also reminds people of the elegance and taste 

advocated by the brand. In the shape design, the elements of the Chinese window lattice 

are cleverly integrated into the word "Yue". As an important part of traditional Chinese 
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architecture, the unique lines and composition of window frames contain rich cultural 

connotation and artistic beauty. By combining the shape of the window frame with the font, 

we successfully created a Logo image that is both traditional and modern. It can not only 

enrich the visual level of the Logo, but also make the cultural heritage of the brand more 

vividly displayed. Secondly, I pay attention to the details of the Logo. In the font design, 

the use of smooth and rhythmic lines, so that "Yue" character is both recognizable and 

elegant. At the same time, in the use of window lattice elements, but also through clever 

arrangement and combination, to create a harmonious and unified aesthetic feeling. The 

processing of these details makes the Logo as a whole more delicate, delicate, and easier to 

leave a deep impression. 

To sum up, the Logo design with "Yue" as the center, through the clever combination 

of Chinese window lattice shape and font, as well as the use of dark red color, successfully 

created a traditional cultural heritage without losing modern fashion Logo image. It can not 

only intuitively convey the core concept and cultural characteristics of the brand, but also 

let people feel the perfect combination of elegance and taste in appreciation. Such a Logo 

design will undoubtedly provide strong support for the shaping and promotion of the brand 

image. 

 

3.1.2logo design finalized 

 

Frame font design with Yue font design to emphasize the brand name and 

characteristics, the use of Chinese window lattice shape and font combination, highlight the 

Chinese characteristics of the brand, the overall design is surrounded by layers of structure, 

the "Yue" word fusion. The color uses the dark red of the printing mud to combine the 

overall shape with the seal, more highlighting the charm of the brand Chinese tea. In the 

line processing of font design, we pay attention to the crisp and delicate lines. Every stroke 

has been carefully designed and polished, making the whole font look smooth and refined. 

This treatment of lines not only echoes the structural design of the logo, but also makes the 

font easier to recognize and remember. With its unique visual effect and rich cultural 

connotation, this type of frame font design successfully highlights the name and 

characteristics of the brand. It not only shows the Chinese characteristics of the brand, but 
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also gives the brand more profound cultural heritage and artistic value. Such a design can 

not only attract the attention of consumers, but also allow them to have a deep emotional 

identity and sense of belonging to the brand.  Fig.3.1. 

 

3.2 IP image design 

 

Tang culture is famous for its unique diversity, vigorous development and extensive 

inclusiveness, and has become a dazzling cultural treasure in Chinese history. In this era, 

under the influence of the social and cultural atmosphere, the life of the people in the Tang 

Dynasty showed a rich and colorful appearance, which not only coincides with the core 

concept of today's "Delight in Oneself Tea" brand, but also coincides with the "self-

pleasure" attribute advocated by the brand. Therefore, digging into the Tang cultural 

elements and integrating them into the brand is very important for us to create an image 

that conforms to the characteristics of the brand of "Delight in Oneself Tea". 

Tang culture is famous for its diversity. During this period, various cultural elements 

interwoven and integrated, forming a unique Tang Dynasty style. From poetry, painting, 

music, dance, dress and other aspects, Tang culture has shown its colorful side. This 

diversity is not only reflected in the diversity of cultural forms, but also reflected in the 

richness of cultural connotations. Tang culture pays attention to individual expression and 

self-realization, and emphasizes personal emotion and aesthetic pursuit, which is similar to 

the concept of "self-pleasure" advocated by "Delight in Oneself Tea" brand. 

The development of Tang culture was also extremely rapid. In the Tang Dynasty, social 

and economic prosperity and scientific and technological progress provided strong support 

for the development of culture. At the same time, the Tang Dynasty rulers attached great 

importance to culture and promoted the development of culture further. This development 

is not only reflected in the prosperity of culture and art, but also reflected in the 

improvement of people's spiritual outlook. While pursuing material enjoyment, people in 

the Tang Dynasty also paid attention to the enrichment and improvement of the spiritual 

world, which was closely related to the lifestyle advocated by the brand of "Delight in 

Oneself Tea". 
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The inclusiveness of Tang culture is also its unique feature. In the Tang Dynasty, various 

cultures blended with each other and formed a unique cultural pattern. No matter the local 

culture or foreign culture, they can find the soil for survival and development in the Tang 

Dynasty. This inclusiveness is not only reflected in the exchange and integration of 

cultures, but also in the openness and diversity of people's ideas. Tang people's acceptance 

and appreciation of different cultures made Tang culture more colorful, and also provided 

rich cultural materials for the brand of "Delight in Oneself Tea". 

Based on these characteristics of Tang culture, we can create the image of "Delight in 

Oneself Tea" brand through visual design. In the design, we can use the elements of Tang 

culture, such as Tang style clothing, Tang architecture, Tang poetry, etc., to build the visual 

image of the brand. At the same time, we can also learn from the aesthetic concept of Tang 

Dynasty culture, pay attention to the processing of details and the use of color, so that the 

brand image is more vivid and vivid. 

In addition, we can also use the connotation of Tang culture to deepen the cultural 

connotation of the brand. By excavating the spiritual core of Tang culture, we can combine 

the brand with Tang culture to create a brand image with cultural connotation. This can not 

only attract the attention of more young consumers, but also enhance the brand awareness 

and reputation. 

In a word, the diversity, development and inclusiveness of Tang culture provide us with 

rich materials and inspiration to build an image that conforms to the characteristics of 

Delight in Oneself Tea brand. By digging deeply into the cultural elements of the Tang 

Dynasty, we can integrate them into the brand to create a brand image that is both traditional 

and in line with modern aesthetics, so as to attract more young consumers' attention and 

love. 

 

3.2.1 Design Idea 

 

IP image design comes from the deep mining and re-innovation of traditional culture. 

This design takes Li Ye, the first female tea master in Chinese history, as the prototype, 

and combines her image with modern aesthetics through ingenious techniques to create an 
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IP image that is both historic and full of modern vitality. 

Li Ye, alias Jilan, as the earliest female tea master recorded in history, her talent and tea 

art can be called a unique. In the Tang Dynasty, when poetry was everywhere and tea was 

popular in ancient China, at the peak of "poetry tea", Li Ye not only had profound 

attainments in tea art, but also enjoyed a good reputation in the poetry circle of the Middle 

Tang Dynasty, becoming the "first female tea master in China" with both talent and tea art. 

Her story is full of legends, and it is worth celebrating and inheriting. 

