
SIMPLY
COMPLEX
REPORT



VCD Research Project 2015
222.454

Katrina Berry
12053258
katrinaberrydesign.wordpress.com



SIMPLY
COMPLEX
REPORT





01

Introduction  
and Background

What happened to all the lovely 
raw, whole produce we used to 
consume on a daily basis?  

The consumption of sugar around 
the world has increased 46%  
in the past 30 years and much of 
that sugar has been added to 
packaged products. What is 
more startling is that it is many 
of the foods that are perceived 
as ‘healthy’. Manufactures now 
add free sugars into about 74% of 
packaged foods sold in supermarket 
stores today. We, as consumers, 
need to understand that sugars that 
are naturally occurring in fruits, 
vegetables and dairy are okay  
but added sugars are what we need 
to be aware of (Gameau, 2015).

This project aims to raise sugar 
awareness. The primary target 
audience I have identified are 
young adults in New Zealand
who are interested in learning  
more about nutrition but are 
confused by the vast amount of 
information all ready available. 
They need to be made aware of 
how much sugar is hiding within 
perceived ‘healthy’ products  
to help and empowering them  
to make better choices within  
the supermarket. 
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This project uses a 
number of tools called 
‘Simply Complex’ to 
educate consumers 
and raise awareness 
about hidden sugars in 
perceived healthy foods 
in order to guide and 
inspire them to choose 
healthier, balanced 
products.
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This  
Projects Aim

The ‘Simply Complex’ project 
aims to use design processes 
and outcomes to help make the 
consuming public aware of the 
hidden sugars. 

My task is to investigate, 
conceptualise, design and test 
proposed tools that give the 
consumer the power to choose 
better products and the knowledge 
to understand how much hidden 
sugar there is in perceived 
‘healthy’ products.

Simply Complex aims to inspire, 
educate, support and celebrate 
people in living healthier, happier, 
balanced lives, through creating 
awareness of hidden sugars  
and suggesting alternatives. It also 
strives to bring real health and 
liveliness to its target audience 
through reducing the intake of 
added sugar in the consumers diets 
and to provide the consumer with 

great food alternatives to keep 
them inspired and motivated to 
stay on the right track. Ultimately, 
it intends to improve the health 
of New Zealanders by educating 
and prompting them to reduce 
their sugar intake and realise the 
importance of real, whole foods 

– food that has been processed or 
refined as little as possible. 

The first milestone I intend to 
overcome will be to change the 
attitudes of the consumer regarding 
sugar in processed foods, and 
then in the future hopefully this 
will lead to the bigger milestone 
of changing New Zealanders 
consumption behaviours. 
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Design Strategy 
and Format 

This project draws upon 
theories from the emergent field 
of design anthropology, where 
design practice attempts to 
make connections between past, 
present, and future (Gunn, Otto, 
& Smith, 2013). I also draw upon 
persuasive design strategies, 
which inform attitudes towards 
shaping behaviours, as this may 
orient consumers emotionally 
towards brands and encourage 
people to engage their rational 
sensibilities and make better 
product choices (Griling, 2012). 

Through developing awareness 
for this social issue, I have 
established the main tensions of 
knowledge, time and cost. I have 
created a journey map which 
looks into the before, during and 
after stages of the supermarket 
shopping experience and how 
the touch points could interact 
together. From this I established 
the shared needs of educate, inspire, 
connect, empower and sustain me. 
Therefore, I have designed a book, 
app and a website which made  
the consuming public aware of the 
hidden sugars in perceived  
‘healthy’ food.

Before  
– Educate and inspire me

As a result a print publication will 
be produced that simply educates 
and informs the consumer of the 
complexity of sugar in a simple 
way. As a result, the consumer will 
be given the power of knowledge 
before they embark on the 
shopping experience. 

During  
– Connect and empower me

A digital tool will be developed  
in the form of an app which  
helps the consumer to make 
quick and informed decisions 
based on the amount of sugar 
in the products. The consumers 
are provided with healthier 
alternatives within the same 
product range. This educates the 
consumers who are part of the 
digital generation and therefore 
will provide the appropriate form 
of communication.
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After  
– Connect, empower and sustain me

The last digital platform is a website 
that consumers can go to after the 
shopping experience to help them 
connect with key information 
about sugar and to sustain the 
transition they are embarking 
on. One of the components will 
include an online blog which aims 
to provide healthier, more balanced 
alternatives to commonly perceived 
‘healthy’ products and provides the 
consumers with more knowledge 
regarding sugar. Therefore keeping 
them up to date with the most 
current research. This would be 
run by Simply Complex and in the 
future would be partnered with a 
local nutritionist and Ministry of 
Health to help promote and curate 
the information that is provided to 
the target audience. 

Social media would be active in  
the future to help sustain and 
celebrate this change through 
keeping the audience inspired 
by providing the consumers 
with challenges, give-aways, and 
motivational tips.  

