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Abstract
Food companies strategically use packaging design to capture the attention of consumers and communicate 
their brand’s messages. This study analyzed two brands’ packaging design within the breakfast food 
categories of granola bars and cereal over a 10-year time period. The fronts of the packaging were analyzed 
based on four design elements—layout, colors, typography, and graphics—to describe any similarities and 
differences among the brand’s messages and visuals. The findings indicated that brands used the packaging 
design to communicate specific messages and that those messages shift over time. 

I. Introduction
This paper analyzed the food packaging of two popular breakfast food categories: granola bars and 

cereal. Within each of those categories, the researcher looked at two brands for a total of four products. For 
granola bars, the researcher examined Nature’s Path Organic Sunny Hemp granola bar and Fiber One Oats 
& Chocolate chewy bar. For cereal, she focused on Kashi GOLEAN Crunch cereal and Kellogg’s Frosted 
Mini-Wheats cereal. 

This paper described and analyzed the food packaging of the products in the breakfast food 
categories across three time periods: 10 years ago, 5 years ago and present day. To describe food-packaging 
trends through qualitative content analysis, this study examined granola bar and cereal packaging. This 
research chose these two particular food categories because granola bars and cereals are starting to 
separate in the market share for breakfast. For instance, granola bars are a part of a growing category of to-
go foods. In 2015, “the North America on-the-go breakfast products market was valued at nearly $270 million, 
which is expected to reach nearly $330 million by 2021 end” (Future Market Insights, 2017). In contrast, 
the sale of cereal has “tumbled by almost 30% over the past 15 years, and their future remains uncertain” 
(Spence, 2017, p. 3). 

As people move into adulthood, they are told breakfast is the most important meal of the day. Studies 
show that eating breakfast helps individuals keep their weight down, protects their hearts, and gives them a 
mental edge to start the day (Consumer Reports, 2015). In a world where breakfast matters, food companies 
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have to fight fiercely to reach consumers and tap into the breakfast market. A significant way in which 
companies can differentiate themselves from the competition is through food packaging. This includes the 
colors, typefaces, copy, and many other design elements to capture the consumer’s attention, persuade them 
to place the food in their cart, and finally head to the checkout line.

The purpose of this research paper was to analyze the food packaging of two granola bar brands and 
two cereal brands over three different time periods. This paper used this analysis to note patterns apparent 
in the packaging design. These trends differed over past time periods in aspects such as layout and use of 
colors, typography, and graphics on the food package. While analyzing the packaging, the researcher also 
identified what those design patterns convey to the consumers. Therefore, this content analysis of packaging 
design gives an insight into the food-packaging world and how it has evolved over a period of 10 years for 
granola bars and cereals.

II. Literature Review

Background
Food packaging is formally defined as “the container that holds, protects, preserves and identifies 

the product, also facilitating its handling, storage and commercialization” (Eldesouky, Pulido, & Mesias, 2015, 
p. 361). It was created with a functional purpose—preservation and protection of the food—yet “subsequent 
evolutions have determined the transformation of food packaging into a communication media” (Brunazzi, 
Parisi, & Pereno, 2014, p. 18). Therefore, communication has become a major function of packaging design. 
Within this communication function lies brand design and, in this sense, “packaging has become part of the 
strategies that communicate to the consumer the essence of a brand” (Velasco, Salgado-Montejo, Marmolejo-
Ramos, & Spence, 2014, p. 94). This brand design attribute also helps drive “consumer decision-making, 
because it allows consumers to draw inferences about the product, its attributes, or (in the case of foods and 
beverages) its taste” (Becker, Rompay, Schifferstein, & Galetzka, 2011, p. 17). 

It is key for food companies to create persuasive and visually aesthetic packaging designs because 
“more than 70% of consumers make their choice of daily commodities in-store, 85% purchase without having 
picked up any alternative item and 90% make a purchase after only examining the front of the packaging 
and without having the product in the hand” (Clement, 2007, p. 917-918). Therefore, food companies need 
to “employ packaging to inform, persuade, and remind consumers that their respective products are better 
than those of other brands” to benefit their company’s profitability, customer loyalty, and brand identity (Wang, 
2013, p. 807).  

