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Abstract

Traditional Chinese medicine culture is an important part of China’s traditional culture, in today’s
social pressure so much, the public’s health needs to be paid attention to, although the concept of
“medicine and food homology” is well known to the masses, but in the specific operation process,
there are still certain misunderstandings, this design practice hopes to bring a new form to the de-
velopment of traditional Chinese medicine, and solve the misunderstanding of the public in the ed-
ible medicinal diet, to create a scientific medicine and dietary products. Through a large number of
data analysis, questionnaire surveys and other forms, through the analysis of audience groups, and
the reference and integration of traditional Chinese medicine design, this paper develops a new
Chinese dietary brand, which not only has communication significance for traditional Chinese
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medicine culture, but also provides more products that can be realized for the concept of “medicine
and food homology”.
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Figure 1. Chinese herbal medicines
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Table 1. Classification and characteristics of traditional Chinese medicine
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Figure 3. Medicine Jar the tomb of the Nanyue King of the Western Han Dynasty was unearthed
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Figure 4. “Shang Yaoji” inscription box
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Figure 5. Packaging design of traditional Chinese medicine decoction pieces
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Figure 6. Ninety-nine-nine cold spirit
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Figure 7. The size of the nutraceutical market
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Figure 8. Investigator age
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Figure 9. Investigator income
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Figure 10. The frequency of consumption of medicinal diet was investigated
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Figure 11. Whether the investigator will consume medicinal diets
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Figure 12. The type of medicinal diet selected by the investigators
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Figure 13. Factors for the investigator’s choice of medicinal diet
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Figure 14. The final version of the “Peony Food” logo
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Figure 15. “Peony Food” poster design
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Figure 17. “Peony food” memory extension application
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