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Purpose
Under the guidance of Professor Terresa Moses, this book details our journey
through the Racism Untaught curriculum by rebranding Cream of
Wheat’s identity. Cream of Wheat has profited off of a racially insensitive
caricature of a Black man for over a century. Our goal during this
process was to bring attention to racialized design, deconstruct racial
stereotypes, and create an inclusive, actively anti- racist identity.
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Writing & Design
To start the process, we began by researching
terms related to the topic of racial redesign.
We then took this information to formulate a
thesis question to help guide our research and
project as a whole.
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context divide

Our next step was to research and write a joint
literature review.The purpose of this literature
review is to have a deeper understanding of the
design challenge and determine a solution that
can be expressed using visual language. It’s
broken up into four different subtopics such as
the history of the brand, understand the purpose
of a rebrand, analyzing public reactions, and
predicting the future of the brand.

Much of the analysis and claims made in this
review were determined using various methods
and theories that will be covered more in-depth
in the second section of this process book.
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01. Context

Design Challenge &
Thesis Development
Overview of Cream of Wheat and the thesis question

→

Cream of Wheat
advertisement with
the chef, also
known as “Rastus”
1921

→

Current day Cream of
Wheat packaging’s
chef mascot
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ream of Wheat is a breakfast
cereal of enriched farina. The
brand was founded in 1893
and has long been criticized for the
use of a smiling Black chef on its
packaging. The mascot on early
boxes was known as Rastus. Rastus
represents a stereotypically happy
caricature of a black man who was
a common character in minstrel

shows. The image was replaced in the
1920s and is reportedly a depiction
of a Chicago chef Frank L. White
and that image has been used on
Cream of Wheat packaging ever since.
Regardless of the replacement, the
design of the chef mascot perpetuates
harmful racial stereotypes and
represents a myth of Black people’s
happy servitude to white people.

Action
Create inclusive brand identities
Deconstruct harmful stereotypes
Acknowledge the damage

Change
Empower marginalized communities
Reimagine Cream of Wheat
Shift customer’s ideas of race

Stakeholders
B&G Foods
Black people being misrepresented
People who don’t see the problem

Thesis
How might design be used to
deconstruct the use of harmful
stereotypes in packaging in
order to create inclusive brand
identities for consumers?

CONTEXT
THESIS DEVELOPMENT
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Literature
Review
An in depth analysis of the history of the Cream of Wheat brand, the
importance of rebranding, and how the company can move forward.

01.
Context

H

←

Advertisement showing
the former Cream of
Wheat mascot, Rastus,
serving two crying
white children
1917

ow often do we as consumers deeply, teams such as the Washington Redskins
and foods such as Cream of Wheat (Ward
seriously consider the process
2020). However, design can and should
behind branding design and the
also be used as a force for good, and can be
impact it can have? When most people
instrumental in deconstructing systems of
shop, they don’t usually pick products
oppression within popular
based solely on design.
culture. How might design
However,
branding
How might design be used be used to deconstruct the
design has a massive
use of harmful stereotypes
impact, especially when to deconstruct the use
in packaging in order to
it comes to perpetuating of harmful stereotypes
create inclusive brand
ideas and stereotypes in packaging in order to
identities for consumers?
within popular culture.
This review will explore
Specifically,
branding create inclusive brand
design that perpetuates identities for consumers? the purpose of graphic
design in dismantling
racist
and
offensive
institutionalized
racism,
specifically
stereotypes about minority groups can
normalize racism within cultural systems, focusing on the brand Cream Of Wheat.
Cream of Wheat has a long history of
especially in the United States. Business
racialized design, and has furthered many
Insider recently came out with a list of 15
harmful stereotypes associated with the
racialized brands which are hugely popular
black community.
within American culture, including sports
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On the surface,
Cream of Wheat’s
Black
mascot,
adorned
in
standard chef garb and blissfully smiling
towards the viewer could appear as a
positive step towards racial equality and
representation in the US. However, when
you remove the origins of the character
and the overtly racist Cream of Wheat
advertisements in the early 1900s, the
character still depicts racist stereotypes that
are hurtful to people in the Black community.
The company often referred to the character
as “Rastus” in its advertisements. Rastus is
the name of a minstrel character, portrayed
by white people in blackface, in a minstrel
film of the same name (Anderson, 2017).
Often the character was a clumsy person
usually ending up on the wrong side of the
law. Cream of Wheat used this moniker
until at least 1921 when an advertisement
featured the chef holding a sign with a
message written in broken English and
signed by “Rastus”.

History of
the Brand

→

Cream of Wheat
advertisement with
the chef serving
wealthy white women
1911

→

the US in 1875, and in 1890 became a US
citizen. Cream of Wheat paid $5 for an
image of the man to use in an advertisement
around the year 1900. That $5 would later
be put to work as the company used White’s
likeness in many advertisements and as the
face of the Cream of Wheat brand for over
100 years. Frank White died in 1938 in
Leslie, Michigan (Associated Press, 2007),
but his face would exist in homes across the
country for decades. The Cream of Wheat
chef was not always depicted as such. Often
he can be seen in many early 20th century
advertisements as more of a line cook or
waiter. One ad, created in 1911, depicts the
chef in his usual outfit serving Cream of
Wheat to three white, pompous individuals
dressed in extremely formal, Victorian Era
clothing, bonnets and cravats included. The
caption “A sign of good living” adorns the

Cream of Wheat
advertisement featuring
“Rastus” speaking
in broken English
1921

Rastus wasn’t the real name of the person
whose image was used by Cream of Wheat,
however. In 2007 researcher Jesse Lasorda
uncovered his real name. Frank L. White
grew up in Barbados and immigrated to
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bottom of the image. The racial stereotype
of black men serving wealthy white people
is evident in this advertisement, as it is in
many other advertisements from the time
period by Cream of Wheat. Nearly all of the
advertisements by the company in the early
1900s feature the chef as the only person of
color. He is often seen serving the white folk

present in the image. One 1918 ad depicts
him serving a group of small white children
their Cream of Wheat in their home. Why
would a chef do this if not because he is
the family cook? While Cream of Wheat
no longer uses the character in advertising,
the racism lives on through the use of the
character on its packaging. The inability
to rebrand Cream of Wheat without the
character for over 100 years has caused
irreparable harm to the Black community
and without a doubt helped contribute to
the racial disparities and stereotypes seen
by many Americans in today’s society.

→

Advertisement showing
the former Cream of
Wheat mascot, Rastus,
serving a group of
white children
1923

Rebranding
Cream of Wheat
so that it uses an
anti-racist design
approach doesn’t simply mean taking
out the racist imagery of a Black chef, but
instead create a more inclusive visual
representation; where the product can serve
to feed underprivileged communities. With
the current packaging, there are substantial
aspects that need improvements. The brand
itself is having to deal with social change,
and the packaging doesn’t appeal well to
customers. There are many reasons for a
rebrand, for Cream of Wheat’s case, the

Why
Rebrand?

rebrand asks for a different way to represent
the company’s promise towards its
customers while at the same time developing
a strong foundation for social equity. A
rebrand can be defined as affecting a change
to a brand in order to stimulate a change
in consumer attitudes, perceptions and
behavior ( Singh, 2012). The current brand
is unapproachable due to the backlash and
demand for the packaging to be changed. In
addition, the bigger concern is the brand’s
current position towards social change
because its current packaging suggests
that it supports an exclusive point of view.
Therefore the redesign needs to create an
environment where customers can feel
proud and joyful for eating Cream of Wheat.
Racist packaging has been around for a
long time, yet many products such as Uncle
Ben’s, and Cream of Wheat have been
able to endure backlash. For this reason,
many people don’t see the reason to put
in the effort to remove harmful depictions
of Black or indiginous people. A CNN
article (Reddick, 2020) notes that some
people don’t understand the controversy
and find themselves asking questions such
as, “Why would they remove a smiling
Black woman from the packaging?” People
with this kind of perception often believe
that political correctness has gone out of
control. However, these perceptions are due
to the normalizations of white supremacy
in American culture. Much of the imagery
that exists is packaging, such as Cream of
Wheat, depicts Black people as subservient
and docile. These stereotypes live in many
food packaging where numerous people can
see and interact with the products. With
this high level of exposure and influence,
people create an implicit bias towards Black
people (Eberhardt, 2020). Therefore, the
longer that racialized packaging stays at its
current state, the more people will adopt
this noxious point of view.
Cream of Wheat needs a rebrand that gives
their customers a delightful and “nutritious”
experience. To achieve an anti-racist design
approach for the new brand, Cream of
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→

→

Variants of the Cream
of Wheat packaging

Wheat cannot simply change the visual
aesthetics and elements such as a logo and
slogan. Rather, rebranding is about asking
the consequential question of whether all
elements must be changed, or only some
of them (Muzellec, 2006). There is great
demand for change in terms of Cream
of Wheat’s packaging. One of Cream of
Wheat’s promises is providing warm food
that sustains the “body and soul.” With its
current packaging, the visual aesthetic fails
terribly to communicate that message. The
rebrand needs to work with this message and
create a visual system that is enlightening
and gives people the sense that they receive
a jolt of energy from eating Cream of Wheat
cereal.