Food Packaging Trends
Food-packaging design is ever evolving as the food industry and customers’ preferences for food 

change. One of the most significant trends that has taken over for the food-packaging industry in the United 
States favors ready-to-eat foods since “77% of consumers prefer this type of product instead of traditional 
foods” (Brunazzi et al., 2014, p. 90). Millennials are partially responsible for this trend. They, for example, are 
more sensitive to over-packaging and “have no great loyalty to brands, so if a product disappoints they move 
on” (Robert, 2016, p. 9). This generation of consumers “expect, and demand, good functionality, such as 
effective “reclosability” of drinks and food packaging” (Robert, 2016, p. 9). 

Millennials are also a big portion of single-person households for the U.S., which has “soared from 
13% in 1960 to 28% in 2014, and the number of family households with children has declined by 21% in 
that same period” (Robert, 2016, p. 10). Therefore, this trend in downsizing “is driving demand for smaller-
portion packets and more on-the-go, convenience-style packaging for food and drinks” (Robert, 2016, p. 10). 
Additionally, along with the trend of resealable packaging and easy-to-open/close features, food packaging 
also has explored complete transparency or minimally colored designs “to show the inner content to 
interested consumers” (Brunazzi et al., 2014, p. 19). However, “designers may propose completely coloured 
and/or printed FP [food packaging] with the aim of projecting most known and inviting attributes of packaged 
foods” (Brunazzi et al., 2014, p. 20).

Another trend is the increased desire to “diminish the environmental impacts of packaging by focusing 
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on issues such as lightweight materials, reusability and material selection” (Azzi, Battini, & Persona, 2012, p. 
442). This is important since “packaging materials constitute as much as 65% of the global solid waste” (Azzi 
et al., 2012, p. 443). Moreover, there is a focus today on health “in relation to food choice and consumption, 
a particularly interesting question related to how packaging appearance can instill perceptions related to 
healthiness, and whether these transfer to taste” (Rompay, Deterink, & Fenko, 2016, p. 84-85). This change in 
eating habits has revealed a “search for products that are healthier” (Eldesouky et al., 2015, p. 360). 

To promote this trend of health awareness, companies have developed a form of nutrition marketing. 
This idea is “front-of-package (FOP) labeling, which displays nutrients and/or objective health claims on the 
front of the package” (Bui, Kaltcheva, Patino, & Leventhal, 2013, p. 352).  This labeling has become important 
for marketers since they can communicate the healthiness of the food product and help “consumers as they 
seek to gain information regarding products when making choices” (Bui et al., 2013, p. 352).

 Lastly, with advancements in technology, the QR code emerged. This interactive tracking tool is 
best used when it is linked to “additional food facts, nutritional values, recipes, reviews, comparisons with 
competitors’ products, discounts, deals and social media sites” (Drewe, 2014). It gives consumers more tools 
to learn about the healthiness of the food product. 

Parts of Food Packaging Design
There are specific aspects to successful food-packaging design. For example, there is the visual 

communication that includes colors, images, and graphics as well as the actual “words in the package that 
explain the package brand, trademark, essential nutrients and other supporting contents” (Wu, 2015, p. 7). 
The format design, such as the layout, can help combine the visual and written cues to “follow consumer 
psychology and visual process” (p. 8). There also are different visual patterns to consider in food packaging, 
such as representational patterning, which includes a “representational graphic [that] can associate [a] 
figurative picture on the package with the real goods, which contributes to stimulate people’s appetite in 
vision” (p. 9). 

Moreover, different visuals influence consumer psychology. For example, food packaging with warm 
colors is “perceived as fruity, acidic and sweet, whereas packaging in cool and grey colours [is] seen as more 
closely related to menthol and spicy tastes” as well as “having more intense and long-lasting taste” (Rebollar, 
Lidón, Serrano, Martín, & Fernández, 2012, p. 168). Additionally, colors have an influence on consumers’ 
willingness to buy since “consumers prefer packaging in warm colours, followed by cool colours and then by 
grey colours” (p. 168). 

Consumer expectations are also influenced by the shape of the package, such as that “‘sweet’ tastes 
are better expressed by means of rounded shapes, typefaces, and names, and low-pitched sounds, whereas 
‘sour tastes’ are better conveyed by means of angular shapes, typefaces, and names, and high-pitched 
sounds” (Velasco et al., 2014, p. 88). The shape of the packaging can also be broken down into “angular 
shapes [that] tend to induce associations with traits that express energy, toughness, and strength, whereas 
rounded shapes tend to induce perceptions of approachability, friendliness, and harmony” (Becker et al., 
2011, p. 18). These results reveal that “various attributes of a product’s packaging (e.g., its typeface and 
shape) can be used to help communicate specific product attributes and prepare the consumer for a particular 
consumption experience” (Velasco et al., 2014, p. 94).

