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Farmer Ted says

check out Kate Scott’s

research & progress report 
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ABSTRACT

Genetically Modified Organisms

Public awareness about genetically modified 
organisms and their presence in products 
we consume daily is limited by the lack of 
awareness and products available. 

This needs to change, so that awareness of 
genetically modified food is more common in 
the community, and to ensure products are 
readily available to avoid consumption and 
accommodate to this. 

Creating a brand which produces products 
free from any traces of genetically modified  
organisms makes possible the execution of 
awareness and education surrounding the 
issue, not only demonstrated through products, 
but through campaign material including, but 
not limited to posters (infographics), packaging 
and informative material. 

This report reflects on elements of research, 
design and, conceptual and theoretical 
developments and implementation strategies. 
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There is a recognisable lack of awareness 
existing within Australia when it comes to 
knowing what we’re consuming and how it’s 
affecting those around us, with much of the 
focus of organisations such as the Australian 
Certified Organic placing more emphasis on 
being organic without highlighting ‘genetically 
modified free’.

As stated in an SBS news article “currently, the 
only genetically modified crops produced in 
Australia are canola and cotton, but a variety of 
other GM foods can be imported and used as 
an ingredient in packaged foods. Foods where 
GM ingredients are highly refined do not need 
to be labelled as containing GM products” 
(Pazzano 2012). Although this introduces what 
is available in the Australian market today, 
across the globe foods derived from genetically 
modified microorganisms and animals are 
being introduced to the market, and it’s only a 
matter of time before these become available 
in Australia. 

As stated in the Australian Organics Market 
Report (2014) buying behaviours of Australian 
consumers have shifted towards organic, 
increasing over 15% since 2012. However, 
these consumers behaviours are not influenced 
by education and awareness surrounding 
gmos, rather consumers being unaware of the 
presence of gmos in over 70% of processed 
foods and as recognised by Steen (2016) 
“aside from being imported as raw ingredients 
and in processed foods, genetically modified 
soy, corn and sugar beet may be imported as 
stockfeed”, so you may be consuming gmo’s 
without even realising. 

Therefore, my design concept that has 
developed as my primary focus of this project 
is to create a suitable visual identity that 
is to be applied across all communication 
material including promotional/informative 
products. The intention behind the project is 
to encourage individuals to support Australian 
Farmers by purchasing products that are free 
of gmo’s in order to improve their agriculture 
and livelihoods, and keep focus on the natural 
farming industry and away from the ‘modified’.

The investigation is based on Melissa Davis 
‘The Fundamentals of Branding’ and Ambrose 
& Harris ‘The Fundamentals of Graphic Design’, 
which explore how illustration can be used as 
a source of visual communication to identify 
how branding and design systems enable 
consistent, logical and functional solutions to 
problems using design.

The target audience of this project consists 
mainly of the general public, in particular 
families and consumers who “are wanting 
to be educated about it and make informed 
choices” (Alsever 2010). The project will result 
in the development of an illustrative campaign 
that accompanies a typographic branding 
system, intended to be used across all relevant 
collateral. Three concepts for the branding of a 
gmo free company will be developed, with one 
concept further developing.

INTRODUCTION  
& CONCEPT
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Informing the theoretical and conceptual 
development of this project is Melissa Davis 
‘The Fundamentals of Branding’, Gavin 
Ambrose & Paul Harris’ ‘The Fundamentals of 
Graphic Design’ and Ethical Nutrients ‘Inner 
Health Plus’. 

PRIMARY
REFERENCES
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2.1 The Fundamentals of Branding

In her book ‘The Fundamentals of Branding’ 
(2009) Davis addresses how the importance 
of brands and how they have shifted from 
“being simply about ‘identity’ creation - that 
is, designing a logo, name and ‘look and feel’ 
for the brand - to a period of attempting to 
emotionally connect with audiences” (Davis 
2009, p.20). It engages with aspects of 
shifting social trends in order to maintain in 
tune with a specific audience - for example 
in society today engaging with aspects of 
technology such as social media enhances 
the relationship between a brand and their 
audience. Davis highlights the importance of 
brands needing to “demonstrate their ability to 
deliver in addition to emphasising their values” 
she recognises areas of brands responding 
to environmental and social causes, or great 
design as differentiating a brand and therefore 
it having a higher appeal to consumers.