Current Cream of Wheat
packaging with the
chef Frank L. White

Though some may claim representation, the
product’s former use of a racist character
Rastus as a mascot speaks otherwise. As
average consumers in a modern society, we
are bombarded with stimuli. Everything is
centered around us to vye for our attention
and spend money. “Racist objects are not a
thing of the past, and they are not limited
to depictions of African Americans” (Logan
2016). Racialized design exists on bananas,
bottles, syrup, ice cream treats and
children’s cereals.

How do you feel
when you look at
Cream of Wheat?
The most current
(2020) packaging, the B&G designers and
consumers see the familiar and traditional
red packaging of Cream of Wheat. Frank
L White is stamped in the top center of
the box, smiling and holding a hot bowl of
Cream of Wheat in his hands, acting as the
face of Cream of Wheat on every box and
other flavor variants.

Public
Reactions
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2020 has arguably been one of the most
eventful years in the new millennium.
Coronavirus (COVID-19) swept through
the United States, causing Americans and
people worldwide to remain at home. Once
busy streets were now empty. “In May,
rumblings of a different kind of unrest began
to surface in the Georgia town of Brunswick,
where a Black man named Ahmaud Arbery
had been shot and killed while jogging in a
neighborhood in February. The case echoed
painful memories of other unarmed Black
men who had died at the hands of police…
One racial crisis was quickly compounded
with another when George Floyd, an
unarmed Black man, was killed during an
encounter with police in Minneapolis later
that month — an encounter that was caught
on video as an officer kneeled on his neck
for nearly nine minutes.” (Willingham 2020).

→

→

Lineup of brands
that are currently
under scrutiny for
their depictions of
their Black mascot

Uncle Ben’s
recent rebrand to
Ben’s Orginal

The death of George Flyod sparked
nationwide
protests
calling
for
accountability, reform and justice in
America. In light of these events of this
[2020] year, many corporations have pulled
their products from the shelves in order to
change their own racialized designs. “When
you’re talking about changing a brand name
or trade character, you’re talking about
magnitudes of change.” (Wheeler 2020)
Yet “...the product’s parent company [B&G]
announced its decision that comes three
months after it vowed to re-evaluate it’s
marketing to ensure it did not ‘inadvertently
contribute to systemic racism’” (Faizo
2020). After over a century of being the
face of the brand the mascot of a Black
chef was removed from the packaging, but
was that enough? Given Cream of Wheat’s
history, they have stemmed from the
“uncle/mammy” figure, B&G had found
nothing morally wrong with the Rastus and
later Frank L White images. “Advertising
is an integral part of our lives, and we are
constantly besieged by someone or some
company urging us to buy this or that. It has
been no secret that Black people in America
have not been portrayed justly and fairly in
advertising during the past decades” (Haley
2016).
B&G Foods states that they as a company
hold themselves accountable. Yet the
company chose not to acknowledge the
racism in/of the original Rastus image.
There came no public apology or any
acknowledgement of association of Rastus
as an offensive character. In the recent
months of companies pulling their products
for redesign, many designers are working on
ways to have inclusive design.
For generations,
the majority of
branding
and
packaging
have
been centered around an image of privilege.
The bulk of it catering to people who are thin,
cisgender, non-disabled, and white (Nittle
2018). Even when a marginalized group is
represented, the depictions often rely on

Moving
Forward

harmful stereotypes, as seen in the Cream
of Wheat branding. Brands including Black,
Indigenous, or people of color do not signify
an inclusive brand. So how can a brand truly

be inclusive? Inclusive design starts with
an inclusive design team and environment
(Agarwal 2019). When inclusive design is
attempted with a team lacking in diversity,
the result is often superficial and tonedeaf. It is essential to have designers and
consultants in the process that are from
a range of communities and backgrounds
who can bring a first-person viewpoint. It is
also integral that the branding goes deeper
than just a person from a marginalized
group inserted on a package. There needs
to be a message of empowerment, not just
existence (Carol 2017). The packaging
should be actively fighting stereotypes
which Cream of Wheat fails to do.

As consumers continue to demand
diversity and inclusivity, the pressure on
corporations to change racist packaging
has grown. Customers are beckoning for
racial reassessment of their packaging
from brands, and the brands have begun
to respond. Aunt Jemima, Uncle Ben, and
the chef formerly known as Rastus, are all
recognizable brand mascots that act as
stand-ins for formerly enslaved Black cooks
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that serve white people (Twitty 2020). As
of October of 2020, each of the brands has
put out statements acknowledging their
racist histories with the intention to replace
or reassess their branding. A Quaker
Oats marketing executive stated that the
company is pledging to remove the image
of Aunt Jemima from its packaging by late
2020 while Uncle Ben’s Rice has officially
rebranded to Ben’s Originals and removed
their mascot from the packaging (McEvoy
2020). Most recently, B&G Foods, the
company that owns the Cream of Wheat
brand, recently announced the removal
of the chef mascot from Cream of Wheat
and new packaging rolling out in the first
quarter of 2021. “We understand there are
concerns regarding the Chef image, and we
are committed to evaluating our packaging
and will proactively take steps to ensure
that we and our brands do not inadvertently
contribute to systemic racism,” the company
said in June (McEvoy 2020). “B&G Foods
unequivocally stands against prejudice and
injustice of any kind.”
With B&G Foods officially pledging
to rebrand, Cream of Wheat has an
opportunity to not just retire their racist
mascot but evolve from it. The first step is
acknowledging what they did wrong. Rather
than stating some people were offended as
their cause of change, Cream of Wheat needs
to show remorse and apologize directly to
Black communities for profiting off of a
racial stereotype for over a century. The next
step is to take action. Cream of Wheat must
not only remove the racist character but
progress towards inclusive design. As Kat
Holmes states in her book, “designing for
inclusion begins with recognizing exclusion”
(Agarwal 2019). By hiring a diverse design
team to work on the rebrand, Cream of
Wheat can acknowledge how the former
packaging is harmful and excludes rather
than includes. Lastly, Cream of Wheat must
show that their progress towards becoming
an inclusive brand is not just a trend or
response to criticism. They are aiming to be
inclusive not because they were called out
but because it is the right thing to do.
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As we ideally
progress further
into a more aware
&
empathetic
world, deconstructing harmful stereotypes
in everyday life remains a crucial aspect.
Cream of Wheat’s outdated at best and
painfully racist at worst packaging is a prime
example of small changes that can help
reduce systemic racism in our daily lives.
Originally depicting “Rastus”, a minstrel
character performed by white people in
blackface and later altered to be based on a
real black chef named Frank L. White, the
company’s original packaging requires a
complete rebrand. Frank L. White being
a real chef used as a mascot doesn’t help
the situation due to its racist roots and
undertones. The replacement of a racist
character for a real, black chef appears a
weak distraction from the actual message
of the packaging. Black people in America
have been often depicted to be the servants
of white people, perpetuating a racist
culture of black people being “less than”
their white counterparts. This is a consistent
feature in a variety of everyday items that
leads to unconscious adoptions of these
views by the consumer, which can come to
light in further discussions of race relations.
These themes consist beyond just racist
packaging towards black people and expand
exponentially when discussions of body
type, religion, sexual orientation, physical
ability, gender identity, and more come into
play. They play an important role in our own
societal conditioning and formation bias.
As the removal of damaging stereotypes
becomes erased from our common
experience, they become less pertinent
in the back of our minds. These harmful
thoughts will ideally fall by the wayside a
little earlier as systemic racism becomes
more annotated and corrected. Regarding
Cream of Wheat’s future, rebranding would
signify a positive change in the universal
user experience, particularly for those that
feel strongly about such a character with
blatantly racist routes. With so many other
brands with similar roots in offensive design,
Cream of Wheat’s statement was more than

