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Innovative Application of CMF in Tea Brand Packaging Design

WANG LI, XU Zhe-ging, LIN Zi-fang, PAN Rong
(Zhejiang A & F University, Hangzhou 311300, China)

ABSTRACT: CMF is an essential part of product design. Tea brand packaging mainly demonstrates the brand character-
istics and product features and is the most closely related part to the product. is the work aims to enhance the sentimental
demand of the users to the team brand packaging based on the design concept of CMF, so as to provide an innovative and
distinctive idea for tea brand packaging design and bring differentiated, personalized and emotional experience to con-
sumers. With Z-PINGONG as an example, the innovative ideas of CMF related to several factors in gradations of color
experiences, material requirements, and finishing in tea brand packaging were ultimately put forward through the research
on the design theory and principles of Color, Material, and Finishing (CMF) and combined with the investigation and
analysis on modern tea brand packaging. The plane beauty of tea brand packaging is optimized to let consumers feel the
humanistic feelings conveyed by packaging combined with the structural beauty of packaging, thus improving the added
value of products while giving packaging difference, aesthetics and promotional effects.
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Fig.1 Color experiences of CMF in tea brand packaging
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