All in all, scholarly work in the food-packaging industry has revealed how the industry has shifted 
from focusing on the functional requirements to the communication function of the packaging design. These 
scholarly works also touch on several trends, such as the increase of ready-to-eat foods and transparent 
packaging. Another noteworthy trend is the consumer’s focus on healthier food options and searching for 
products that promote health awareness. A recent study acknowledged that a “natural reaction to ready-
to-eat products can be easily observed and analyzed: the defense and promotion of natural (unpackaged, 
unprocessed) foods and the attention to ‘fair trade’ products can persuade a significant portion of people to 
abandon ‘one-stop’ shopping practices” (Brunazzi et al., 2014, p. 95). These trends help define what makes 
a successful food-packaging design. Recent studies have confirmed that “packaging shape and colour 
influence the consumer’s sensory expectations” along with the typical visual cues such as graphics, colors, 
and layout (Rebollar et al., 2012, p. 162).

However, the existing literature on the packaging-design realm rarely looked at a specific food 
product, such as granola bars and how their packaging design has changed over time. This case analysis 
attempts to fill this gap by analyzing the design of two specific breakfast foods and their trends. This paper 
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contributes to the understanding of how food-packaging design has changed within the last 10-year period 
and what those design patterns may be conveying to the consumers. Lastly, the selection of two different 
brands within each of food category gives a variety of viewpoints for food-packaging design because the 
product’s design can differ depending on the brand. The study raised the following two research questions: 

RQ1: How are packages of granola bars and cereals communicating specific messages to potential 
buyers through visual and textual choices?

RQ2: How have those messages changed or not over time? 

III. Methods
This study analyzed qualitatively two brands’ food packaging in two breakfast food categories: 

granola bars and cereals. The three time points for analysis—10 years ago, 5 years ago and present day—
were chosen because they are long enough to yield key differences and similarities in the visual elements 
and the messaging of the packaging. The examination of a brand’s packaging throughout several years also 
helped explain why the brand’s messages and visual appeals have changed or stayed the same based on 
consumer and food-industry trends. To simplify, the researcher refers to the 10-years-ago design as the 2007 
design, the 5-years-ago design as the 2012 design, and the current design as the 2017 design. 

The data analyzed the images of packages of two brands of granola bars and two brands of cereal. 
For granola bars, the research concentrated on Nature’s Path Organic Sunny Hemp granola bar and Fiber 
One Oats & Chocolate chewy bar, while the cereal category looked at Kashi GOLEAN Crunch cereal and 
Kellogg’s Frosted Mini-Wheats. The food products were chosen based on a scale of healthy to unhealthy to 
have a broader viewpoint on the packaging design. For instance, Kashi GOLEAN Crunch is filled with high 
fiber and protein with Non-GMO whole ingredients, including “Kashi Seven Whole Grains And Sesame Blend 
(Whole: Hard Red Wheat, Brown Rice, Barley, Triticale, Oats, Rye, Buckwheat, Sesame Seeds)” (Kashi, 
2017a). Whereas the Kellogg’s Frosted Mini-Wheats brand lists refined sugar as its second ingredient, along 
with harmful preservatives such as BHT (Kellogg Company, 2017). 

Due to the lack of images of the entirety of the packaging for the older designs of 2007 and 2012, the 
research focused on the front of the packaging design. The researcher chose to follow the same format for 
the 2017 designs to be consistent with the analysis. As a result, only the front of the packaging was analyzed 
for each time point. The food packaging images over the years were collected from the internet. For the 
older images, the study relied on Google Images, the brand’s website, and any articles noting the product 
designs at the time. To find the current product designs, the author went to grocery stores, looked at the food-
packaging designs, and took pictures to analyze later. 

The author created a code sheet to write notes on the key visual elements of the food packing, such 
as colors, typography, graphics or images, and the layout arrangement. After completing the notes, the author 
described what messages those visuals were communicating to the consumer through packaging designs 
throughout the years and compared the messages. 