In order to better show the image of Li Ye, attention was paid to the details in the IP 

image design. In terms of costume design, Qibei Ruqun of the Tang Dynasty is mainly 

used. This kind of costume not only shows the elegance and modesty of women in the Tang 

Dynasty, but also accords with the identity characteristics of Li Ye's tea master. In terms of 

hair style, I chose the hair style in the Tang Dynasty, and the hair-wearing ladies, which 

has the characteristics of The Times, but also appears smart and rich charm. 

In the facial expression design, we focus on happy style, so that the IP image is full of 

affinity. The eyes are smart, as if you can see the heart, let people feel her intelligence and 

sensitivity. Such a design not only conforms to Yue's brand tonality, but also attracts 

consumers' attention and enhances brand recognition and favorability. 

The lotus leaf cup holder held in the hand is one of the representatives of the Tang 

Dynasty tea set. The processing of this detail not only makes the IP image more consistent 

with the dynasty of the prototype, but also allows consumers to intuitively feel the close 

connection between the brand and tea culture. At the same time, this design also shows the 

brand's respect and inheritance of traditional culture. 

Finally, we named the IP image of this poem and tea art as "Tea Little Yue". The name 

embodies both the characteristics of her tea art and the brand vision of bringing joy and joy 

to people. We believe that "Tea Xiaoyue" will become a bright business card of the brand, 

leading consumers into the world of tea culture and feeling the charm of traditional culture. 

It is hoped that through this IP image design, more people will understand and love Li 

Ye, a talented female tea art master, and also make the brand glow with new vitality and 

vitality in inheritance and innovation. 

 

3.2.2 Final design 
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From the overall image, this IP image has undoubtedly injected unique charm and 

vitality into Yuexi Tea brand. In line with the overall style of Delight in Oneself Tea brand. 

The expression of the IP image is vivid and lovely, full of smart gas, and people can not 

help but admire it. Its eyes are bright and vivid, as if it can understand people's hearts, and 

the corners of the mouth are slightly raised, revealing a kind of confidence and pleasure, 

giving people a beautiful experience. In the hair design, IP image uses two distinctive Tang 

hairstyle. One is the popular fall horse bun in the middle of the Tang Dynasty, this hairstyle 

is elegant and generous, full of classical charm; The other one is borrowed from the hair 

style of "Ladies wearing flowers", which shows the feminine softness and graceful 

incisively and vividly. Mother-of-pearl as an important part of the Tang Dynasty women's 

headwear, is also cleverly used in this IP image. Flower mother-of-pearl is the mid-Tang 

Dynasty green dot style. IP image holding a teacup in his hand, the action is elegant and 

natural, as if he is savoring the mellow aroma of Delight in Oneself Tea. The appearance 

image of the tea cup is the Yuyao lotus leaf cup holder of the Tang Dynasty. This kind of 

cup holder has a unique shape and smooth lines, which not only conforms to the dynasty 

characteristics of the IP prototype, but also highlights the integrity of the new Chinese tea 

brand. This design allows readers to feel the brand's traditional heritage and modern 

innovation at a glance. This IP image also incorporates rich background information and 

cultural connotations. The Tang Dynasty, as the heyday of ancient Chinese culture, has its 

unique style and characteristics in terms of dress, makeup and hair style. Through the in-

depth excavation and clever use of Tang Dynasty culture, the IP image successfully 

integrates these elements into modern tea brands, making the brand more cultural heritage 

and attractive.  Fig. 3.2., 3.3.3.4.,3.5. 

 

 

3.3. Illustration design 

 

Illustration design can intuitively reflect the overall style of the brand and help to form 

a unified and distinct brand image. This consistent brand image not only strengthens the 
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identity of the brand, but also enhances the consistency and credibility of the brand, 

enabling consumers to quickly recognize and remember the brand among many competitors. 

Beautiful illustrations can often attract the attention of consumers, so that they have a 

strong interest in many products. Through illustration design, brands can intuitively convey 

product characteristics, advantages, brand image and other information to consumers to 

help consumers better understand and accept the product. This intuitive communication 

method not only improves the market competitiveness of the product, but also helps to 

deepen consumers' cognition and trust in the brand. 

The artistry and creativity of illustration design can further enhance the emotional 

connection between brands and consumers. Unique and engaging illustrations can trigger 

an emotional response from consumers, making them more emotionally connected to the 

brand. This emotional bond not only increases brand loyalty, but also encourages 

consumers to become brand ambassadors and actively promote the brand to their friends 

and family. 

In addition, illustration design is highly flexible and adaptable, with brands tailoring 

their visual identity to their specific needs and target audience. Whether it is a modern 

minimalist style or a vibrant and playful style, the illustrations can be tailored to reflect the 

brand's unique personality and values. This personalized approach helps differentiate the 

brand from its competitors and creates a memorable visual image that resonates with the 

target audience. 

In conclusion, illustration design plays a vital role in establishing a strong and unique 

brand image. It not only improves brand awareness and credibility, but also creates an 

emotional connection with consumers, improves product competitiveness, and encourages 

brand ambassadors. By harnessing the power of illustration design, brands can create a 

unique and memorable visual image that sets them apart in the marketplace. 

 

3.3.1 Design concept 

 

As an important way of visual communication, illustration design plays a crucial role in 

modern brand construction. For the illustration design of a brand, we can divide it into two 



26 
 

 

core parts, each of which carries unique cultural connotation and visual impact, aiming to 

better convey the value and characteristics of the brand to consumers. 

The first part of illustration design mainly focuses on the visual presentation with IP 

image as the core. The designer skillfully combined the complete process of decocting tea 

in the Tang Dynasty, and designed a series of different character scenes to make the entire 

illustration series have a high degree of coherence and integrity. These illustrations not only 

vividly reproduce all aspects of the Tang tea decocting method, such as making tea, rolling 

tea, Luo tea, waiting for soup, decocting tea, drinking tea, etc., but also allow consumers to 

better understand and accept the tea culture of the Tang Dynasty through delicate 

brushstrokes and rich colors. 