Final
Thoughts

necessary. Many have criticized the timing
of their statement, seeing it as disingenuous
and rooted in publicity rather than a valid
drive for social change. However, with
every “too little too late” argument, there’s
a “better late than never” way of thought.
It’s clear that if they aren’t already receiving
it, they need direct discussions with black
designers to discuss exactly what brands
and images like this symbolize to the
user. Relying on the voice of many rather
than the voice of few should ideally lead
them in a more inclusive and considerate
branding direction. Since Cream of Wheat’s
statement to drop the character, eyes are
on them for what direction they choose to
move in as a brand. Will they simply remove
the character & keep their recognizable
packaging, will they provide a moderate
rebranding with no more than one released
statement on the subject, or will they strive
to make their branding & packaging based
on anti-racism and a universal call for
change? This universal call for change is
one that’s becoming increasingly difficult to
ignore, let alone refute.
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throughout history. The book finishes by giving valuable insights and predictions into how advertising is moving forward, including
consumer reaction to increased diversity.
Lee, Najuana P. “Engaging the Pink Elephant in the Room: Investigating Race and Racism Through
Art Education.” Winter 2013.
https://search-proquest-com.ezp1.lib.umn.edu/docview/1355485201/C8663588AC864246PQ/1?accountid=14586
In this scholarly journal, Lee speaks about implicit and explicit racial attitudes towards self and others. Exploring how racial issues
through transformative art education pedagogy can facilitate positive attitude change and help educators to become more comfortable
with the topic of race and the idea of working with diverse populations.
McEvoy, Jemima. “Black Chef On Cream Of Wheat Packaging Will Be Removed In Rebranding.” Forbes. Forbes Magazine,
September 24, 2020. https://www.forbes.com/sites/jemimamcevoy/2020/09/24/black-chef- on-cream-of-wheatpackaging-will-be-removed-in-rebranding/.
This news article reports on Cream of Wheat’s recent decision to remove the mascot from their packaging. It describes the company’s
plan to roll out new packaging by early 2021. The article also provides the official statements from B&G Foods representatives regarding
their decision. These statements are especially important because we can analyze their words to understand if the brand is apologetic,
defensive, or remorseful. It also gives a bit of cultural context, explaining why the company is making the decision to rebrand, following
in the footsteps of Uncle Ben’s, Aunt Jemima, and Mrs. Butterworth’s.
Mercer, Lisa E & Moses, Terresa. “Identifying Racialized Design to Cultivate a Culture of Awareness in
Design.” May 31, 2019.
In this article, our own Terresa Moses talks about what is racialized design. Its reasoning of why it is necessary to create a framework for
identifying, contextualizing, and re-imagining forms of racialized design. I figured this could be useful just to get definitions and quotes
on what we are trying to do.
Millman, Debbie. “Redesigning Blatantly Racist Brands Is Not Enough.” PRINT. PRINT, June 19, 2020.
https://www.printmag.com/post/rethinking-blatantly-racist-brands-is-not-enough.
This source provided background information on various racist food brands like Cream of Wheat, Aunt Jemima, and Mrs Butterworth’s.
It also supplied the image of the racist “minstrel speak” advertisement.
Muzellec, L. and Lambkin, M. “Corporate rebranding: destroying, transferring or creating brand equity?” European Journal
of Marketing, Vol. 40 Iss 7/8 pp. 803 - 824(2006) https://pdfs.semanticscholar.org/			
f890/9583fb74f895fcf2c5ce0751c45fcafbf1e8.pdf
This source looks at different reasons why a company might rebrand, considering different drivers but mainly a company name change.
This journal also discussed the number of changes needed for a rebrand. At times there needs to be minor changes and at other times the
brand needs to start from scratch.
Nittle, Nadra. “Brands Once Used Elitism to Market Themselves. Now Inclusion Sells.” Vox. Vox, December 7, 2018. https://
www.vox.com/the-goods/2018/12/7/18129445/brands-inclusion-fenty-third-love-victorias-secret.
In this article, Nadra Nittle examines inclusive marketing and branding and how inclusionary advertising is more profitable. According
to new research, younger generations prefer marketing that is relevant to the current social climate and feels authentic. The author also
looks at the other side of the argument, questioning whether or not inclusive branding is damaging when it is used as a marketing tool to
gain profit. This is an important point to make as a lack of sincerity can lead to botched attempts at diversity. This is especially applicable
to Cream of Wheat and related companies as they’ve announced plans to rebrand.
Reddick, Richard J. “American Companies Wouldn’t have as Many Racist Logos if C-Suites were More
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Reddick, Richard J. “American Companies Wouldn’t have as Many Racist Logos if C-Suites were More Diverse.” CNN
Wire Service, Jun 20, 2020. http://login.ezproxy.lib.umn.edu/login?url=https://www-proquest-com.ezp1.lib.umn.
edu/docview/2414993894?accountid=14586.
This article claims that if higher company executives were more diverse or were more educated about today’s social-political state, then
there would be less racist logos. Currently, most people in leadership positions are white, with some that go to the extreme and consider
themselves white-supremacists. With more diverse leadership, companies can thrive and avoid pitfall scandals.
Schwabel, Dan. “How Companies Can Benefit From Inclusion.” Forbes. May 13, 2012. https://www.forbes.com/sites/
danschawbel/2012/05/13/how-companies-can-benefit-from-inclusion/#a99486c223d0
This article discusses the benefits of inclusion. I chose this to discuss a bit about how inclusive workforces lead to positive changes in
design. This article is a bit difficult to directly include in my conclusion but was still beneficial.
The Associated Press. “Cream of Wheat Chef Gets Gravestone at Last.” The Seattle Times, June 17, 2007. https://www.
seattletimes.com/nation-world/cream-of-wheat-chef-gets-gravestone-at-last/.
A well written article about Frank White, the man on the packaging of Cream of Wheat and how he finally received his headstone after
years of research and public awareness. With no help from the Cream of Wheat company.
“The Gallery of Graphic Design.” Tjs-labs.com, 2020.
http://gogd.tjs-labs.com/gallery-view?keyword=rastus.
This page contains multiple cream of wheat advertisements that feature the Rastus Character. This is a great source of information as
it’s a direct primary source of the advertisements and not watered down corporate cover ups like those we find on the Cream of Wheat
website..
Twitty, Michael. “Aunt Jemima and Uncle Ben Deserve Retirement. They’re Racist Myths of Happy Black Servitude.” NBCNews.
com. NBCUniversal News Group, June 21, 2020. https://www.nbcnews.com/think/opinion/aunt-jemima-uncle-bendeserve-retirement-they-re-racist-myths-ncna1231623.
This article is an opinion piece from a Black culinary historian, Michael Twitty, on the need for the retirement of racist mascots in
packaging. He explains how the existence of these characters indulges a white person’s fantasy for Black subservience. Twitty then goes
on to talk about the pledges made to rebrand by these companies in light of George Floyd’s murder and outcry from the public to work
towards resolving racist behavior. The point is also made that while these companies are pledging to remove these harmful characters,
it comes from a corporate attempt at clearing themselves from racism. This is extremely important because a company simply erasing a
mascot does not erase the cultural damage they caused by its existence in the first place.
“Understanding Universal Design vs Accessibility vs Inclusive Design.” Say Yeah! May 19, 2020. https://sayyeah.com/digitalinsights/universal-design-accessibility-inclusive-design/.
This article discusses the different aspects of inclusive design. I chose this article to contrast the exclusive nature of negatively racialized
packaging & design.
Ward, Marguerite. “15 Racist Brands, Mascots, and Logos That Were Considered Just Another Part of American Life.” Business
Insider. Business Insider, July 13, 2020. https://www.businessinsider.com/15-racist-brand-mascots-and-logos-2014-6.
This article talks about some of the most well-known racist designs from the U.S.
Wheeler, André. “‘Ethnicity Is Authenticity’: How America Got Addicted to Racist Branding.” The Guardian. Guardian News
and Media, June 28, 2020. https://www.theguardian.com/us-news/2020/jun/28/aunt-jemima-uncle-ben-racismadvertising-branding.
This article also discusses racist branding through an interview with Jason Chambers, a professor at the University of Illinois.
Wartella, Ellen A., Lichtenstein, Alice H., Yaktine Ann, and Nathan, Romy. Front-of-Package. Nutrition Rating Systems and
Symbols. Washington D.C, Institute of Medicine of the National Academies, 2012. https://www.nap.edu/read/13221/
chapter/8
Chapter 6 of this book explains the psychological and sociological impact of packaging and packaging labels on people. The chapter goes
on further by describing how consumers process information and examine how customers make a choice based on the info they read.
The chapter also considers branding and design choices as a major factor in how consumers make a choice on the food products they buy.
Williams, Lauren. “TheCo-Constitutive Nature of Neoliberalism, Design and Racism.” (pg. 301-321) September 5, 2019. https://
www-tandfonline-com.ezp2.lib.umn.edu/doi/full/10.1080/17547075.2019.1656901
This article touches on design thinking/practices that tend to simultaneously compound and conceal the oppressive effects of both
neoliberalization and racism.
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Understanding the Problem
When conducting research, the goal is to find
the answer to a question. For this project,
our thesis question is what drove us to do
research. To recap the last section, the thesis
question is to figure out how design can both
deconstruct the harmful stereotypes seen in
packaging while at the same time build an
inclusive brand for customers.
To tackle this research stage in the design
process, the team leaned on qualitative and
quantitative methods and theories to define
the best way to approach this challenge.
This section will cover ways in which methods
and theories worked for hand in hand to come
to a conclusion. Examples of methods revisit
historical events leading to the current
packaging. Other methods compare the Cream
of Wheat brand to other brands in the same
industry.
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Jack Weise