IV. Findings and Analysis
For the findings, the researcher chose to highlight the most prominent and biggest differences for 

each design element category: layout, colors, typography, and graphics. The researcher then explored 
differences among products across three time periods. The images used for analysis can be found in 
appendices: A) Granola Bars: Nature’s Path Organic Sunny Hemp Granola Bar; B) Granola Bars: Fiber One 
Oats & Chocolate Chewy Bar; C) Cereal: Kashi GOLEAN Crunch Cereal; and D) Cereal: Kellogg’s Frosted 
Mini-Wheats Cereal.
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Granola Bars: Nature’s Path Organic Sunny Hemp Granola Bar
Layout: The layout stayed consistent, especially for the 2012 and 2017 design (Refer to Appendix 

A). Both designs centered the logo and the “organic” text at the top, while the middle featured all the graphics. 
There was a picture of the granola bar to the left and, to the right, there were photos of the granola bar 
ingredients, such as hemp seeds and rolled oats. The bottom featured the main text content, such as the 
product flavor, product description, and nutrition benefits. The 2012 and 2017 designs focused more on 
graphics rather than the written text, since the latter is pushed to the bottom. This layout could be trying 
to draw consumers in by focusing more on the food ingredients to capture the consumer’s attention. For 
instance, the consumers’ eyes will first see the granola bar and its ingredients; then they will follow the design 
down to the written content to learn more about the granola bar and consider if they want to purchase it. In 
contrast, the 2007 design has the written content front and center as the main attraction for consumers. The 
granola bar was pushed behind the text and to the bottom, prioritizing the text rather than the visuals in the 
2007 packaging design. 

Colors: The color scheme stayed similar for all three designs, but it was simplified throughout the 
years. The 2007 design used a green gradient background, in addition to light green, light brown, dark brown, 
yellow, black, and white colors for other areas. The 2012 design used dark green, light greens, white, yellow, 
and a dirt brown background. The current design changes to darker bright greens similar to grass, yellow, 
white, and a sand brown background. The current design also uses a new logo full of bright and earthy colors, 
while the 2007 and 2012 logos used dark shades of green, yellow, orange, white, and black. The current 
design features more earthy tones to create a healthy vibe. For instance, green is the color of nature, thus 
it is “used to promote ‘green’ or natural products,” while yellow is associated with the sun, so it is connected 
with “cheer and springtime,” which is a perfect way to create an earthy vibe for the Nature’s Path packaging 
(Rodin, 2015). The 2017 design reflects the trend of earthy tones since the Pantone Color Institute announced 
its 2017 color of the year is greenery, which was “crafted based on the theme of nature” along with associated 
words of “refresh, revive, restore, renew, replenish, regenerate and reinvigorate” (Hua, 2016). Nature’s Path is 
capitalizing on this trend to make consumers believe that the granola bars are healthy. 

Typography: The typography made a substantial shift over the years, particularly the 2007 design 
versus the 2012 and 2017 designs. The 2007 design used a retro and chunky sans serif typeface with a 
traditional serif typeface. However, the 2012 and 2017 designs shifted to a modern sans serif typeface that 
varied in contrast to create visual hierarchy. This sans serif typeface also gives a friendly and healthy vibe 
since it is a progressive sans serif with monospacing. The logo typography also changed over the years. 
The 2007 and 2012 designs used a thin traditional serif typeface, whereas the 2017 design uses the same 
progressive sans serif it used for the written content. The 2017 design draws consumers in because it 
incorporates a simple design of one typeface that varies in weight to create a welcoming and modern feel. 
Nature’s Path’s embrace of “simplicity makes it stand out in a crowded marketplace” (Ahmad & Ahmad, 2015, 
p. 95).

Graphics: All designs used minimal graphics. The main graphics were the granola bar, USDA 
Organic seal, logo, and a background of multiple plants. However, some of these elements changed over 
the years. For instance, the logo has been simplified. The 2007 and 2012 logos included three wheat stalks 
inside each side of the green oval logo, while the current logo uses only one wheat stalk without the stem 
on each side. The 2017 design also cleans up the logo by including the text “organic” at its bottom— so the 
word doesn’t need to appear again. The 2017 logo follows the design trend of minimalism. Additionally, the 
background graphics of plants turned more elegant and artsy throughout the packaging to also emulate a 
clean vibe. 