This means that in order to create a successful 
brand for genetically modified free products (in 
particular meats) I must focus on responding 
to social trends and be able to connect 
emotionally with my target audience in order 
to differentiate myself from any pre-existing 
brands in the market. I must also consider the 
progression of the brand and how the illustrative 
element may be used/changed/adapted to the 
development of project in the future.
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2.2 The Fundamentals of Graphic 
Design

In the ‘Fundamentals of Graphic Design’ 
(2009), Ambrose & Harris the concepts of social 
responsibility, and wit and humour are brought 
to the surface. In terms of social responsibility 
they highlight the important role that a 
designer plays in “creating the visual fabric of 
the world around us and are instrumental in 
producing the cultural tapestry that binds us 
together as a society” (Ambrose & Harris 2009, 
p.56). Therefore, it is our role as individuals to 
consciously and unconsciously influence the 
moral behaviour of others.

This has influenced how I intend to encourage 
clients to shop gmo free, and support Australian 
Farming - and therefore to maintain Australian 
produced products and overall increase jobs, 
and support the livelihoods and agriculture of 
Australian Farmers. 

Ambrose and Harris also state that “design can 
take itself too seriously and come across as 
self-referential, formal and overbearing” (2009, 
p.86). After reading this I decided to reflect on 
how I could incorporate elements to make it 
appeal more fun, and family orientated. This 
is where the play on words of ‘hay’ and ‘hey’ 
came in. Ambrose and Harris define this as a 
“phrase that intentionally exploits the similarity 
between words that sound similar, or different 
meanings of the same word, as a type of word 
play” (2009, p.87). I think this enhances the 
overall brand message as a representation of 
Australian Farm life, whilst also acting as a call 
to action for consumers.

 
A visual reference was also present in the 
‘Fundamentals of Graphic Design’, which 
was the illustrative, graphic monsters haircare 
range by Turner Duckworth. The monsters 
make a ‘tongue in cheek’ reference to the ‘little 
monsters’ that will used them, and are also 
used to hint each fragrance of the three-in-one 
shampoo, conditioner and body wash, in order 
to make it visually appealing for children, and 
allow parents to connect with the brand name.

This inspired my design and conceptual 
thinking about how one character could be 
incorporated across different products in order 
to effectively communicate what the brand was 
all about, and what they were trying to achieve. 
It contributed to the final product as a farmer 
that translates in different animal suits across 
different product packaging for meat.

Figure 1



9

2.3 Inner Health Plus

As research for the visual appeal and formation, 
how to undertake an illustrative character 
approach, I looked into Ethical Nutrients, Inner 
Health Plus and their little blue man design 
solution. This has been implemented across 
a range of probiotics as a message about the 
health of individuals. With the brand’s values 
committing to provide a vibrant, educational 
point of sale, design is aimed to catch the eye 
of customers and encourage them to interact 
with and learn more about the products in 
relation to their health (World Health Limited 
2015).

Through the use of television advertisements, 
the animated blue characters in a ‘bacterial’ 
shape aim to communicate a message to the 
target audience of adults as prime purchasers, 
and therefore is commonly shown on 
breakfast and primetime television. The happy 
expressions of the round, bacterial, bug-like 
character is used as a positive connotation 
towards excellent health, and it’s illustrative 
form is associated with the use of probiotics 
and their ability to positively balance beneficial 
bacteria with pathogenic or “bad” bacteria. 
The blue character acts as a teacher, parent 
or form of guidance that questions consumers 
about their behaviour and reminds them about 
the importance of maintaining good health.

It works along the catch phrase “have you had 
your inner health plus today?” and represents 
how dynamic a character can be, and how 
it can be applied to different communication 
materials. For example; fridges, in doctors  
surgeries, chemists, shop windows, informative 
collateral such as brochures, and promotional 
materials such as drink bottles. 