In scene 1, the designer mainly depicts the two steps of cooking tea and rolling tea. The 

IP image in the picture is holding a tea cake and focusing on roasting the tea. At the same 

time, the figure of a water-fetching person also appears in the picture, adding a vivid breath 

of life to the whole scene. This design not only makes the picture more coordinated, but 

also allows consumers to feel the unique charm of the Tang Dynasty tea method more 

intuitively. Scene 2 focuses on the process of Luo cha and decocting tea. The designer takes 

Luo Cha and Jian Cha as the visual center of gravity, and uses delicate brushstrokes to 

depict the gradual separation of tea leaves in the screen, as well as the rolling and bubbling 

of tea water in the frying process. In addition, elements such as stone benches and stone 

tables are added to the picture, creating a sense of relaxation of the ancient people enjoying 

tea in the mountains and rivers, which is also in line with the ancient people's living habits 

of advocating return to nature. Scene three is a detailed description of the scene of tea 

splitting and drinking. In this scene, IP elegantly divides and drinks tea, showing the 

delicacy and elegance of Tang tea culture. At the same time, because the IP image is based 

on Li Ye, one of the four female poets of the Tang Dynasty, the plot of reading and singing 

poems is also added to the small scene, making the whole picture more poetic and cultural 

heritage. This design not only enhances the cultural value of illustration, but also enables 

consumers to feel the cultural heritage and characteristics of the brand more deeply while 

appreciating the illustration. 

The second part of illustration design. This part mainly focuses on different health tea 

and drink combinations and tea drink elements as the theme, through drawing 12 exquisite 
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illustrations of small plants, to show consumers the main ingredients of the product. These 

illustrations are mainly in a fresh and natural style, and through the use of rich colors and 

delicate lines, the forms and characteristics of various plants are vividly displayed. Through 

these illustrations, consumers can more intuitively understand the main ingredients and 

efficacy of the product, so as to trust and choose the brand's products more. 

The contents of the 12 small illustrations drawn in the second part are mainly classified 

by tea drinking products. Yuexiji tea is divided into three series: Yuexienjoy fresh series, 

Yuexirun Shunshi series, and Yuexienjoy sweet series. These series not only enrich the tea 

market, but also bring more choices to consumers. 

Among them, the main tea products of the fresh series of joy enjoy are: Chrysanthemum 

black jasmine fire tea, golden lotus osmanthus flower tea, lily lemon tea, dandelion fire tea. 

Yueran Shunshi series of tea drinks are mainly orange peel honey pomelo tea, wolfberry 

lily heart tea, platycodon chrysanthemum tea, jujube wolfberry tea. 

Enjoy sweet series of tea drinks are mainly: rose hyachne tea, jasmine rose Bodhi tea, 

chrysanthemum hawthorn tea, chrysanthemum lemon tea. 

Small illustrations are drawn according to these single products. Through the detailed 

depiction of tea drinking single products, the characteristics of the products can be 

highlighted, the information of the products can be conveyed more intuitively, and the 

audience can better understand the products. Well-designed illustrations can arouse the 

audience's emotional resonance and increase their interest and favorable impression of the 

product. Drawing illustrations based on a single product can bring unique visual effects and 

attraction to the product, effectively promoting brand promotion and product sales. 

 

3.3.2 Design finalization 

 

Combining the scene illustration drawn by decocting tea in Tang Dynasty, the overall 

color is blue-green, and the painting style is the combination of national tide and ancient 

style. The characters, scenes and elements in the picture are carefully arranged, so that the 

overall picture presents a quiet, elegant and simple aesthetic feeling, so that the overall 

illustration design not only shows the charm of the Tang Dynasty tea, but also conveys a 
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comfortable, elegant and pleasant life attitude. 

The background is mainly mountain, the overall tone is green, more national style 

aesthetic feeling, clouds and mist-filled, as if in fairyland, to the overall picture adds a 

poetic, but also from the side to express the comfortable, happy and relaxed mood brought 

by tea. In the overall illustration design, whether it is the movement and expression of the 

characters in the small scenes or the tone and composition of the overall picture, it all 

reflects the beauty of traditional Chinese culture. This illustration design is undoubtedly a 

tribute to the Tang Dynasty method of tea cooking, and an interpretation of the ancient 

Chinese style, which is more in line with the attribute of "Yue" in Delight in Oneself Tea. 

The small scenes mainly depict the Q version characters of the Tang Dynasty with IP 

images as the main characters and the process of decocting tea in the Tang Dynasty. The 

first scene mainly shows the grilled tea and rolling tea, with a wooden table as the center. 

The characters hold tea cakes with clamps in their hands and roast them on the air stove. 

This step needs to be carried out after the tea cake has cooled, and it is rolled into a specific 

tea machine. The hair styles of the characters in the picture are mainly the hair styles in the 

Tang Dynasty and the Painting of Ladies Wearing Flowers. The color matching of the 

characters' clothing is mainly yellow, green and red, which conforms to the classic 

traditional color matching and forms a harmonious and beautiful picture as a whole. Fig.3.7. 

In the first scene, a quaint wooden table occupies a prominent position in the center of 

the picture. On the table, several Q version characters dressed in Tang costumes are busy 

carrying out a series of steps of frying tea. One of the figures, holding a clip, carefully holds 

a tea cake, which is gently baked on an air stove. This step may seem simple, but it requires 

great skill and experience. The control of heat is very important, a little careless, may affect 

the taste and quality of tea. I saw this figure diligent in turning the tea cake, so that it is 

heated evenly, until the faint fragrance. 

At the same time, another character goes through the steps of rolling tea. He waited for 

the tea cake to cool, put it into a special tea machine, vigorously rolled, the tea cake 

gradually into a fine powder. During this process, he was attentive and meticulous, as if he 

were performing a sacred and solemn ceremony. 

The characters in the picture are lifelike, and the hairstyles are mainly the hairstyles in 

the Tang Dynasty and the Painting of Ladies Wearing Flowers, which not only reflects the 
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charm of women in the Tang Dynasty, but also adds the artistic beauty of the picture. Their 

clothing color scheme is mainly yellow, green and red, bright and harmonious, in line with 

the classic traditional color scheme of the Tang Dynasty. This color scheme not only makes 

people bright, but also makes people feel the unique charm of Tang Dynasty culture. 

The whole picture is full of harmony and good atmosphere. Whether it is the actions or 

expressions of the characters, they reveal a leisurely and complacent attitude towards life. 

The process of decocting tea in the picture shows the tea art culture of the Tang Dynasty 

vividly. This is not only a vivid painting, but also a wonderful documentary about Tang 

Dynasty culture. Fig.3.8. 

The second scene carefully depicts the delicate picture of Luo tea and decocting tea. The 

whole picture takes the stone stool as the visual focus and describes the whole process of 

Luo tea and decocting tea in detail. The characters in the Q version vividly demonstrate the 

Luo tea process, seeing that they will grind the pulverized tea in the previous step through 

the tea Luo, making the tea powder more delicate, while removing the crushed coarse stems 

and debris to ensure the quality of the tea. 