Lastly, the biggest change over the years was the addition of the granola bar ingredients on the 2012 
and 2017 designs. These up-close images of the ingredients labeled the granola bar as a healthy choice 
because it showed real foods with no preservatives or additives. The addition of the ingredients also showed 
consumers that the company is transparent with nutrition. Therefore, the 2012 and 2017 designs capitalized 
on the “new good consumer [who] is moving towards fresher, cleaner labels and transparency is king” (Kell, 
2016). In contrast, the 2007 design’s granola bar graphic appealed to the consumer’s taste buds since it 
focused on the gooiness of the granola bar rather than its ingredients.
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Granola Bars: Fiber One Oats and Chocolate Chewy Bar
Layout: The layout stayed fairly consistent each year, particularly for the 2007 and 2012 designs 

(Refer to Appendix B). The designs kept a blue bar on the top that contained the product flavor in the right 
corner and the General Mills logo in the left corner. The 2017 design replaces this information with the Facts 
Up Front graphic in the right corner with more nutrition information, such as no artificial preservatives in the 
left corner. The layout shift could be attributed to the food industry’s push to increase healthy options and 
eliminate preservatives. Today’s informed consumers are demanding more from the foods they eat, and 
“foods with a short list of recognizable ingredients resonate strongly, so savvy manufacturers are responding 
to this trend by modifying product portfolios by simplifying food ingredient lists and creating natural and 
organic alternatives” (Nielsen, 2016). The 2017 layout responds to this trend by giving consumers what they 
want: more transparency with nutrition information.

The center shared similarities for each design. The Fiber One logo was toward the left with a granola 
bar to the right, and a fiber statement with nutrition benefits toward the center bottom; however, the written 
content decreased each year. For instance, the 2007 design featured three nutrition statements, but the 
2012 and 2017 designs used only one. This decrease may be because Fiber One decided these statements 
were not as important as the new nutrition information and the Fact Up Front graphic for the 2017 design. 
Fiber One matches the trend of being transparent with ingredients and labels itself as a healthy alternative 
for consumers. Lastly, similar to 2012 and 2017 Nature’s Path layouts, the 2017 layout also pushed the main 
written content to the bottom. The 2017 design also focuses more on graphics rather than written content to 
first capture the consumer’s attention with the food visuals. 

Typography: The typography stayed similar for the 2007 and 2012 designs; however, it shifted to a 
more friendly and flexible typography in 2017. For instance, the older logos used a transitional serif typeface 
with a plain and traditional vibe. In contrast, the 2017 logo changed to a flowing and casual brush script that 
creates a friendly feeling that fits a healthier style, thus sending a message to the consumers that Fiber One 
is a healthy choice. Each of the designs used a sans serif typeface for the main written content; however, the 
2017 design uses a more dynamic sans serif that capitalizes on simplicity. The older designs mainly changed 
the typography color and size to create contrast; however, the 2017 design changes the typeface weight and 
size to create visual hierarchy and uses only one color. This follows the minimalism trend by streamlining the 
typography contrast to “create focus on a simple framework and emphasis on the “right” content within the 
design to shift consumer’s attention to the packaging’s most important content” (Cousins, 2015). 

Colors: The 2007 and 2012 color schemes were similar but the colors were simplified each year. 
For instance, the 2007 design used light pink, dark blue, white, bright green, dark yellow, and a light yellow 
gradient background. The 2012 design incorporated dark blue, white, dark yellow, and a pale yellow 
background, while the 2017 design uses only white, a light sand background, and a light ocean blue. Fiber 
One follows Nature’s Path 2017 design by utilizing more earthy colors and fewer colors.  

The logo colors are also simplified for the current design. The 2007 and 2012 logos used dark 
chocolate brown for the word “fiber” and “chewy bars,” and a dark reddish-orange for the word “one.” The dark 
color palette mimicked fall colors, while the 2017 logo shifts to a single bright red that brings more energy 
to the packaging. This shift to simplicity and to bright red could motivate consumers to take action since red 
“brings text and images to the foreground and it is used to stimulate people to make quick decisions” (Rodin, 
2015). Fiber One uses bright blue for the written content to create balance since “the color blue is more 
cerebral and evokes a sense of responsibility, tending to encourage people to be on their best behavior, 
thereby unconsciously influencing consumers to believe the blue-packaged product is healthier (e.g., low fat) 
than products packaged in other colors (e.g., red)” (Huang & Lu, 2016, p. 212). Therefore, Fiber One seems 
to strategically incorporate blue to make sure consumers see the granola bar as healthy.