This example encourages a thought provoking 
illustrative character used to represent the 
message of the brand, and to tie in with their 
values. It recognises how important it is to 
educate consumers and question them about 
their choices. The application of the character 
to different materials shows how easily it is 
recognised by consumers, and therefore gives 
a visual identity that differentiates from the 
typography of the brand and enhances the 
overall aesthetic nature.

This inspired my design and conceptual 
thinking about how one character could be 
incorporated across different products in order 
to effectively communicate what the brand was 
all about, and what they were trying to achieve. 
It contributed to the final product as a farmer 
that translates in different animal suits across 
different product packaging for meat.
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Figure 2 Figure 3

Figure 4 Figure 5
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3.1 Define

Foods are commonly derived from genetically 
modified ingredients, and are very rarely 
labelled. Therefore, my aim was to create a 
brand that is free from any genetically modified 
organisms, or traces of them, and to then 
create a visual identity that represents this. I 
aimed to do this by bringing different aspects 
of the brand (I was yet to name), under one 
overall umbrella design.

I set myself a brief of creating a strong brand 
identity, with a name to reflect the purpose 
and value. This would then need to be paired 
with visual characteristics, and would require a 
unique idea at its core to help the brand stand 
out from its competitors.

DESIGN
PROCESS
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3.2 Research

I undertook research to find out what it was that 
was going to make this particular brand different 
from the other organic food companies. This 
research included viewing government, news 
and scientific web-based articles, keeping 
Australian Farmers in mind to ensure, and get 
a feel for what the values and vision of the 
brand should be. An audit of competitors was 
undertaken to better understand the visual 
world of branding and their application to food 
and drink packaging. The research showed the 
application of brand values, and felt that the 
upcoming ‘gmo free’ brand needed the ability 
to balance the needs of current consumers, 
whilst keeping in mind the development for 
future consumers, as a strong asset. A web-
based, and visits to local stores, to search for 
imagery and icons to represent the concepts 
of Australia and it’s natural abilities was also 
carried out to help generate ideas for the visual 
stimulus for the identity.

Figure 6
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3.3 Ideate

The initial ideas of my design had the central 
concept of Australian Farmers and the impact 
science has on them. I wanted to create a 
visual identity that could be used as a logo or 
applied across all necessary collateral. Initial 
sketches looked to create an illustrative farmer 
to represent the core idea of helping to support 
Australian Farmers, which could be used to 
create larger graphics or expressions across 
printed materials to support the logo and brand 
concept. The initial ideas that went forward all 
carried a strong sense of this and appeared 
flat and bold which helped reflect the different 
elements and areas of the brand, and created 
a sense of visual identity.

Figures 7, 8 & 9
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3.4 Select

Three different design concepts were advanced 
to the select stage. The first was ‘Frank’ the 
character pictogram supported by typographic 
elements to represent the Australian Farmer 
‘Frank” as being open, honest and direct. The 
second was the ‘hay you’ typographic concept 
which was a play on words on hay found on 
farms, and hey acting as a call to action. It 
was a simplistic approach to be supported by 
illustrative elements. The third was the ‘Meat’ 
stamp and photography concepted, which 
used an illustrative handshake to represent 
farmers and consumers meeting and coming 
together to support Australian produce, and 
introduced photography as a representation of 
‘raw’ and ‘natural’. These ideas were presented 
in the interim presentation on screen to facilitate 
discussion and feedback of each option.

AUSTRALIAN BEEF
FILLET STEAK

$6.50
19 SEP

320g

Figure 10
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LISA
DIDN’T 
KNOW
WHERE IT 
CAME FROM

SHOP RESPONSIBLY, 
SHOP GMO FREE.

can help

by showing your support for Australian 
farmers this October by saying

#gmNO

for more information visit www.hayyou.com.au/gmNO

Figure 12Figure 11
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3.5 Prototype

The chosen design of ‘hay you’ was refined 
using different treatments of typographic and 
illustrative elements, alongside principle of 
design include proportion, alignment and the 
use of colour. This reflects the relationship 
between addressing the concept of natural, 
while steering clear of anything that could 
be perceived as unnatural or modified. The 
illustrative character forms give the brand a 
personality and overall cheerful vibe, which 
tells a story surrounding gmo free products 
and their influence on Australian agriculture. 