When drawing the tea, the author deeply delineates every detail, the exquisite cloud 

patterns and lifelike crane patterns on the tea are vivid on the paper, full of elements of 

national style, making the picture more cultural. Another figure is leaning over holding a 

fan to fan the wind, the image is vivid, as if you can feel the cool breeze blowing on the 

face. 

The two characters in the picture are dressed in the Tang Dynasty characteristic skirts, 

the exquisite flower texture on the clothes is clearly visible, which not only enriches the 

visual effect of the picture, but also shows the gorgeous and elegant Tang Dynasty clothing. 

The color of the painting clothes is mainly red and green, bright and bright, and the clothes 

of the two characters coordinate with each other, making the color of the picture more 

harmonious and unified. 

Elements such as the stones in the background, the teacups on the stone table, the 

branches and the small vase add a rich sense of layer and vividness to the picture. The 

texture of the stone is clear, as if you can touch its hard and cold; The teacups are quietly 

placed on the stone table, waiting for the master's taste; The branches bend as if beckoning 

to the audience; The small vase is decorated with a few delicate flowers, adding a bright 
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color to the whole picture. 

The whole picture not only shows the elegant process of Luo tea and tea frying, but also 

creates a poetic and zen atmosphere through rich detail depiction and vivid color matching. 

When the audience appreciates this painting, it seems that they can travel through time and 

space and return to the distant Tang Dynasty to feel the peace and beauty.  Fig.3.9. 

The third scene is a delicate and full of life, mainly focusing on the scene of dividing 

tea, drinking tea and reading. The whole picture through delicate lines and rich colors, will 

be a tea ready to drink the scene to show incisively and vividly, so that people seem to be 

able to feel the tranquility and harmony. 

In the center of the picture, a figure sits at a tea table, holding up a delicate porcelain 

bowl. He gently blew the tea in the bowl, letting the fragrance of tea overflow. His 

expression was full of contentment and happiness, as if he were enjoying this rare leisure 

time. Through his expression, we can feel his love and respect for tea, as well as his inner 

peace and joy when drinking tea. 

There are some exquisite snacks placed on the tea table, which not only add to the 

richness of the picture, but also reflect the living customs and aesthetic concepts of the 

people at that time. Snacks come in different shapes and colors, some colorful, some simple 

and elegant, all of which are delicate and delicious. The existence of these snacks makes 

the whole picture more vivid and real. 

On the other side of the picture, a figure sits quietly at a table with a book in his hand. 

Her image design conforms to the prototype of IP image design, which is Li Ye, one of the 

four female poets of the Tang Dynasty. She is dressed in Tang Dynasty style dress, the 

color is mainly red and green, which is elegant and generous. Her yellow ribbon floats 

gently in the wind, adding a touch of agility and elegance to the whole picture. 

Li Ye's expression is focused and calm, and she is immersed in the world of books. Her 

presence adds a cultural atmosphere and literary atmosphere to the whole picture, making 

the whole scene more rich in connotation and depth. 

The color of the whole picture is mainly red and green, which is harmonious and rich in 

layers. The yellow ribbon plays an embellishment and brightening role in the picture, 

making the whole picture more vivid and vivid. 

In general, this scene brings to life the scenes of tea sharing, drinking tea and reading 
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books through delicate depiction and rich colors. It not only shows the living customs and 

aesthetic concepts of the people at that time, but also conveys a peaceful, harmonious and 

beautiful atmosphere. Such a picture makes people yearn for it, as if they want to be in it, 

and taste the tranquility and beauty of tea and books.Fig.3.10. 

This illustration design takes the Tang Dynasty decocting tea as the background, through 

creative strokes and meticulous depiction, to show readers a vivid and poetic picture. With 

IP image as the main figure, the illustration cleverly integrates all aspects of the Tang 

Dynasty tea decocting method, which not only shows the ancient people's exquisite skills 

in tea decocting, but also conveys the elegant interest and connotation of tea tasting in 

ancient people. 

The overall tone of the picture is rich in ancient style, as if to take the reader into the 

distant Tang Dynasty. Antique tea sets, exquisite tea leaves and curling smoke make people 

feel the peace and harmony of ancient tea frying. At the same time, the details in the picture 

are rich and diverse, whether it is the exquisite pattern on the tea set, or the posture of the 

tea stretched in the hot water, it is amazing. 

In the illustration, the IP image shows the process of frying tea with a vivid gesture. 

Every step, from the selection of tea leaves, the grinding of the powder, the frying of the 

water over a fire, to the cooking of the tea, the brewing and the pouring of the tea, is depicted 

in detail. Through the picture, the reader seems to be able to personally experience the 

concentration and intention of the ancient people when frying tea, and feel the love and 

pursuit of tea art. 

In addition, the illustration also cleverly integrates the cultural elements of the Tang 

Dynasty. The tea sets, costumes and environmental background in the picture are full of 

Tang Dynasty charm. These elements not only enhance the antique atmosphere of the 

picture, but also enable readers to have a deeper understanding of the cultural connotation 

and aesthetic concepts of the Tang Dynasty while enjoying the illustrations. 

In short, this illustration design is based on the Tang Dynasty decocting tea as the 

background, through the vivid depiction of IP images and the strong color of the ancient 

picture, to show readers a picture full of poetry and beauty. This is not only a visual and 

spiritual feast, but also a wonderful journey to enjoy the taste of ancient people. I believe 

that when readers appreciate this illustration, they will be able to deeply feel the tranquility, 
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harmony and elegance of the ancient people when they fried tea. Fig.3.11. 

As an important part of tea brand design, the small illustration of a single product mainly 

focuses on the raw materials of tea. Through delicate strokes and vivid colors, the key 

ingredients in the tea product are presented one by one. This design method not only gives 

the tea products a unique visual charm, but also inherits and carries forward the traditional 

Chinese culture through the design elements of the national tide wind, making the tea brand 

more competitive in the market and cultural influence. 

In the design of the Fresh tea series, we selected 12 representative tea drinks, each tea 

drink has its own unique taste and effect. Through in-depth understanding of the raw 

materials of each tea drink, we carefully selected the heavy ingredients and expressed them 

in the form of national tide wind illustrations. 

Chrysanthemums and Jasmine are the main raw materials of Chrysanthemum and 

Jasmine Tea, which is the best in the refreshing series. Chrysanthemum is loved for its 

elegant aroma and the effect of clearing heat and detoxification, while jasmine has the effect 

of nourishing and detoxifying. The combination of the two makes this tea not only taste 

fresh, but also has rich nutritional value. In the presentation of small illustrations, we 

especially emphasize the morphological characteristics of chrysanthemum and jasmine, 

and show their beauty and charm vividly through delicate lines and soft colors. 