Graphics: The main graphic was the granola bar for each design; however, older designs include a 
broken bar, revealing its gooiness. The 2017 design keeps the bar in one piece. Next to the granola bar, the 
2007 and 2012 designs included chocolate shavings, but the 2017 design adds the main ingredients like oats 
and chunks of dark chocolate. Like Nature’s Path 2012 and 2017 designs, Fiber One 2017 design marks the 
granola bar as healthy since the main ingredients are shown to the consumers. 

Smaller graphics that help with this transparency are the white diamonds around the “no” for all the 
artificial flavors, and colors which is “in response to consumers’ changing preferences since in 2015 General 
Mills committed to removing artificial flavors and colors from artificial sources” (General Mills, 2016). These 
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graphics highlight the clean ingredients to attract consumers who are seeking a healthier option. Lastly, the 
graphic that holds the fiber statement has changed in shape and size. In the 2007 and 2012 designs, the 
fiber statement is in a large blue rectangle, but the 2017 design reduces its size and places it in a tiny blue 
diamond. As a result, the 2017 design focuses more on the graphics of the granola bar and its ingredients 
rather than the written content to attract consumers to look at the package. 

Cereal: Kashi GOLEAN Crunch Cereal
Layout: The layout was similar for the 2007 and 2012 designs, but the 2017 design breaks this 

mold, as shown in Appendix C. The 2007 and 2012 logos were centered at the top while the main written 
content was in the middle, and the picture of the cereal was on the bottom. The older designs focused more 
on the text rather than the image of the actual cereal since the text is centered and is the biggest element. 
However, the 2017 design moves the cereal to the top with the logo and pulls the main text to the bottom. The 
nutrition values are still in the middle, thus consumers’ eyes follow the picture of the cereal down to the hearty 
and healthy nutritional values. The 2017 design shows that “good clean food deserves good clean design” 
by keeping the layout simple with a “clean white canvas and accented with a design that is unmistakably 
contemporary – with clean lines, vivid colors and straightforward typography” (PRNewsWire, 2016). Thus, 
consumers focus on the vibrant ingredients and the clean nutrition values, and perhaps see the cereal as a 
healthy choice. 

Colors: The color scheme stayed consistent, but it was simplified each year. For instance, the 2007 
design used maroon, white, bright red, yellow, and orange. The 2012 design incorporated maroon, white, 
bright red, yellow, and adds green, while the 2017 design only uses maroon and white. Kashi follows the 
pattern of simplifying its color scheme to attract consumers with the minimalist design. Additionally, the logo 
was always green, yet the shade changes for the 2017 design. The 2007 and 2012 logos featured dark green 
and white, but the current logo only uses light green to simplify the logo and give it more energy. The green 
also gives an environmental feel, which is key because Kashi hopes consumers to associate the brand with 
nature and health since Kashi “values not just foods [they] make, but also how [they] make them by being 
progressive and mindful of sustainable and ethical farming practices” (Kashi, 2017b). 

Typography: Kashi’s typography incorporated a mix of sans serif and serif typefaces for the 2007 
design while the newer designs simplified the typography. The 2012 design used one serif and sans serif 
typeface while the 2017 design uses a thin and modern sans serif typeface, except for the logo, which 
has always been a serif typeface. The simple and modern typography goes along with Kashi’s vision of 
progressive food values since the brand is creating an “entire portfolio of Non-GMO Project Verified products 
and ever-increasing organic offering” (PRNewsWire, 2016). Kashi uses typography to highlights its roots and 
persuade consumers to choose Kashi for a nutritious and high quality cereal. The 2017 design also shakes 
up its layout, flipping the orientation of the product type text, “GoLean,” to be on a vertical plane. This shift 
in orientation can capture the consumer’s attention since it differs from the normal packaging designs of the 
cereals surrounding it. 

Graphics: The 2017 logo follows the minimalistic trend incorporating a plain bright green for the main 
text and a lighter bright green for the wheat stalk, while the old logos used a dark green box with an uneven 
border that contained the white text and wheat stalk. The wobbly wheat stalk in the older designs was shaky 
and uneven, but the 2017 design smooths it out and makes it a different color from the text to improve the 
readability and crispness. This increase in smoothness could make Kashi feel more natural and innovative to 
consumers since the logo flows more naturally. 