Eras Map
The eras of Cream of Wheat’s branding and their historical context

1865
Jim Crow
Era Begins
The 13th ammendment
is ratified and a series
of anti-black laws are
passed in America.

1910
How Rastus
Gets His Turkey
Minstrel film with a
white actor in blackface
depicting Rastus

1900
-1910

1890
-1899

Cream of Wheat is first manufactured in Grand Forks,
North Dakota, 1893. In 1897, the company moves to
Minneapolis. Around this time, Emery Mapes put
a face on the packaging and names him “Rastus”
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Photograph of Frank L Wright is taken
and the rights for use were purchased for
$5. Cream of Wheat begins advertising
its product around the country.

1929
Racist
Advert
Advertisement
perpetuating the
“black people love
watermelon” stereotype

The height of Cream of Wheat’s racist advertising
trend. Exemplified by this 1921 advertisement
written in minstrel dialect and signed by “Rastus”.

All references to
“Rastus” in relation to
the Cream of Wheat
Mascot cease. In 1961,
the company was sold to
Nabisco. In 2000, Kraft
Foods acquires Nabisco
for $18.9 billion. In
2007, Kraft sells Cream
of Wheat brand to B&G
Foods. The Chef image
remains attached to the
brand throughout it all.

1910
-1929

1930
-2010

2010Present
1916
Racist
Advert
Advertisement
perpetuating the
“black boys are
thieves” stereotype

In 2020 due to increase
pressure to remove racist
packaging on many food
products, B&G announces
they will “look in to”
changing the mascot
on the packaging. On
September 25th 2020,
B&G announces they
will change the branding
of Cream of Wheat.
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Annie France

Case Study
An analysis of Uncle Ben’s Originals rebrand to Ben’s Originals

The Case

Uncle Ben’s
Originals Rebrand
Context
Mars, the parent company of
Uncle Ben’s Originals, announced
September 23, 2020, that Uncle Ben’s
will become Ben’s Original and that the
logo of an elderly African American
man in a bow tie will be removed
following criticism of the term “uncle”
as derogatory and the brand’s imagery
as being reminiscent of servitude.

Purpose
To examine the historical and
cultural context of Uncle Ben’s as a
brand, the events and causes which
sparked the rebrand, and the final
outcome of the rebrand.

Intended Outcomes
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→

Understand a similar brand’s
history with a racist mascot

→

Recognize the motives behind
a rebrand in relation to current
cultural movements

→

Completed analysis of an
executed rebrand that strived to
be anti-racist

Historical Context

WHO IS UNCLE BEN?

Uncle Ben’s was founded in 1910 as
Converted Brand Rice by co-founders Erich
Huzenlaub and Gordon Harwell, according
to the brand’s website. The name was
changed in 1943, based on an unidentified
Texan farmer named Ben, whose rice was
known to be of high quality. While it’s likely
a farmer named Ben existed, he never had
any affiliation with the company. The image
of the Black man on the box was modeled
after Frank Brown, a maitre d’hotel from
the Chicago restaurant where Harwell had
the idea, according to the official website.
Harwell saw a portrait of the maitre d’hotel
and decided he would be the face of the rice
brand.
For over 60 years, Uncle Ben was branded
as a Texan farmer until 2007, where Mars
attempted to reinvent the character as a
corporate chairman. The company began to
primarily refer to the character as “Ben” in
the campaign but the word Uncle remained
in the official logo and packaging.

→

Advertisement showing
the former Cream of
Wheat mascot, Rastus,
serving two crying
white children
1917

←

Advertisement showing
the former Cream of
Wheat mascot, Rastus,
serving two crying
white children
1917

Racial Stereotyping

HOW THE DEPICTION IS HARMFUL
Uncle Ben’s branding and packaging rely on
multiple racial stereotypes, starting with
the name. During the Jim Crow era, the title
Uncle was often used to refer to Black men
while white men were addressed as Mister or
Boss. The practice of addressing Black men
as Uncle denoted inferiority and disrespect
as it was a means for white people to avoid
calling them Mister.
The characterization of Uncle Ben is also
problematic as he is based on two Black men
who never received credit or compensation
for their portrayal. According to AdAge, a
representative from Mars stated they could
not confirm if a real Ben actually ever existed.
The image used of the maitre d’hotel calls
back to a time where white people relied on
Black people for their servitude. A smiling
Black man wearing a bowtie is a racial myth,
where Black people are happy to serve
and provide. The existence of the mascot
contributes to this mythical stereotype
living on in our culture today.

Racism Reckoning

WHAT SPARKED THE CHANGE?
On May 25th, 2020, George Floyd, a
Black man, was murdered after a white
Minneapolis police officer pinned him to
the ground, kneeling on his neck. Earlier
this year, Breonna Taylor, a Black woman,
was murdered by a group of plainclothes
officers who forced entry into her home
and fatally shot Taylor. Outrage over these
two killings invigorated global anti-racism
protests, created a demand for reform in
police departments and a racial overhaul of
corporate America.
With this renewed awareness of systemic
injustices and pervasive racial stereotypes,
a wave of reaction from businesses and
corporations came, making promises
to racially reassess their products and
branding. Included in this response was
Uncle Ben’s parent company, Mars Food,
stating “we know we have a responsibility
to take a stand in helping to put an end to
racial bias and injustices.”

Rebrand

WHAT WENT RIGHT, WHAT WENT WRONG
On September 23, 2020, Mars Food
announced Uncle Ben’s will become Ben’s
Original, and dropped the logo of an
elderly African American man in a bow
tie. In a press release, the company stated
the change “is taking action to enhance
inclusion and equity and setting out its new
brand purpose to create opportunities that
offer everyone a seat at the table.”
This change distanced itself from the past
while maintaining a recognizable brand
identity. According to Mars, listening to
consumers and key stakeholders was an
integral part of the rebranding process.
Mars used a series of town halls held at
their factories to gain feedback. Along with
the rebrand, the company also proposed an
increase in community outreach by working
with the National Urban League to start
a new scholarship program for aspiring
Black chefs and investing in educational
programming for more than 7,500 area
students in Greenville, Mississippi, where
the brand is produced in the U.S.
Despite the change, critics question whether
it’s enough. It can be argued that it is a
watered-down solution and an easy out
for the corporation to avoid scrapping the
brand entirely. The brand itself was built
on a racial stereotype and still hints at the
history, regardless of the removal of a word.
While the brand made large steps to create
an inclusive identity, they glossed over
important factors in the process. While
they promised to improve racial equity, they
failed to show action and fully acknowledge
their profiting off a racial stereotype. The
change is positive, but more must be done.
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Nina Besl

Emancipatory Research
& Personas
Investigation into power imbalance in design & user personas

Emancipatory Research

I
→

28

Limited shade
range of a found
in makeup brands
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Research thats main objective is for emancipation and social
justice, to correct the power imbalance in design research

chose to discuss a little from another
industry I have a bit more knowledge of
to relate to the subject of not only lack of
representation, but negative representation
at that. The beauty industry has had a large,
clear issue for decades regarding inclusivity
and race. Darker skin tones are underrepresented if they’re even represented
at all, and oftentimes products are gray,
orange, or ashy on medium dark, dark,
and deep dark skin tones. Blush, contour,
foundation, eyeshadow, and highlighter
are most often formulated for light to
medium skin tones only. While Cream of
Wheat technically has representation, that
representation is deeply flawed, similar

to some of the inclusivity attempts of the
beauty industry. Physical representation
does not equal accurate representation,
and the accuracy is what holds the main
worth. I found a multitude of arguments in
blindly defending cream of wheat, stating
things like “isn’t that what “you all” want?
More representation?” This, along with the
weak attempts in other industries to create
diversity is nearly almost as bad as lack of
representation at all. By cream of wheat
previous changing their Rastus character
to a depiction of Frank L White, a real black
chef in Illinois, they were simply putting a
band aid on marketing that was never more
than a mockery of a black man.