Golden lotus osmanthus fire control tea is a tea with golden lotus and kumquat as the 

main raw materials. Golden lotus has the effect of clearing heat and detoxifying eyes, while 

kumquat has the effect of appetizing and promoting fluid. In the creation of the small 

illustration, we cleverly used the elements of the national tide wind, combining the elegance 

of the golden lotus flower with the liveliness of the kumquat, forming a picture that has 

both traditional charm and modern sense. 

Lily Lemon Tea is a floral and fruity drink made mainly from lily and lemon. Lily has 

the effect of moistening the lungs and relieving cough, clearing the heart and calming the 

mind, while lemon is rich in vitamin C and has the effect of whitening the skin. In the 

drawing of small illustrations, we pay special attention to the color matching of lilies and 

lemons, highlighting their unique charm through bright color contrast. 

Dandelion clear fire tea is a tea drink with dandelion as the main raw material. Dandelion 

has the effect of clearing heat and detoxification, diuretic detumescence and so on, is the 
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ideal drink to relieve summer heat. In the creation of small illustrations, we use simple and 

bright lines and colors to express the lightness and elegance of dandelion. 

In addition to the above tea items, the Enjoy Fresh collection also includes a variety of 

other tea items, each with its own unique taste and efficacy. According to the raw materials 

of each tea drink, we draw exquisite line drafts and present them in the form of small 

illustrations. These illustrations not only add unique visual elements to tea products, but 

also enable consumers to feel the charm and quality of tea more intuitively through delicate 

depiction and vivid colors. 

Overall, the application of single product illustrations in tea brand design is of great 

significance. It not only gives the product a unique visual charm, but also inherits and 

carries forward the traditional Chinese culture through the design elements of the national 

tide wind. This design method undoubtedly brings more market competitiveness and 

cultural influence to the tea brand, so that consumers can feel the unique charm of Chinese 

traditional culture while tasting the beautiful tea. (See Figure 3-12, 3-13, 3-14, 3-15) 

Yueran Shunshi series of tea drinking products, with its unique taste and rich nutritional 

effects, by the majority of consumers love. This series of tea drinks mainly include orange 

peel honey pomelo tea, wolfberry lily heart tea, platycodon chrysanthemum tea and jujube 

wolfberry tea, each of which carries a wealth of traditional Chinese health wisdom. 

Orange peel honey grapefruit tea is very common in daily life, and its raw materials are 

mainly orange peel and grapefruit. Tangerine peel, as a kind of Chinese herbal medicine, 

has the effect of regulating qi and eliminating food, drying dampness and eliminating 

phlegm. It can help the human body to regulate the qi machine, promote digestion, for loss 

of appetite, indigestion and other symptoms have a good improvement. Grapefruit is rich 

in vitamin C and a variety of minerals, with digestion, phlegm, regulating qi and clearing 

the effect. The combination of orange peel and grapefruit not only has a unique taste, but 

also promotes digestion and relieves gastrointestinal discomfort. 

Wolfberry lily nourishing heart tea is a fresh and calming tea with the effect of clearing 

the lungs and relieving cough. Its main raw materials are goji berries and lilies. Wolfberry 

is known as the "Oriental fairy grass", which has the effect of nourishing the liver and 

kidney and benefiting the smart purpose. It is rich in a variety of amino acids, vitamins and 

minerals, can enhance human immunity, improve vision, delay aging. The lily has the 
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function of nourishing Yin and moistening lung, clearing the heart and calming the mind, 

and has a good effect on relieving anxiety, insomnia and other symptoms. The combination 

of wolfberry and lily can not only nourish the body, but also relieve stress, so that people 

can find a little peace in the busy life. 

Platycodon chrysanthemum tea is a heat-clearing and detoxifying tea. Its main raw 

materials are platycodon flower and chrysanthemum. Platycodon platycodon flower has the 

function of expectorating phlegm and relieving cough and phlegm. The chrysanthemum 

has the effect of dissipating wind and cooling heat, calming liver Yang, clearing liver and 

brightening eyes, and can relieve symptoms such as headache and eye swelling pain. The 

combination of platycodon flower and chrysanthemum can not only clear heat and detoxify, 

but also relieve the discomfort of the body. 

Chinese jujube wolfberry tea is a kind of nourishing tea drink. It takes jujube and 

wolfberry as the main raw materials, jujube has the effect of tonifying the spleen and 

stomach, invigorating qi and promoting fluid, and can improve the symptoms of weakness 

of the spleen and stomach, loss of appetite and so on. However, wolfberry has the function 

of nourishing liver and kidney, benefiting smart purpose, and has a good improvement 

effect on liver and kidney Yin deficiency, blurred vision and other symptoms. The 

combination of jujube and wolfberry can not only nourish the body, but also enhance 

immunity, so that people can enjoy delicious at the same time, but also feel the fun of health. 

In addition to the above tea drinks, the Yueran Shunshi series also draws exquisite line 

drafts according to specific tea raw materials. These lines not only show the raw materials 

of each tea drink, but also perfectly combine the beauty and health wisdom of tea drink 

through delicate lines and vivid colors. (See Figure 3-16, 3-17, 3-18, 3-19) 

As a popular beverage choice at present, Joyenjoy Sweet series tea drink has won the 

favor of consumers with its unique taste and rich nutritional value. This series of tea drinks 

mainly include rose althea tea, jasmine rose Bodhi tea, chrysanthemum hawthorn tea and 

chrysanthemum lemon tea, each tea contains rich natural essence, bring people's physical 

and mental enjoyment. 

First, let's talk about rose albizzia tea. This tea drink is made with roses and alacia 

flowers as the main raw materials. Roses, with their unique aroma and mellow taste, give 

this tea a charming charm. And acacia flower with its soothing nerves, promote the magic 
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effect of sleep, for people's healthy life provides a strong guarantee. When the two are 

combined, the result is a delicious and healthy tea that will leave you with an endless taste. 

Next, let's look at jasmine rose bodhi tea. This tea blends a variety of plant materials 

such as jasmine, rose and calendula to create a unique and long-lasting aroma. Jasmine, 

with its fresh floral scent and sweet taste, adds a lot of charm to this tea. The addition of 

roses and marigolds makes this tea taste richer. This tea not only tastes great, but also 

contains a variety of nutrients to help people maintain a healthy body. 