Moreover, the picture of the cereal changed over the years. The 2007 design featured a bowl of milk, 
blueberries, and cereal clusters jumping out of the bowl. The 2012 design removes the bowl but the cereal 
clusters were still jumping out with the milk and blueberries. The 2017 design does not have a bowl, milk, 
or blueberries, and it just includes the cereal clusters. Thus, the 2017 design focuses more on the cereal to 
showcase its high quality. Lastly, the 2017 design adds the GMO Free sticker, while the other designs lacked 
this certification to show consumers that Kashi is making strides to become more natural and healthy. 

Cereal: Kellogg’s Frosted Mini-Wheats Cereal
Layout: Frosted Mini-Wheats followed a similar layout for each time period, as shown in Appendix 

D. For instance, the Kellogg’s logo was at the top while the Frosted Mini-Wheats logo was centered in the 
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middle along with the main written content, and the bottom featured the bowl of Frosted Mini-Wheats. The 
lack of layout change showed that the logo and product information were the most important information since 
they were centered in the middle and were the biggest elements. Frosted Mini-Wheats may be attracting 
consumers with its name because it is a popular cereal that is one of the top-10 best-selling cereals in the 
United States. Then it seals the deal when the consumers look down at the Frosted Mini-Wheats name 
(Ferdman, 2015).  

Colors: The main colors were always orange, white, blue, green, and red. Like the other designs, its 
color scheme was simplified to follow the minimalism trend “by infusing bright colors with traditional neutral 
backgrounds” (McCready, 2017). The color scheme also used more vibrant colors for each design. The 2017 
design’s bright colors create a playful and fun vibe that encourages the adult consumers to think of their 
childhood, given that children “gravitate towards bright neon-like colors and more complex color combinations” 
(Reiher & Acuff, 2008, p. 185). The color scheme matched Frosted Mini-Wheats marketing, since Frosted Mini-
Wheats boasted that it feeds the consumer’s inner kid (Kellogg Company, 2016).

The logo design was also simplified for each time period. For example, the 2007 design used a dark 
blue gradient, beveled border, and a white shadow around the text. The 2012 design, in contrast, used a lighter 
solid blue, but it still had a beveled border and added a black shadow to it. The current design uses a brighter 
blue that has a subtler border with a contrasting orange outline to make it appear flatter and minimalistic. 

Typography: The logo used a display font to capture the attention of the consumer: a decorative 
wheat stalk that completed the crossbar for the “t.” The logo was also strategic in the typography size: The 
size of “mini-wheats” was considerably larger than the word “frosted” to portray the cereal as healthy by 
downplaying the sugar content. The main content for each time period used a sans serif typeface that mixed 
font weights, colors, uppercase letters and capital letters to create more contrast. The 2007 design used a 
plain and modern sans serif to create a stable and straightforward design, while the 2012 and 2017 designs 
incorporated a more friendly and clean sans serif to reveal to consumers that the cereal is kid-friendly. 

Graphics: There was always a small Frosted Mini-Wheats character, but the character differed for 
each design. The 2007 and 2017 designs included an animated Frosted Mini-Wheat character looking at the 
consumer, but the 2012 design used a non-animated mini-wheat. The animated character could draw in kids 
because “cereal box spokes-characters that make eye contact may indeed increase positive feelings towards 
the product, as well inducing choice over other products” (Musicus, Tal, & Wansink, 2015, p. 724). The non-
animated Frosted Mini-Wheat catered to both children and adult consumers by showing off the two sides of the 
biscuit: whole grains for the adults and sweet frosting for the kids. 

Like Kashi’s design, Frosted Mini-Wheats used a bowl of cereal that changed with each design. The 
2007 design had a blue bowl of milk, Frosted Mini-Wheats, and raspberries. The 2012 and 2017 designs 
included a white bowl of Frosted Mini-Wheats and milk only. Similar to the Fiber One bars, Frosted Mini-
Wheats used the Fact Up Front graphic in each of the designs to attract consumers by being transparent with 
its nutritional breakdown (Kellogg Company, 2015). 

V. Conclusion
Several conclusions for each of the categories can be reached based on the findings. For the category 

of granola bars, the Nature’s Path Organic Sunny Hemp bar and the Fiber One Oats and Chocolate Chewy 
bar shared several similarities in design and the messages they promoted because of the design strategies. 
For the layout, as the years progressed, the main written content was shifted down to the bottom while the 
focus was put more strongly on the graphics. For all the time periods, the logo usually stayed in the same 
place, either centered or at the top, since it is an easy area to spot, so consumers knew the brand of the 
product immediately.