Shared Needs

Educate Me
Inspire Me
Connect Me
Empower Me
Sustain Me
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Design 
Approach

To show this, the tone of voice will 
be a key design element used to 
communicate this complex issue. 
Sugar is an incredibly complex 
topic and a lot of consumers do 
not realise how big the issue is. 
This is why I took the approach 
of not telling the audience that 
sugar is universally ‘bad’ as there 
are different types of sugar, some 
of which we need in our diets. Its 
intension is to educate the audience 
so they can be empowered to make 
their own intelligent choices. 

The main visual precedent has 
been developed off the ‘Ikea 
Cookbook.’ As this visually shows 
ingredients laid out to represent 
the recipe and ‘That Sugar Book’ 
which is also about educating 
consumers about sugar.

As a result, the visual manner has 
developed of knolling photography. 
Knolling is the process of arranging 
related objects in parallel or  
90 degree angles as a method of 
organisation. As this is a very 
‘real’ social issue, I wanted to use 
real food to make it realistic to 
the target audience. Through 
the semiotic understanding 
of colours I have made the 
connection of lime green to 
processed foods. This colour 
signifies acidity and the bitterness 
that comes with not knowing 
what is inside our products. The 
handwritten elements bring in 
a personal tone, as I wanted this 
topic to be approachable and not 
confrontational as most New 
Zealanders do not want to be 
told how much sugar they are 
consuming; therefore it has to be 
visually appealing to the eye to 
persuade the audience. 
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The print publication has three 
options relating to time spent 
reading. A 30-second read which 
focuses on all the pull out quotes 
and important information, a 
2-minute read where I have used 
photography to visualise complex 
information, and a five-minute 
read which consists of the body 
copy and details within the 
publication. This publication will 
be displayed in places that  
have positive influences on people’s  
lives and who are interested  
in facilitating healthy eating and 
changing habits – gyms, 
nutritionists, consultancies and 
cafés with a nutritional focus.

The smart-phone app will allow 
you to scan the barcodes from 
packaged foods at the supermarket 
or at home using the camera on 
your phone. This will help the 
audience to facilitate a positive and 
empowering experience  
by providing them with the option 
to scan processed products and find 
out how many teaspoons/grams  
of sugar there are per serving 
and per 100grams. The Simply 
Complex app instantly provides the 
consumers with simple and easy to 
understand nutritional information 
using a simple traffic light colour 
coded system. Through user 
testing I have developed the app 
so it is easier to work out what the 
healthiest alternative is. The app 
also takes into consideration fat, 
saturated  
fat, energy and salt. Based on this 
you are provided with a range of 
healthier alternatives within the 
same product range. 

The nutritional information is 
taken from the National Institute 
for Health Innovation at the 
University of Auckland where a 
database has been developed which 
will power the app that collects 
information from the nutritional 
panels from packaged foods in  
New Zealand. 

Simply Complex identifies 
healthier choices by comparing 
the overall nutritional value of 
foods based on Food Standards 
Australia New Zealand (FSANZ) 
nutrient profiling criteria. The 
overall rating takes into account a 
range of different factors important 
to general health including 
sugar, fat, salt, fibre, calcium 
and protein levels. The database 
that powers Simply Complex is 
updated regularly by NIHI team of 
researchers along with the help of 
users, as the users will be asked to 
take photos of products if they are 
not currently available on  
the database.

The Simply Complex website 
becomes the hub of information 
regarding sugar, providing the 
audience with up to date 
information and data on hidden 
sugar and will keep providing  
new alternatives every week 
through the blog. The website also 
has a lot of photography to aid in 
explaining the complex issues and  
goes more in depth regarding ways 
to help quit sugar, a taxonomy 
of sugar terms and suggests ways 
to start eating healthier, whole 
foods. The typography also plays 
an important part as it highlights 
the key information the user needs 
to understand. The visual system 
works across all three platforms to 
provide a coherent aesthetic.
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6

Touch Point One  
Print publication
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Touch Point Three  
Website
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The Main
Challenges

One of the main challenges of this 
project was to overcome was trying 
to display the complex information 
in a simple and clear form so 
the audience can understand it, 
as it took me many months to 
understand the complexity of sugar 
myself. Another challenge was this 
project is to change the attitude 
of the consumer, and then in the 
future change their behaviours. 
Changing the users attitude will be 
achieved by raising awareness and 
increasing knowledge around the 
topic. When the consumers  
can understand this social issue  
they would be more likely to 
change their perceptions of products 
and in the long run, change  
their buying, eating, cooking and  
dietary behaviours.
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Summary

To conclude; this project advocates 
the creation of an awareness 
of hidden sugars in perceived 
healthy foods in New Zealand and 
provides a range of platforms that 
young adults can use and navigate 
to help assist them in making 
healthier food choices. Through 
understanding where hidden sugars 
are lurking in food, young adults  
in New Zealand will have the 
power to change their attitude 
towards food and create a positive 
change in their lives.
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Remember; not all 
sugars are created 
equal!
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