Personas

The purpose of personas is to explore the users of the products and assess what is
most potentially marketable. They can aid in product development and help make
decisions regarding packaging or branding decisions and changes.

Thomas
Shelby
Shelby is a 22 year old white woman whose
parents frequently bought cream of wheat when
she was a child. Growing up, she saw the man on
the box as nothing more than a chef, not directly
comprehending any sort of racial undertones
to the box. After hearing about the rebranding
decisions on Twitter, she thinks it makes sense
and does no harm. It will not affect her current
buying decisions.

Thomas is an 82 year old African American man
who also grew up eating cream of wheat. He
remembers people referring to the character as
Rastus along with his own countless experiences
with racialized design. He still buys cream of
wheat & will continue to do so, but is happy that
he won’t have to stare at that packaging anymore
in his pantry.

Alice

Kurt
Kurt is a 52 year old white man who’s never eaten
Cream of Wheat. When he first saw the articles
discussing a rebrand, he criticized the company
for its “political correctness” and mocked those
in the comments for being overly sensitive. He
wrote the company to let them know he will
never be buying their product if they change the
packaging.

Alice is a 27 year old mixed woman who didn’t
eat much Cream of Wheat in her lifetime. She’s
very active in social issues & when discussions
of rebranding these products came up, she was
extremely active in the social media aspects
of the movements. She’s happy that future
black children will have to see fewer negative
characterizations of black people in everyday life.
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Kasia White

Popular
Media Search
Analysis of Cream of Wheat in news and social media

Overview

A popular media search is defined as a research
method consisting of searching popular forms
of media to gain further context. I looked at
both social media hashtags and online blog
and news articles.

Findings
On the instagram hashtag for Cream of Wheat, I found a lot of nostalgic posts about
growing up eating cream of wheat, mostly from an older population, as well as many
people calling out the issues with the current design. In the news, there was a list of
racist brands within American culture that included Cream of Wheat, as well as the
news that Cream of Wheat is going to rebrand their packaging after calls for change
from the community. However, Cream of Wheat doesn’t seem to have a very large
presence on social media and in people’s posts and conversations. Instagram, for
example, only has 24,484 posts containing the Cream of Wheat hashtag. By redesigning
the packaging and attempting to repair the harm they’ve done to the Black community,
the company might potentially be able to change this.
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Article listing multiple
American brands and entities
that are profiting off a racist
mascot, including sports teams
as well as Cream of Wheat

Article detailing Cream of
Wheat’s decision to remove
the illustration of the Black
man from their packaging
in lieu of other companies

Tweets from a movement on
Twitter of calling out brands
that use racist imagery on their
packaging, requesting change
from their corporations
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Erica Warren

Culture of Prejudice
& Competitive Analysis
Analysis of ingrained predjudice & Cream of Wheat competitors

Culture of Predjudice

→

C
Variety of racially
harmful brands and
products, including
Cream of Wheat
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The theory that prejudice is inherent in culture and a form of
social repression sustained through fear and ignorance.

harles R. Swindoll said, “Prejudice
is a learned trait. You’re not born
prejudiced; you’re taught it.” And
since the birth of this country, prejudice
has not been unfamiliar in its history. “In
essence, prejudice is a feeling.” Prejudice
comes in many forms: racism, sexism,
ageism, religious prejudice. We have all
faced a form of prejudice in our lives, and in
one form or another we are all prejudiced.
And the end product of prejudice is often
discrimination, or in biased treament of

a person or peoples based on their group.
Today, we see many forms of recalized and
prejudiced design. We see it in fashion,
art, media, entertainment and in the
design of food packaging. And through
it, we are taught to be ignorant about the
wrongness of it; a 100 years of the branding
of an African American in a chef ’s costume
serving others. Only recently (September
2020), B&G foods announced the decision
to remove their Cream of Wheat mascot,
Frank L. Wright.

Competitive Analysis

Understanding what already exists that might compare or be
similar to your work, looking at strengths and weaknesses

T

→

hrough our process book, we’ve
come to understand the history of
Cream of Wheat; how it has stood
behind the racialized design of an African
American serving others, primarily white
people. Here we have two other hot cereal
companies, Quaker Oats and Nature’s Path,
who have successfully had non- racialized
designs.

→

Quaker Oats Oatmeal
packaging

Nature’s Path Organic
Oatmeal packaging

→

Aunt Jemima and Uncle
Ben’s packaging

Quaker Oats is another historical cereal
brand. They originated in 1901, and the
mascot (a figure of a man in “Quaker garb”)
made his first appearance in 1877. They’ve
held onto a mascot, through few design
changes. Today, Quaker Oats oatmeal
cereals still feature the man in Quaker garb.
Like Frank L. Wright, the Quaker man is
featured on all the product variations, in
his garb and smiling above the product.
Quaker Oats features bold colors and
simple displays of their product on the box.
Quaker Oats lacked the racist character and
biased ties and has been a successful cereal
company for generations.

emblem with a sunny horizon over farmed
fields. Their package designs incorporate
bold colors that reflect the flavor of the
box. They also showcase the product on the
box. Nature’s Path grew a brand without a
mascot, without racialized design.

For designs similar to Cream of Wheat, we
have Aunt Jemima’s pancake mix box and
syrup bottle and Uncle Ben’s rice box. Like
Frank L. Wright, Aunt Jemima and Uncle
Ben have been featured for decades on
the racialized packaging of their products.
Both characters stemmed from original
characters, characters who have had servant
roles. In light of the 2020 year, the continued
racial inequality and protest movements
have pushed a reform for designs that
had refused to change their designs when
previously confronted.

Arran and Ratana Stephens founded
their family run business, Nature’s Path
in 1985. After a booming success, Nature’
became America’s largest organic cereal
manufacturer in 1999, opening their second
facility in Blaine, Washington. Nature’s
Path went through a few design changes
before settling on their current logo; the
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Michael Naula

Interactionism &
Journey Mapping
How consumers interact with Cream of Wheat

Interactionism
The study of how individuals influence society
and society influences individuals through
meanings that arise in interaction.

Concepts

Actions depend
on meaning
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Different people
assign different
meaning to
things

Meaning of
an object can
change over time

Lillian’s
Journey Map

Scenario:

Lillian is the type of person who is on the move. As
a millennial, she often orders food from a
restaurant rather than cook a meal at home. Lately,
her friends have asked her to start healthy habits,
such as eating a nutritious breakfast.

Goals:

Find a breakfast item that is
quick and easy to make.

CALL TO ADVENTURE

BEGIN THE JOURNEY

THE TRY/ FAIL CYCLE

ENLIGHTENMENT

Friends persuade her
to start a new
breakfast routine.

Lillian decides to go to
Target since she is
very familiar with the
retailer.

She takes a substantial amount of time
deliberating.

Lillian decides to
buy from a brand
other than Cream of
Wheat. The brand
was barely considered.

They encouraged her
to eat healthy grains
like oats and cereal.
At home, Lillian
figures out she has
little to no nutritious
breakfast.

Once she steps foot
into the cereal aisle,
she is overwhelmed
by the number of
options.

Some of her criteria
include
affordability, nutrition
value
and efficiency.

Each packaging’s
nutritional labels and
other marks doesn’t
help her make a
choice.

She wanted to hear
her friends thoughts
and see what
brands her friends
buy.

“I should have asked my
friends what brands they
buy from.”
“Time to fill the pantry
with nutritious food”

Motivations:
Lillian wants to start
some healthy eating
habits, influenced by her
friends she decides to
stock her pantry with
new items. She is very
delighted and enthusiastic about the idea.

“They all say instantly. This
One promises a good
source of calcium”

Actions:
Based on the feedback
given by her friends, that
influenced to head to the
store to find a breakfast
item that met her needs.

She decided to try
out a different hot
cereal. She thought
it met standards.

Pain points:
The customer comes in
with criteria. For hot
cereal, its expected to
be made instantly.
Almost all the brands
promise this with other
labeling as well. Adding
to the confusion.

“It’s what I expected.
Are there better
options?”