The unique brand identity is established through 
the crossing of the two Y’s to create a visual 
aesthetic with reference to country windmills 
commonly found on Australian Farmland. The 
typographic identity is then complimented 
by the intricate and powerful illustrative 
character of Farmer Ted, this provides a strong 
and balanced relationship between the two 
elements. The uppercase letter and typeface 
contributes to the overall professional, yet  
fun appearance.

Figure 13
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by showing your support for Australian 
farmers this October by saying

#gmNO

CHICKEN BREAST FILLETS

weight/kg
price/kg

total price

0.608kg
$14.99/kg
$9.11

BEEF EYE FILLET

weight/kg
price/kg

total price

0.608kg
$24.99/kg
$15.19

LAMB STIR FRY

weight/kg
price/kg

total price

0.608kg
$34.99/kg
$21.27

of processed items on 
supermarket shelves are  
estimated to contain genetically 
modified ingredients.

since the 1900s scientists have 
been altering organisms using 
methods of genetic engineering.

GMO foods don’t typically 
contain organisms, they’re 
derived from organisms that 
have been genetically modified.

The five most prevalent genetically modified crops are canola, soy, cotton, 
sugar and corn, but it doesn’t stop there traces of genetically modified 
ingredients are commonly found in animal feed. 

Individuals are commonly 
concerned with animal  
welfare, health risks and 
cross contamination.

of Australians believe there
is plenty of evidence emerging 
that GMO foods are harmful 
to humans.

of Australians believe there
is plenty of evidence emerging 
that GMO foods are harmful 
to humans.

 
Figure 14



18

whole beef steaks

weight/kg

0.608kg
price/kg

$24.99
total price

$15.19

storage instructions
keep refridgerate at 1-4°C.

product of Australia

packed by hay you.

best before 25.10.16

100% Australian - no nasties, no drama.

At ‘hay you’, every product is sourced from 
Australian farms as we are dedicated to 
upholding high standards of sustainable and 
organic farming whilst supporting the 
livelihood of Australian farmers.

We work to ensure animal welfare is 
maintained, and that there is no risk of health 
or cross contamination by ensuring our 
products are locally sourced and do not 
contain any traces of genetically modified 
organisms - including animal feed, which is at 
the heart of our philosophy. 

Therefore, you can enjoy the rich flavour and 
texture of all natural, gmo free meat.

For more information visit us at:
http://www.hayyou.com.au
or free call
1800 hay you (429 968).

can help

by showing your support for Australian 
farmers this October by saying

#gmNO

for more information visit www.hayyou.com.au/gmNO

did you know
the advancement of gmo’s in Australia 
not only has scientists scratching their 
heads, but farmers worried about the 

future of agriculture and 
their livelihoods?

1990’s

of processed items on supermarket 
shelves are estimated to contain
genetically modified ingredients.

scientists have been altering organisms
using methods of genetic engineering.
Although it is a common and essential
practice in biotechnology, its specific use
in crops has created controversy with 
the Australian farming industry, and the
Australian public.

but why?

GMO foods typically don’t contain organisms, they’re derived
from organisms that have been genetically modified.

For example if you eat a genetically modified corn, you’re
eating the once living cells of a genetically modified
organism. But if you eat a brownie baked with corn
syrup extracted from a genetically modified corn,
you’re only eating the syrup not the organism.

foods where genetically modified 
ingredients are highly refined 
do not required to be labelled as
containing GM products..

which means...

look for the Australian
Certified Organic seal

for more information visit us at
www.hayyou.com.au

there are...

five
most prevalant genetically 

modified crops

of Australians believe 
there is plenty of evidence 
emerging that GMO foods 
are harmful to humans

but it doesn’t stop there traces 
of genetically modified ingredients 
are commonly found in

it’s up to us to make a change and do our 
part to help Australian farmers. Here’s a list 
of what you can do to contribute. 

support local Australian
farmers and products

help spread the word

say no to gmo#gmNO

cottoncanola soycorn sugar

did you know
the advancement of gmo’s in Australia 
not only has scientists scratching their 
heads, but farmers worried about the 

future of agriculture and 
their livelihoods?