Again, let's introduce chrysanthemum hawthorn tea. This tea drink with cool 

chrysanthemum and digestion of hawthorn as the main raw materials, the taste of sweet and 

sour, deeply loved by people. Chrysanthemum has the effect of clearing heat and 

detoxifying, brightening eyes and refreshing, and has a remarkable effect on relieving eye 

fatigue and improving sleep quality. The hawthorn with its digestion and accumulation, 

reduce blood fat characteristics, for people to bring health protection. This tea is not only 

delicious, but also a good health product. 

Finally, let's look at chrysanthemum lemon tea. With fresh chrysanthemum and vitamin 

C-rich lemon as the main ingredients, this tea tastes fresh and refreshing, and you can drink 

it in one gulp. Chrysanthemum with its elegant aroma and the effect of clearing heat and 

detoxifying, add a unique charm to this tea. Lemon, with its sweet and sour taste and rich 

nutritional value, provides a strong support for people's health. This tea is not only unique 

in taste, but also a healthy and delicious drink. 

In order to better present the charm of the sweet tea series, we have also drawn exquisite 

lines according to the specific tea raw materials. These lines with simple and clear lines and 

vivid colors, the raw materials and characteristics of each tea drink perfectly present 

people's eyes. Whether it is the interweaving of roses and lilies, or the fusion of jasmine, 

rose and calendula. Fig.3.20., 3.21., 3.22., 3.23. 

In-depth depiction, the specific style will be the integration of national tide and ancient 

style, more in line with the brand attributes.  Fig. 3.24 to 3.35 

 

 

 

3.4 Poster Design 
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Tea has an important place in many cultures, representing traditions and rituals. The 

poster design incorporates more elements related to tea culture to convey the brand's respect 

for cultural inheritance. In the poster design, elements related to tea culture are widely used 

to convey the brand's respect and respect for cultural inheritance. These elements are not 

only reflected in the color matching, pattern design and text layout of the poster, but also 

in the in-depth understanding and clever use of tea culture. Every link of the poster design 

makes full use of elements closely related to tea culture. First of all, in terms of color 

matching, the designer cleverly used natural tones such as brown color to create a fresh and 

natural atmosphere. These colors not only fit with the connotation of tea culture, but also 

arouse consumers' yearning for nature and interest in tea culture. In terms of text layout, 

from right to left, attention is paid to the collocation of font, size, layout and other aspects, 

and strive to make the text of the poster complement the elements of tea culture. They used 

a simple, generous font, making the overall style of the poster more harmonious and unified. 

With the development of The Times, consumers' aesthetic concepts and consumption 

habits are constantly changing. To keep up with the trend of The Times, timely adjust and 

optimize the poster design strategy to meet the needs and expectations of consumers. 

Through the clever use of tea culture color, pattern and text and other elements, not only 

can convey the brand's respect and respect for cultural heritage, but also attract consumers' 

attention and stimulate their desire to buy. 

 

3.4.1 Design concept 

 

The poster design mainly takes the elements in the illustration as the core, and the overall 

design style is biased towards the national style, aiming to highlight the unique attributes 

of the brand new Chinese tea drink. Through the clever use of illustration elements, the 

poster successfully combines the brand concept with traditional culture, presenting a beauty 

that is both classical and modern. 

In poster design, the choice of illustration elements is very important. This design selects 

a series of illustration elements closely related to tea culture, which not only has a strong 
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national style, but also can intuitively convey the theme of the brand's new Chinese tea 

drinking. The use of illustration elements also makes the poster more visual impact and can 

attract more people's attention. 

In addition to illustration elements, text design is also an important part of poster design. 

The poster adopts a simple and classical calligraphy font, the font lines are smooth, the 

strokes are full, and it has a national charm. Such text design can not only enhance the 

artistic sense of the poster, but also let people feel the profound heritage and unique charm 

of tea culture while enjoying the poster. 

In the poster series of Pleasant Enjoy fresh, the scene mainly focuses on the process of 

decocting tea and grinding tea. When preparing tea, the control of heat is very important. 

Tea grinding, on the other hand, is the process of finely grinding tea leaves into powder, a 

process that requires patience and meticulousness. Through the form of illustration, the 

poster vividly presents these scenes, making people seem to be able to smell the fragrance 

of tea, feel the fun of frying tea, and combine with the brand culture. In addition to the 

illustration elements, the poster also has the clear information of the series of tea drinks, so 

that people can clearly understand the single varieties and characteristics of the series. This 

not only facilitates the choice of consumers, but also further enhances the cultural heritage 

and image of the brand. The illustration elements and product information in the poster also 

make the whole picture more lively and interesting. 

The spiritual connotation of tea culture is integrated into the poster, thereby conveying 

the cultural heritage of the brand. 

In the color application of the poster, Enjoy Fresh series adopts fresh and natural tones 

to create an antique, quiet and elegant atmosphere. The color matching echoes the natural 

and harmonious concept of tea culture, making the whole poster look more comfortable 

and pleasant. The font design in the poster adopts a simple and elegant font, which is not 

only in line with the solemn sense of tea culture, but also easy for people to read and 

understand. The combination of font and illustration makes the whole poster more 

harmonious and unified visually. 

 

The Yuran Shunshi series posters mainly show the fried tea and Luo tea links in the fried 

tea method. When the tea is fried, the tea slowly boils over the fire, and the tea fragrance 
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overflows and is intoxicating. Luo cha is the process of pouring tea water into the tea cup. 

Through illustration and scene depiction, the poster allows people to deeply feel the unique 

charm and cultural connotation of the tea decocting method. In addition to the illustration 

elements, the poster also has the clear information of the series of tea drinks, so that people 

can clearly understand the single varieties and characteristics of the series. This not only 

facilitates the choice of consumers, but also further enhances the cultural heritage and 

image of the brand. The illustration elements and product information in the poster also 

make the whole picture more lively and interesting. 

The spiritual connotation of tea culture is integrated into the poster, thereby conveying 

the cultural heritage of the brand. 

In the color application of the poster, Enjoy Fresh series adopts fresh and natural tones 

to create an antique, quiet and elegant atmosphere. The color matching echoes the natural 

and harmonious concept of tea culture, making the whole poster look more comfortable 

and pleasant. The font design in the poster adopts a simple and elegant font, which is not 

only in line with the solemn sense of tea culture, but also easy for people to read and 

understand. The combination of font and illustration makes the whole poster more 

harmonious and unified visually. 