Channels:
Her group of friends
gave her suggestions for
brands they like. The
retail store also has an
influence by giving the
customer a limited
selection.
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Putting our Knowledge to Use
For this phase of the project, we needed to
generate ideas on how we could address this
challenge both visually and conceptually. We
first mapped out our ideas based on whether
they were intentful or impactful, as well as
oppressive or anti-oppressive. The goal of
this was to categorize our brainstorm so that
we could create meaningful action.

0

context divide

Once we had our ideas organized, we created a
plan of action. We decided to split into three
groups; packaging, display, and the process
book to fully cover all of the designed content.
As a group, we then decided what type of visual
directions we wanted to explore, as well as the
added elements to add meaning and action to the
final product.

03

er

Ideate

03. Ideate

Idea Mapping
Evaluation of our ideas & the intent of their impact

Oppressive
Thought
Remove the
mascot entirely

Create homey
yet modern
packaging

Understand the
brand and how
to change it

Intent
Potentially
incorporate
transition
packaging

Use an app to
show nutritional
info & ways the
company helps
the community.

Have a diverse
team working
on the rebrand

Use recycled
packaging,
feature art from
various cultures
across America

Impact

Use of color and
illustrations
to create a
new engaging
neutral package

Interactive
timeline
(mobile site)
of the brand’s
identity to show
transparency

Discuss options
of incorporating
support for
social justice
movements
Invest in breakfast
programs at

Use strong
typography and
photography

Ensure
positive Black
representation
within the
brand

Anti-Oppressive
Actions
38
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schools in
underserved BIPOC
communities

Use strong
visuals to make
a stand against
racism on the
packaging itself

Concept
Create an identity that acknowledges Cream of Wheat’s
history but rather than use a Black man’s image for profit,
celebrate and credit Black accomplishments through time.

Direction 1

Direction 2

Warm • Comfortable • Accepting

Vintage • Sporty • Artistic

Focus on a familiar, homey design that
leans on the idea of a warm breakfast.
The packaging will have deeper, tonal
colors and aim for a nostalgic feel
without being obviously retro.

Design an identity that is bold and
upfront, celebrating black artists through
the visuals placed on the box. The colors
will be vibrant with font choices taking
inspiration from vintage sports ads.

Elements
Collectable Item

Item inside the box that pairs with the
intended message, ie stickers, trading cards

Interactive Timeline

A mobile site that features a timeline that
tracks Cream of Wheat’s real history

Process Book

Book that documents the entire process and
design of the project from start to finish
IDEATE
PLAN OF ACTION
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Our Process
This section details the progression of our
designs through low, mid, and high fidelity
stages
focusing
on
communication
and
functionality before the final deliverables.
We divided the work among the group members.
The packaging team started with two separate
design directions. As one direction became
stronger, the other shifted to become trading
cards that would act as a collectable item
within the box, highlighting Black American’s
achievements.
The display followed a similar journey, with
two separate starting directions. They were
classified as a front of store display and end
cap display, and were further developed from
there.
We also decided to create a mobile site that
acts as an interactive timeline. We felt it
was important for Cream of Wheat to address
the harm their past designs have caused so we
aimed to design a two-sided historical timeline
that celebrates Black people’s accomplishments
through history while acknowledging Cream of
Wheat’s simultaneous harm.

0

04

Prototype

04. Prototype

Packaging
Progression of the two design directions through the prototype stage

Direction 1

Low-Fidelity

Mid-Fidelity

High-Fidelity
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PROTOTYPE
PACKAGING DIRECTION ONE

Direction 2

Low-Fidelity

Mid-Fidelity

High-Fidelity

PROTOTYPE
PACKAGING DIRECTION TWO
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04. Prototype

Display
Design process of the in-store display set up

Low-Fidelity

Mid-Fidelity

High-Fidelity
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PROTOTYPE
DISPLAY

Mobile Timeline
Development of the mobile site from wireframing to phone mockups

Low-Fidelity

Mid-Fidelity

High-Fidelity

PROTOTYPE
MOBILE TIMELINE
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The Specifics of the Redesign
This section includes specific information
about the specific design elements of the Cream
of Wheat rebrand. The new identity system will
highlight the colors, type, and other elements
used to create a consistent and appealing brand.

0

context divide

The packaging portion describes the way in which
the design elements work together to create a
packaging design that gives users a delightful
breakfast experience.
Packaging and display goes hand in hand. The
Cream of Wheat box will be found primarily on
store shelves or in a person’s pantry. Hence,
critical design choices were made so that the
store display complements the newly designed
packaging.

05

er

Impact

05. Impact

Identity System
Finalized style guide with completed logo

Primary & Secondary Logo

Primary Cream of
Wheat Logotype

Secondary Cream
of Wheat Emblem

Color Palette

#2C3D5B
R:44 G:61 B:91
C:90 M:78 Y:40 K:30
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CONTEXT
LITERATURE
IDENTITY
SYSTEM
REVIEW

#FFEAC5
R:255 G:234 B:197
C:0 M:8 Y:25 K:0

Typography

New Spirit Bold
New Spirit Condensed

Filson Soft Bold
Filson Soft book

Aa Bb Cc Dd Ee Ff Gg Hh Ii
Gg Kk Ll Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww Xx Yy Zz
0 1 2 3 4 5 6 7 8 9

Aa Bb Cc Dd Ee Ff Gg Hh Ii
Gg Kk Ll Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww Xx Yy Zz
0 1 2 3 4 5 6 7 8 9

Patterns & Textures

Background
Wheat Pattern

Wheat
Icon

IMPACT
IDENTITY SYSTEM
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05. Impact

Final Packaging
Completed packaging design with trading cards

Dielines
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IMPACT
DIELINES

Mockups

IMPACT
MOCKUPS
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05. Impact

Packaging Details
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IMPACT
PACKAGING DETAILS

IMPACT
PACKAGING DETAILS
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05. Impact

Display
Completed front of store and end cap display

For the main display, there needed to be something eye-catching for consumers who enter the store.
The design is modern yet classic wooden look. Consumers are greeted with boxes of the newly packaged
product in both of the popular flavors. There is also third-party items customers would have with the
Cream of Wheat cereal: strawberries, peaches, bananas, a place for sugar and almond milk!
The secondary display is an endcap. These would be located in different aisles around the grocery
portion of stores. They are easy to assemble and can hold plenty of boxes of Cream of Wheat. On the
standee, there is information provided about Cream of Wheat’s new packaging, and a QR code that
links the customer to the mobile timeline.
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Mobile Timeline
Completed interactive mobile timeline

We aimed to create a two-sided historical timeline that celebrates Black people’s accomplishments
while acknowledging Cream of Wheat’s harm. For the final timeline, we connected the packaging
branding as well as made the site interactive. The timeline spans over 100 years, acknowledging
racially problematic artifacts of Cream of Wheat’s past on the left while recognizing the simultaneous
achievements made by Black Americans with images and written descriptions.

IMPACT
MOBILE TIMELINE
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Our Personal Journey
Throughout the rebranding project, all the
group members recorded weekly entries in a
journal-like document called a journey map. A
journey map is essentially a research method
that highlights a user or author’s thoughts and
experiences towards an event or topic.
Entries made inside the journey map ranged from
a variety of subjects and themes. The team
members were encouraged to give a small summary
of what they learned in class that day or they
could recap what they discussed in their group
meeting.
Some of the entries refer to the specific
stages of the Racism Untaught design process
like define, research, and ideate to name a
few. To note, this project took place during
some significant events such as the COVID—19
pandemic and the 2020 U.S presidential election.
Many of the team member’s reflections will be
influenced by these events.
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Closing

Ethnicity

Age

Eur. American

21

Pronouns

SHE

HER

HERS
Name

NINA
BESL

I’m learning a lot off the bat, especially
new terms. I really enjoy hearing people
discuss all these different instances of
racist design. While I knew there was a
ton out there, I never knew about certain
things like computer face ID not working
for darker skinned people. I think it’s great
to have this discourse with people from
all backgrounds because everyone can
become more educated in the world around
us. Especially speaking from a place of
white privilege, education is one of the most
crucial aspects in being an active anti-racist.

58

IMPACT
JOURNEY MAPS

I’m struggling a bit to find
resources others haven’t, and it
is difficult to get resources for a
conclusion. I’m happy to do some
editing for everyone & wrap up
everyone’s ideas, though. I’m
really happy with everyone’s
level of communication, we all
seem to keep in touch with out
being pushy or overwhelming.

I’m a big fan of the mural
website. I think it’s a really
nice way to communicated
and organize ideas. I’m
looking forward to working
with my group mates & I hope
everyone gets along well.