1990’s

of processed items on supermarket 
shelves are estimated to contain
genetically modified ingredients.

scientists have been altering organisms
using methods of genetic engineering.
Although it is a common and essential
practice in biotechnology, its specific use
in crops has created controversy with 
the Australian farming industry, and the
Australian public.

but why?

GMO foods typically don’t contain organisms, they’re derived
from organisms that have been genetically modified.

For example if you eat a genetically modified corn, you’re
eating the once living cells of a genetically modified
organism. But if you eat a brownie baked with corn
syrup extracted from a genetically modified corn,
you’re only eating the syrup not the organism.

foods where genetically modified 
ingredients are highly refined 
do not required to be labelled as
containing GM products..

which means...

look for the Australian
Certified Organic seal

for more information visit us at
www.hayyou.com.au

there are...

five
most prevalant genetically 

modified crops

of Australians believe 
there is plenty of evidence 
emerging that GMO foods 
are harmful to humans

but it doesn’t stop there traces 
of genetically modified ingredients 
are commonly found in

it’s up to us to make a change and do our 
part to help Australian farmers. Here’s a list 
of what you can do to contribute. 

support local Australian
farmers and products

help spread the word

say no to gmo#gmNO

cottoncanola soycorn sugar

 
Figure 15



19

Merging the two prototype  
concepts together

by showing your support for Australian 
farmers this October by saying

#gmNO

Figure 16
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3.6 Implement

The final design solution was rolled out across 
the hay you brand. This included all print 
materials, such as DL flyers,campaign posters, 
infographics, food packaging and wraps, 
stickers and a brand book, as well as online 
social media campaigns. 
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Farmer Ted says
here at HAY YOU, our ambition is to support the 
agriculture and livelihoods of Australian Farmers. 
Our purpose is to provide meat products made 
with ingredients free from any traces of 
genetically modified organisms and do all we 
can to deliver products that are superior. 

He reflects on how we have learnt to keep it 
simple, trust out insights and value our 
community, and most importantly he 
encourages you to come and join us as we
“shop responsibly, shop gmo free”

Farmer Ted defines
genetically modified organisms as plants or 
animals whose genetic makeup has been 
scientically modified for desired traits.

Follow Farmer Ted’s journey
on Facebook at 
http://www.facebook.com/hayyougmno
and don’t forget to have your input 
and say #gmNO

the most prevalent gmo 
crops are canola, soy, 
cotton, sugar and corn 
although gmo ingredients 
are commonly found in 
animal feed.

gmo foods don’t typically 
contain organisms,
they’re derived from 
organisms that have been
genetically modified.

individuals are commonly 
concerned with animal 
welfare, health risks and 
cross contamination.

of Australians believe there 
is plenty of evidence 
emerging that gmo foods 
are harmful to humans.

Farmer Ted defines 
a gmo as a plant or animal 
whose genetic makeup has 
been scientifically modified for
desired traits.

Farmer Ted defines 
a gmo as a plant or animal 
whose genetic makeup has 
been scientifically modified for
desired traits.

Farmer Ted says
it’s up to us to make a change
and do our part to help Australian 
Farmers by shopping gmo free.

since the 1900s scientists 
have been altering 
organisms using methods 
of genetic engineering.

of processed items on 
supermarket shelves 
are estimated to 
contain genetically 
modified ingredients.

Figure 17 Figure 18
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by showing your support for 

Farmer Ted and Australian Farmers 

this October by saying

Join me in supporting Australian Farmers, and 
the future of their agriculture and livelihoods by 

shopping responsibly and saying no to gmo.