 

Enjoy Sweet series posters focus on the tea separation and drinking process in the tea 

frying method. When dividing tea, it is necessary to accurately pour the tea into each cup 

to ensure that the concentration and taste of each cup is just right. Drinking tea is the process 

of tasting tea rhyme, people can savor the sweet and sweet of tea, feel the pleasure and 

satisfaction of tea. In addition to the illustration elements, the poster also has the clear 

information of the series of tea drinks, so that people can clearly understand the single 

varieties and characteristics of the series. This not only facilitates the choice of consumers, 

but also further enhances the cultural heritage and image of the brand. The illustration 

elements and product information in the poster also make the whole picture more lively and 

interesting. 

The spiritual connotation of tea culture is integrated into the poster, thereby conveying 

the cultural heritage of the brand. 

In the color application of the poster, Enjoy Fresh series adopts fresh and natural tones 
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to create an antique, quiet and elegant atmosphere. The color matching echoes the natural 

and harmonious concept of tea culture, making the whole poster look more comfortable 

and pleasant. The font design in the poster adopts a simple and elegant font, which is not 

only in line with the solemn sense of tea culture, but also easy for people to read and 

understand. The combination of font and illustration makes the whole poster more 

harmonious and unified visually. 

 

3.4.2 Finalizing the poster 

 

The use of color in the poster undoubtedly adds a unique charm to the whole work. 

These colors cleverly integrate the elements of national style aesthetics, so that the overall 

visual effect of the poster presents an antique aesthetic feeling, like a picture through time 

and space, which is intoxicant. It forms a visual effect that is both traditional and modern. 

These colors not only have a strong national characteristics, but also make the poster more 

recognizable and attractive. 

In the drawing part of the poster, the design should use the scene elements in the 

illustration to make the poster picture rich and coordinated. The use of these scene elements 

not only makes the poster more artistic and ornamental, but also allows people to feel the 

profound connotation contained in the poster while enjoying it. In addition, the text 

information and illustration elements in the poster also complement each other, highlighting 

the theme and core ideas of the poster. The text information explains the theme and purpose 

of the poster in concise language, while the illustration elements show the content and 

atmosphere of the poster in an intuitive way. This complementary design method makes 

the poster more vivid, image, but also easier to arouse the audience's resonance and 

attention. 

 

3.5 Packaging Design 

 

Reviewing the packaging design of tea products, most of them are too traditional and 

not novel enough. Delight in Oneself Tea beverage brand mainly operates illustrations on 
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the packaging to improve the aesthetics of the packaging, make the product more attractive 

and friendly, and enhance consumers' cognition and memory of the brand. 

Indeed, the packaging design of tea products often falls prey to cliched representations 

of traditional motifs and lacks the freshness that modern consumers seek. However, Delight 

in Oneself Tea beverage brand has taken a refreshing approach, leveraging illustrations on 

its packaging to create a visually appealing and memorable brand identity. 

The illustrations chosen by the brand are not just decorative; they are carefully crafted 

to reflect the essence of the tea and its associated culture. Vivid colors, intricate patterns, 

and charming characters all contribute to the overall aesthetic appeal of the packaging. 

These illustrations not only make the product more attractive and inviting, but also add a 

layer of warmth and friendliness that helps to establish a connection with the consumer. 

Moreover, the illustrations also serve as a powerful tool for brand recognition. By 

featuring unique and memorable visual elements on the packaging, the brand ensures that 

its products stand out on the shelf and leave a lasting impression on consumers. This, in 

turn, enhances the brand's credibility and reputation, making it more likely for consumers 

to choose it over its competitors. 

In conclusion, the packaging design of Delight in Oneself Tea beverage brand represents 

a bold departure from the traditional approach to tea packaging. By leveraging illustrations 

to create a visually appealing and memorable brand identity, the brand has successfully 

differentiated itself in the market and established a strong connection with its consumers. 

 

3.5.1 Design concept 

 

The packaging of tea drinks is in the form of a side pull box, which is convenient to use, 

simplifies the steps for consumers to take tea drinks, more effectively improves the user 

experience, and can better serve consumers. The typesetting style of each packaging box 

shows the new Chinese style, which has the charm of traditional Chinese style and 

integrates the elements of modern design, making the whole packaging box more 

harmonious and unified visually. 

In the layout of this package, the new Chinese style has been fully reflected, whether it 
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is the appearance design of the packaging box, or the layout of the internal product, it 

reveals a strong Oriental charm. In addition to the uniqueness of the design style, this 

packaging box also pays attention to the treatment of details. The material selection of the 

packaging, the collocation of colors, the typesetting of the text, etc., have been carefully 

designed and considered. In the overall layout of the package, 12 small illustrations are 

mainly painted, with the name information of the single product, to better facilitate 

consumers to understand the tea drink single product. The processing of these details makes 

the whole package more visually beautiful. 

 

3.5.2 Design finalization 

 

The following is the expansion of the gift box packaging, a total of three series. Fig.3.39. 

The following is a drawing of the single product drawing box. Fig. 3.40. 

Below is an expansion of the gift bag. Fig.3.41 

 

3.6 Cultural and creative design 

 

Good derivatives design plays a crucial role in attracting consumers. The design process 

should follow the principle of rigorous, stable and rational to ensure that the final product 

can accurately meet the market demand and effectively enhance the added value of the 

original product. Derivative design should be closely integrated with the characteristics of 

the original product and the needs of the audience. You should have a deep understanding 

of the original product's style, positioning, and target audience preferences to ensure that 

the design of the derivative is compatible with it and can effectively communicate the core 

values of the original product. In this process, we need to pay attention to stability and rigor 

to avoid the design deviating from the theme or being too abrupt. Derivative design also 

needs to pay attention to the balance between practicality and aesthetics. Fig. 3.42.  

 

Conclusions to section 3 
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1. This chapter will comprehensively cover the whole process from conceptual 

conception to specific design, including logo design, IP image design, illustration design, 

poster design and other aspects. These design elements together form the complete form 

of the final product. 

2. Determine the brand logo. A logo is the most intuitive representation of a brand or 

theme, and it needs to communicate the core idea visually and quickly. In the 

conceptualization process, we dig deep into the background, characteristics and target 

audience of the subject, from which we extract the most representative elements. At the 

same time, we also draw on modern design concepts and trends to ensure that the logo is 

both unique and in keeping with the aesthetic of The Times. Logo design is mainly 

carried out with the "Yue" character as the center, combining the shape of Chinese 

window lattice with the font, and the overall tone is mainly dark red. As the brand is a 

new Chinese tea drink, the overall design of the logo should reflect the essence of 

traditional Chinese aesthetics, so that the overall logo has the heritage of traditional 

culture. 