I’m really excited to get started on
designing, I’ve been waiting for this
part. I think everyone else shares
in my excitement as well. I am a bit
nervous about accomplishing all
we need to accomplish in terms of
anti racist design. While I do feel like
I’ve learned a lot in this class, I am
very privilege and know that I won’t
know what’s best much of the time. I
think everyone’s probably got some
good ideas at this point, but I really
need to catch up a bit with them.

I was surprised just how many sources
everyone could find. So far it seems like
we all work at generally similar paces,
though there is some variation. I’m not
one who can focus if I do things really far
in advance, so I hope that blends okay
with others who love getting stuff done
early. It seems like everyone’s pretty
independent in getting their things done.

11/3/20
I completed my high fidelity prototypes
and I feel finally pretty happy with my
work. The cards I’ve created work
well with Jack’s excellent packaging,
and I believe the photo treatment
will blend well with the work Annie
has been doing. I’m hoping our
presentation goes well this week.

I think everyone’s very tense today
with election day looming tomorrow.
I’ve got one of those Michael Scott
boxes with happy & sad depending
on how the results are going.
Good: Sparkling wine, sour
candy, party poppers
Bad: Gin, chocolates, tissues

I ended this course a bit differently that I had
expected. I had a family member pass as well
as numerous other issues, and my group
members really helped me. I feel very guilty
for not being able to pull my own weight at
the end of this course. In end, Annie ended
up completing the designs I had started and
Jack was able to present in my place. I’m
incredibly grateful for all my group mates and
am very proud of the work they’ve done.

IMPACT
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Ethnicity

Age

Eur. American

21

Pronouns

SHE

HER

HERS
Name

ANNIE
FRANCE

10/10/20
Recently, the Cream of Wheat brand
stated they would be discontinuing the
usage of the chef mascot. I am so glad
they’re holding themselves accountable
but I must say I am surprised by the
change. As a consumer, I feel as though
I’ve grown accustomed to brands
refusing to change or just waiting until
the controversy dies down. They’re
a multimillion-dollar corporation, why
would they change just because a couple
of people are offended? But it is more
than a couple of people. Consumers
are using their voices and demanding
change. Just a couple of weeks ago
Uncle Ben’s announced a rebrand
and rename of their products to just
Ben’s. While I am glad the brands are
changing I do wonder if it is enough.

9/16/20
So far, this week has gotten me really excited
to take this class. As Professor Moses
explained the process book we will be
creating and gave some examples of projects,
it helped contextualize what this class is
going to consist of. I am interested to dive
deeper into the conversation surrounding
racism as most of my knowledge comes
from somewhat surface-level content I see
on social media. Taking time to unpack our
identities was a really engaging activity as
it gave me a chance to look deeper into
how others view me as well as how I view
others and how our identities are much more
profound than what we can see at first glance.

This past week we were assigned to
our semester-long groups and got a bit
more detail on what our project entails.
My group is focusing on the Cream of
Wheat brand which is a product I am
unfamiliar with. I’ve heard of cream of
wheat but thought it was a dish rather
than an actual brand. I am excited
about the assignment because I have
very little prior knowledge and a lot to
learn about and form opinions. Seeing
other group’s assigned products
had me paying more attention in the
grocery store. It made me wonder how
many other well-known products have
racist histories within their branding.

9/20/20
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Over this past week, our group has been working
on writing our literature review and we are now in
the final stages of the editing process. I was tasked
with writing about how brands can be inclusive and
what that means for the future of Cream of Wheat.
I actually really enjoyed my subject and found so
many great opinion pieces written by Black authors
on brands removing their racist logos. I also did
quite a bit of research into the meaning of inclusivity
and one of the most important sentiments I found
was that existence does not equal representation.
Just having a person of color on packaging does
not mean that they are properly represented.

10/29/20
This past week, our group presented to the
class and guest speakers on our progress
in our research and the methods we used.
Overall, I think it went pretty well and we
got positive feedback. What surprised
me were the questions and challenges
the guest speakers posed to us. I felt like I
understood the problem wholly and could
start designing immediately but I realized I
needed to take a step back and look at the
whole picture, rather than just the problems
with Cream of Wheat. The Cream of Wheat
packaging is just a side effect of ingrained
racism in the United State’s culture.

11/3/20
This week has felt pretty tense overall. With the election happening alongside schoolwork, it’s
hard to focus on projects. It feels like there is a much bigger thing happening that I’m ignoring for
class. Alongside that thought, class also ends up being an outlet. Rather than refreshing my Twitter
timeline every five minutes, I can focus on sketching or making a mood board, and it feels like a bit of
an escape. As for the project, I am nervous about some of the collaboration aspect. I would love to
create a really harmonious identity but that isn’t easy with six group members that can’t meet face to
face. It is still early in the design process though and I have faith we will produce a really great project.

I’m feeling pretty good
with where I am at in the
project, though I hope
the other members aren’t
losing steam. This has
been a really stressful
semester for all of us and
group work can definitely
create added pressure.
I like what has been
produced so far and I hope
to continue to support and
keep morale high so we
can finish this out strong.

We have finally completed
this project and I am so
happy. The journey has
had some highs and lows
and a lot of late nights
but I love the product
we created together. I
learned a lot through this
process and feel like I have
a newfound perspective
to design. I am excited to
see how I can continue to
apply the strategies and
values I’ve learned along
the way in the future.

IMPACT
JOURNEY MAPS
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Ethnicity

Age

20

HISPANIC
Pronouns

HE

HIM

HIS
Name

MICHAEL
NAULA

9/29/20
Today my small group started
working on the define category.
The terms used were either a
theory or a method. Our job was
to determine which terms would
best fit our packaging. I decided
to choose three terms. They
were interactionism, era map and
concept map. Interactionism is
a word I’m not familiar with, but it
essentially means the ways people
influence society and vice versa.

9/15/20
Today in class we discussed our
identity cards in small groups. One
of my group members mentioned
that sometimes we are not always
conscious about a certain aspect
of our identity until something
brings it up. For example, as
a woman, my group member
mentioned that she doesn’t have
to think about her gender unless
she talks about it or she has anxiety
that someone is following her.

During class we organized terms
and organized them based on if
they are applicable to the Cream of
Wheat packaging. One of the terms
was cultural appropriation. This one
could go both ways as the packaging
is taking some degree of cultural
elements by having a black man in
the packaging. In the end we decided
to put this term in the maybe pile.

9/15/20
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For today’s class there was a fair amount of
group work. We each assigned ourselves
theories or methods. The theory I assigned
myself was interactionism. There are three
parts to this theory. One, actions depend
on meaning. Two, different people assign
different meanings to things. Three, the
meaning of something can change. It’s
gonna be interesting finding sources on
this and finding a way to present it.

10/13/20
More group work. So far our group
has been doing exceptionally well.
I’ve gotten some clarification on how
to incorporate interactionism into the
research, by merging it with a journey
map. There are a number of ways I can
approach this. I can base it off myself,
some other person or a persona.

10/6/20
10/27/20
Today the group and I started to do some ideation.
This involved looking at different systems and artifacts
and putting them together to make a user experience
where an impact is made. Some examples of these
artifacts included a website, typography and even a
sticker! The next thing to do was come up with ideas
that can work with the redesigned packaging.

Well, people are stressed
as hell today. On the bright
side, at the beginning
of class we got to do a
breathing exercise and
got to play a game called 5
seconds. Very productive!
Today was mostly a
chill day, not much had
to be done except to
refine our presentation
for Thursday.

11/3/20

12/1/20
Things are looking up! The
team and I are headed
into the final weeks and
the end of this project is
around the courner. There
have been minor speed
bumps but the team is
back on track to make
an awesome package
redesign. It’s time to add
the finishing touches!

IMPACT
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Ethnicity

23

CHAMORRO & AFRICAN
AMERICAN
Pronouns

SHE

10/13/20

Age

HER

HERS

I feel that our group work is going well. This week we’ve
been gathering resources for our literature review and
annotated bibliography. I’m slightly unsure how to feel
about some of the resources I’ve found, but I hope they
are proven helpful to my team. Things are steady and
I think we are looking forward to the design aspect.

Name

ERICA
WARREN
9/15/20
I have always thought I was pretty
aware of racism in design. I never had
felt shocked when I saw racist designs,
because I knew that even today they
are still relevant in popular culture,
media and in products. But I never
gave much thought about how many
hands that design went through, and
still was passed. How can that be? As a
growing designer, the design process
always involves multiple perspectives
and ideas from everyone. The more
I learn about the class, the more I get
excited to be more informed about
racism in design and how we as
young designers can change this.