For the typography, each of the designs moved to more sans serif typefaces and simplified them 
to create visual hierarchy with size and contrast rather than with color and different typefaces. This visual 
hierarchy allowed the product to highlight the most important written content, guiding the consumers’ eyes to 
the information the company wanted the consumer to read. Moreover, the colors shifted to more earthy tones 
as the designs progressed—such as greens for Nature’s Path and blues for Fiber One. The color schemes 
and background designs were also simplified to attract consumers with a calming and welcoming vibe, since 
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they conveyed the brand’s message, such as nature and health for Nature’s Path. Lastly, regarding graphics, 
there was always a picture of the granola bar; however, as the years went on, there was a trend of showing the 
ingredients of the granola bar. This trend allowed products to show themselves as healthy and whole nutritious 
foods, instead of fake or artificial ingredients. The logo for the newer designs also changed to look more 
friendly and minimal.  

The findings also revealed some of the main similarities for each of the cereals (Kashi GOLEAN 
Crunch and Kellogg’s Frosted Mini-Wheats). For instance, there was a basic layout of the brand’s logo at the 
top, the main written content centered in the middle, and the picture of the cereal at the bottom for each of 
the time periods. For the typography, each of the products shifted to more sans serif typefaces and used a 
mix of colors, sizes and weight to create visual hierarchy and to reflect the brand’s message. However, both 
cereal designs never used multiple typefaces to create contrast, which the granola bars did. The number 
of colors and their styles were simplified, such as with no shadows or gradients. Also, the colors for each 
product matched the feel that the brand wanted the consumer to feel, such as health and nature’s roots for 
Kashi and playfulness and kid-like feelings for Frosted Mini-Wheats. Finally, the graphics shared a picture of 
the cereal usually in a bowl with milk or fruit for older designs, but not the 2017 designs. Kashi only uses the 
cereal clusters while Frosted Mini-Wheats uses the mini-wheats in a bowl of milk. This simplification allowed 
the consumer to focus on the food and its clean and yummy ingredients. Similarly, the logos also reflected a 
simple and minimalist design: the number of colors decreased, the colors were brightened, and the typography 
was smoothed out to be more readable.

In summary, all these designs and their evolutions over time speak of the importance of packaging as 
a communication tactic. They were used as a way to convey certain brand images to the customer through 
the use of layouts, fonts, graphics and colors, as well as communicate support for a trend, for instance, a 
minimalistic approach to healthier food choices.

Key limitations of this content analysis include the difficulty of finding images for the early years, 
particularly the 2007 designs. When the researcher found an image in an article on various websites, she 
traced the time of the image based on the date stamp of the article. To ensure its validity, the researcher 
reached out to companies for pictures, but they neither respond nor pointed the researcher in helpful 
directions. They showed only annual reports or different parts of websites that did not contain pictures of 
the packaging design for those specific years. Therefore, future researchers may want to partner with these 
companies or allow for more time to work with these companies to find these old images. 

Additionally, future research could focus more on specific parts of the packaging. The researcher 
looked at four different design elements, but future research could focus on one or two things for more in-depth 
analysis. Future researchers could also pick a different food category or look at different brands within granola 
bars and cereal products to find any similarities or differences in comparison with this research paper. Lastly, 
future research could still look at the packaging design for different time periods, but also look at the food 
industry trends for each packaging design time period to examine if the trends dictate the company’s design 
elements and choices. This could present new insights into how packaging design matches food industry 
trends and messages. 
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Appendix A: Nature’s Path Sunny Hemp Granola Bar

Figure 1: Nature’s Path 2007 Design 

Figure 2: Nature’s Path 2012 Design 

Figure 3: Nature’s Path 2017 Design 
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Appendix B: Fiber One Oats & Chocolate Chewy Bar 

Figure 4: Fiber One 2007 Design 

Figure 5: Fiber One 2012 Design

Figure 6: Fiber One 2017 Design 
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Appendix C: Kashi GOLEAN Crunch Cereal

Figure 7: Kashi 2007 Design 

Figure 8: Kashi 2012 Design

Figure 9: Kashi 2017 Design 
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Appendix D: Kellogg’s Frosted Mini-Wheats Cereal 

Figure 10: Mini-Wheats 2007 Design 

Figure 11: Mini-Wheats 2012 Design  

Figure 12: Mini-Wheats 2017 Design  