3. Determine the IP image design. An IP image is an important representation of a 

brand or theme that can attract the attention of the target audience through vivid images 

and personalized features. In the design process, we fully consider IP image positioning, 

personality characteristics and audience preferences and other factors, and strive to create 

a lovely and distinctive image. IP image design is mainly based on China's first female tea 

master Li Ye as the prototype, the clothing design is based on the Tang Dynasty chest-

skirt, the hairdo is mainly in the Tang Dynasty. IP focuses on affinity, facial expression 

design focuses on joy, and eyes are smart, which is in line with the brand tonality of 

Delight in Oneself Tea. The Yue Kiln lotus leaf holder of the Tang Dynasty in the hand is 

in line with the dynasty of the IP image prototype, and the whole is more coordinated and 

can show brand products 

5. The illustration design is determined. The illustration can intuitively display the 

content and characteristics of the theme, and provide readers with a richer visual 

experience. Illustration design is mainly divided into two parts. The first part is based on 

the IP image as a visual image, combined with the process of decocting tea in the Tang 

Dynasty, to design different scenes of characters, so that the illustration has a coherence 
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as a whole, so that consumers can better understand and accept the tea culture of the Tang 

Dynasty, and highlight the cultural heritage of the brand. The second part is based on 

different health tea drinks with good tea drink elements, painting 12 small plant 

illustrations, so that consumers can better understand the main ingredients in the product 

list. 

 

6. Poster design is also an integral part of this chapter. Posters are an important means 

to publicize and promote the theme, which can attract people's attention through striking 

visual effects. In poster design, focus on the overall layout and visual effects, and strive to 

make the poster both attractive and easy to understand. The color selection in the poster 

design is in line with the national style. The pictures in the poster mainly use the scenes in 

the illustrations, which appear to be more coordinated as a whole, and integrate the retro 

Oriental aesthetics into the poster 

7. Confirmed the design of packaging and derivatives. The packaging of tea drinks is 

in the form of side pull box, which is convenient to use and can better serve consumers. 

The typesetting style of each gift box is full of new Chinese style, which has the charm of 

traditional Chinese style and integrates the elements of modern design, making the whole 

package more harmonious and unified visually. 
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CONCLUSIONS 

1. This is the most complete set of works in my college life, which brings together my 

learning achievements and efforts in college. From the initial course work to the final 

graduation design, each project has recorded my growing footprint. These works are not 

only the embodiment of my professional knowledge, but also the crystallization of my 

personal feelings and thoughts. 

2. In this set of works, I have deeply explored the essence of tea culture and the 

application of design concepts and innovative thinking in the field of tea culture. Tea, as a 

traditional drink of the Chinese nation, contains rich historical and cultural connotations. 

Through the in-depth study of tea culture, I try to combine it with modern design to create 

works with unique charm. 

3. In the design process, I cleverly combined the way of drinking tea in the Tang Dynasty 

with the IP image to inject unique innovative elements into the illustration design. The Tang 

Dynasty was the heyday of the development of Chinese tea culture, and the way of drinking 

tea was both ceremonious and rich in cultural connotation. I combined this traditional way 

of drinking tea with the modern popular IP image to create a series of illustrations with both 

classical charm and modern sense. 

4. I applied these illustrations in the packaging design to make the packaging more 

beautiful and attractive. Through ingenious design, I have successfully combined the 

essence of tea culture with modern aesthetics, bringing a new visual experience to 

consumers. 

5. This set of works is a comprehensive reflection of my college life, which shows my 

learning achievements in the professional field and the improvement of my personal ability. 

Through continuous exploration and practice, I have not only mastered a wealth of 

professional knowledge, but also cultivated my innovative thinking and problem-solving 

ability. These works will become a valuable asset in my future career and inspire me to 

keep moving forward and pursue higher achievements. 

6. This collection of works is the most important part of my college life, which records 

my growth and also witnesses my love and pursuit of tea culture. In the coming days, I will 

continue to work hard, constantly challenge myself, create more excellent works, and 

contribute my strength to inherit and carry forward Chinese tea culture. 
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 Appendix A 

 

                         

                         Fig.2.1.Fall into a knot 

                 

 

Fig.2.2."Ladies Wearing Flowers" hairstyle 
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Fig.2.3.Tang decoction tea method 
Appendix B 

 
Fig.3.1.Finalized logo 

 
 

 

 
Fig.3.2. Hairline draft of the horse bun      Fig.3.3. Hairline draft of "Ladies Wearing 

Flowers" 

 

Fig.3.4. Final hairdo   Figure 3-5 Final hairstyles of Ladies Wearing 

Flowers 
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 Appendix C 

   

 
Fig.3.6. Three views of IP image 

 
Fig.3.7. Illustration sketch of decocting tea in Tang Dynasty 

 
Fig.3.8.First scenario     Fig.3.9.Second scenario     Fig.3.10.The second scenario 
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Appendix D 

 

 
Fig.3.11 Legal draft of decocting tea in Tang Dynasty 

 
Fig.3.12. Line draft                                      Fig.3.13. Line draft 

 
Fig.3.14. Line draft                                      Fig.3.15. Line draft 
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Appendix E 

 

 
Fig.3.16. Line draft                                      Fig.3.17. Line draft 

 

  
Fig.3.18. Line draft                                      Fig.3.19. Line draft 

 
Fig.3.20. Line draft                                      Fig.3.21. Line draft 
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Appendix F 

 

  
Fig.3.22. Line draft                                      Fig.3.23. Line draft 

 

  
Fig.3.24. Line draft                                      Fig.3.25. Line draft 

  
Fig.3.26. Line draft                                      Fig.3.27. Line draft 
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Appendix G 

 

  
Fig.3.28. Line draft                                      Fig.3.29. Line draft 

 
Fig.3.30. Line draft                                      Fig.3.31. Line draft 

 

 

Fig.3.32. Line draft                                      Fig.3.33. Line draft 
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Appendix H 

 

 

Fig.3.34. Line draft                                      Fig.3.35. Line draft 
 

 

     

Fig.3.36. Final draft of the Enjoy Fresh series poster 
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Appendix I 

 

     

Fig.3.37. Finalization of the Yue Ran Shun series posters 

 

     

Fig.3.38. Finalization of Yue Xiang Sweet Series Poster 
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Appendix J 

 

 
Fig.3.39. Finalization of packaging layout 
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Appendix K 

 

 
 

Fig.3.40. Final draft of single product layout 
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