10/6/20
This week our team assigned rolls for our presentation
after sorting through the “Methods & Theories” area of
our mural board. Since there were less cards to sort, we
did the whole lot together as a team. The project vision
is starting to come together. And I look forward to it.
I like doing the mural with my group. It is very interactive
and interesting. I wish we could’ve done this in
person, but mural board is a great virtual second!

9/29/20
This week, Cream of Wheat worked on our mural
board. We started to chip through the “Define” cards.
As a team, we separated them all out evenly and spoke
as a group to decide which ones belonged in our
project. It was a good way to get everyone involved
and create good discussion. And if we have questions
on a card, we’d put them aside so that we could look
over them a second time, do some research on the
term and then decide as a team if it was applicable.

It was interesting talking with my group about the different
Context Terms on our Cream of Wheat mural. I enjoy my
group members, we all seem like very true blues in the way
that we communicate with each other. Everyone has been
understanding and we did a great job just learning about each
other, our product and created our group community guidelines.

9/22/20
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This week, we are working on finishing our Annotated
Bibliography. The sources came out well and there were
little repeats. Next will be revising our Literature Review,
which is coming together nicely. Just needs more work
to be cohesive since we all wrote separately. Today,
on this snowy day, we came together to work on the
slideshow. We were encouraged to heavily focus on
the imagery of it, which makes me excited to work and
talk about my method and theory of choice; competitive
analysis (method) and culture of prejudice (theory).

10/20/20

10/27/20
After completing our presentation
for Cream of Wheat, we move on to
our ideation phase. My group and
I have expressed our excitement
for this portion of the project. I
think we are all craving to design.
Though we’ve learned a lot of useful
information upcoming to this portion.
I wonder what we will do next!
Things are kinda stressful in
general right now. Just in personal
life, but also in the world. It has
definitely out me on an edge.

Today is election day! And I feel very
anxious. We continued to work on our
project over the weekend. And in today’s
class I think I could feel everyone’s
stress. It was fun having most people’s
cameras on today. We took a breath
and played a game through zoom. Even
though it was electronic, it was nice to
see so many people and have fun with it.
Last week we decided on the different
areas of the project that we would
work on. I’ve been put on the display
team, and there’s the book team
and the packaging team. Then we
agreed we would come together
and make it nice and cohesive.

11/3/20

12/1/20
This week we work on our high fidelity
prototypes for the presentation on
Thursday. I think it is going well. I wish
my drawing skills were smoother, I
want the display to look nice and work
cohesively with our packaging design.
It’s been a long week and the end of the
semester gets closer. It’s similar to the
last lap of Mario Kart, when the music
is really fast and it’s very intense. Group
work always has its ups and downs, but
making something with a group that you’re
proud of too is always a great feeling.

Holiday break ya’ll! We had a nice relaxing weekend
without work after the mid fidelity prototype
presentation. I was really proud of our group and
how the presentation turned out. After today,
we didn’t meet for class again until the following
week to go over what we have going right now.
Having the time to work independently is great.
Independently in the comforts of home, too.

11/24/20
IMPACT
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Ethnicity

Age

20

Eur. American
Pronouns

HE

HIM

10/13/20
HIS
Name

JACK
WEISE

Our group has a lot of good
information and resources for
Cream Of Wheat and I’ve already
started coming up with fun ideas
for the new identity. I have had a
particular interest in learning more
about the character Rastus, the
“name” given to the man on the
box originally. Rastus was used in
a similar way to Jim Crow for much
of the 19th and 20th centuries.

9/17/20
One thing that the racism untaught
workshop has helped me understand is
just how privileged I am. I’ve known for a
while now that I am privileged by virtue of
being a white, straight, male. But after going
over the activity, I saw that the majority of
those topics I found myself in the power/
privileged group. When discussing with
my classmates I learned that not everyone
has these privileges like I naively just sort
of assumed. I grew up in an primarily white,
suburban town south of the twin cities and
while I was aware that many people faced
unfair hardships, I was not fully conscious
about just how many things can be stacked
against people of different skin color, classes
and genders. I want to be an advocate for
equal representation in our society, and I
want to commit myself to learning more
about disparities between marginalized
groups and those with privilege and power.
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So far I’ve enjoyed the discussions
in class. Some of the racialized
design that we’ve talked about
is really eye opening. Things
like Uncle Ben’s Rice and The
Chiquita Banana Lady all the
way to how beauty companies
market their products towards
largely white people are all stark
examples of racialized design.

9/22/20

10/29/20

10/20/20
I actually had a decent time writing my
portion of the Lit Review. I was tasked with
delving into the history of Cream of Wheat.
Going over the origins of the packaging
and the man on the package. It was very
interesting to learn about and see the different
advertisements. One article I found was
very helpful in showing real advertisements
from the company. This allowed me to craft
a paragraph on the history pretty easily.

Our presentation went well
I hope. I used a term in the
presentation that I did not know
was offensive to people of mixed
race. I had assumed it was an
ok term because it appeared
on the US census documents,
but I should have known that the
US government hasn’t exactly
been free of racism in its history. I
definitely learned something new!

11/19/20

11/5/20

Thanksgiving is near and that
means the deadline for our project
is fast approaching. I’m making
good progress on the packaging
so here’s to hoping that sticks! I
recieved good feedback on my
designs so I will be incorporating
bits and pieces from several
directions into the final prototypes

Our project is starting to move along.
Because its election week though we
are all feeling overwhelmed by the
amount of stress and work we need to
accomplish. We’ve been taking it easy
on the project front but definitely need to
start kicking it into high gear next week!

12/1/20
Our final prototypes are nearly complete
and the final design will be coming up
soon! I am so proud of my work so far and
am excited to cross the finish line. I am
incredibly nervous for the final presentation
but I know it will go well! Its been a blast
to work on this project this semester.

IMPACT
JOURNEY MAPS

67

Ethnicity

Age

21

Eur. American
Pronouns

SHE

HER

HERS
Name

KASIA
WHITE

The ‘Where I’m From’ poem
assignment made me think a lot
about where my own prejudices
and biases came from. I am from
St. Louis, Missouri, a fairly ‘red’ and
conservative state, and although
I was raised in a very liberal family,
I have to acknowledge that I still
benefit from the white privilege that
harms BIPOC. I am actively trying to
let go of any biases that may have
come from being raised there.
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I’m learning a ton about the history
of different designs and how
racism has impacted them. I didn’t
know much about the Cream of
Wheat brand before starting this
project, so doing the research has
been really informative for me.
The group works together and
communicates well and I’m happy
to continue working with them.

Discussing and moving forward
with our packaging design was
interesting for me. This was a
great way to start out the design
process, and although it took me
a bit to figure out how to use Mural
I’m enjoying the site now that I’m
comfortable with it. I’ve never done
a group design project before
so a lot of this feels very new.

Writing isn’t my favorite so I’m glad to
be mostly done with my part of the Lit
Review. I do feel like I’m much better
prepared to continue with the design
process after writing it and understanding
the brand. It was a bit difficult to find so
many sources but we made it work.

Our presentation went well, which
was good because I was a little
nervous. It was so cool to see
what the other groups have been
working on. Everyone’s designs
look super cool and I’m excited to
see where they go! I’m also excited
to start making more prototypes.

11/3/20
Election week has been super draining and I’m
having a difficult time getting anything done.
Everyone seems to be taking it easy this week
(as they should) so I’m also taking some time
for self-care and reflection. I’ve been trying
to spend more time with my roommates and
contact my family during this stressful time.

It’s been hard to be
productive this week
since I’ve had a lot
of work to do and
it’s getting towards
Thanksgiving break.
Thankfully I’ve been
able to find some helpful
strategies to get around
my motivational slump.
I’m happy with the
direction that my display
design has taken.

I’m so excited to present
this project once it’s
finished- we’ve all put
a lot of work into it and
I think it’s going to look
amazing. I just need
to fix a few things on
my final prototype and
then it’ll be good to go.
It feels very surreal to
me that the semester is
nearly over- it’s been a
strange semester but
I’ve learned so much.
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Closing
It is important to acknowledge that by redesigning Cream
of Wheat, we are not erasing their history. Accountability
is essential and by removing the harmful imagery from a
box, we acknowledge that does not remove the harm done.
Our intention was to create an anti-racist design that moves
Cream of Wheat in the direction to be an inclusive brand
Through this process, we researched the history of the brand,
learned about racialized design, and executed a full identity
rebrand. The perspective and knowledge we gained from this
project is valuable and has improved each of us as designers.
Thank you.