Figure 19

Figure 20 Figure 21
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lamb stir fry

weight/kg
price/kg

total price

0.608kg
$19.99/kg
$12.15

we’re gmo free

chicken breast fillets

weight/kg
price/kg

total price

0.608kg
$14.99/kg
$9.11

we’re gmo free we’re gmo free

beef eye fillet

weight/kg
price/kg

total price

0.608kg
$24.99/kg
$15.19

Figure 22

Figure 25

Figure 24Figure 23
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4.1 Design Process Application

In undertaking this project I followed the 7 stage 
design process proposed by Ambrose & Harris 
(2010). By applying this, it really helped to 
develop a creative, yet controlled and directed 
project and therefore, resulted in a practical 
solution to my design problem. It allowed me 
to ensure I didn’t miss any critical stages of 
the design process, and allowed me to work 
quickly and efficiently towards an appropriate  
and cohesive solution. 

By adapting this to the development of 
my project it has allowed me to follow and 
create a  distinct and productive process that 
utilised the generation of multiple solutions 
and techniques, and encouraged me to think 
outside of the box. Through the implementation 
of the 7 stages, I have successfully been able 
to communicate my concepts and ideas, 
which has enhanced the overall visual and 
theoretical elements of my project. I intend to 
apply this to all future projects as a scaffold to 
develop multiple solutions to meet any design 
outcomes required by the client.

 

SIGNIFICANT  
OUTCOMES
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4.2 Communicative Illustration

Until this project I was never really confident in 
aspects of illustration, and didn’t quite grasp 
how this can be used as part of a brand’s 
identity. As Evans & Thomas (2004, p.161) 
recognise illustration as helping “an audience 
visualize something that can’t be seen or 
better understand something that’s complex”. 
Illustration encompasses a broad spectrum 
of techniques and styles. However, in this 
instance I have incorporated a character as a 
‘mascot’ of a brand. 

Before this project I’d never realised how much 
impact this can have on an audience, such as 
through the blue bacteria circle on the Inner 
Health Plus advertisement, the character on 
Nudie Juice, or even the cow on Yoplait Yogurt. 
They are all used to successfully communicate 
the values of the brand and what their products 
are all about. 
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4.3 Importance of The Select Stage 

In the Ambrose & Harris (2010) design process, 
the select stage is defined as “making choice” 
(p. 24). It is the point where one of the proprosed  
design solutions is chosen for development.
Until undertaking this project, I never really 
understood why we needed to develop three 
concepts, but it has become clear. 

Developing three concepts has enabled me 
to decide which design meets the needs and 
goals of the design concept and brief, and 
whether or not it will effectively communicate 
with the target audience in order to achieve 
this. It involves making choices about 
typeface, colours and positionals to give an 
approximation of what the final design intends 
to incorporate. 

By developing three concepts and taking them 
through to the selection stage, I have a clear 
idea of what solutions resonate with the brief, 
with implementation indicating which aspects 
worked better than others.
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In the environment of a design studio, the 
range of clients and the design problems they 
have can be vast. By exploring the application 
of illustration and typography in graphic design 
in order to meet specific requirements that 
successfully communicate design solutions is 
an important area of required experience and 
knowledge. By demonstrating my skill set in 
areas of typography and branding, and their 
application across a variety of communication 
materials, I intend to demonstrate my extensive 
levels of thinking, and the integration this has 
with current trends that are present in society 
at any given time. 

By proving that I have the ability to deliver 
a design solution that digs deep into each 
element of the project I intend to identify the 
choices I make behind each element, including 
typeface, colour and illustration, in order to 
connect to the values, history and purpose 
of the brand. This would influence my career 
path, and place me in a position where I can 
integrate both advertising and marketing with 
design, using elements of graphic design and 
methods of thinking to engage and influence 
how individuals respond to specific issues 
such as gmo free.

CAREER 
RELEVANCE
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Overall, the aim to create a brand that promotes 
gmo free products and educates consumers 
about genetically modified organisms has 
been successfully executed in the form of; a 
DL flyer, packaging wraps and stickers, social 
media/campaigns, an infographic and a brand 
book. The extensive research across a range 
of visual and theoretical sources, have led to 
an overall well thought out and aesthetically 
pleasing project. 

Through a combination of a wide range of 
visual and theoretical research, the project 
has resulted in a cohesive yet fun brand that 
maintains it’s promise to support the livelihoods 
and agriculture of Australian Farmers. 

CONCLUSION
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