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About NATCOL

About NATCOL Established in 1979, the Natural Food Colours Association (NATCOL) is the go-
to organization for the use of natural coloring solutions worldwide. It represents companies and
associations which provide Natural Food Colors and Coloring Foods for the food and
beverages, feed and related industries.
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NATCOL Consumer Attitudes Study — Study Overview

When should food manufacturers be particularly concerned about their choice of food colors,
whether natural or artificial? Do consumers care about whether a product uses natural versus
artificial colors? How much does the choice of food colors influence US consumers’

purchasing decisions?

These are some of the key questions the Natural Colours Association (@NATCOL) set out to
answer in the NATCOL US Consumer Food and Beverage Colors Attitudes Study, 2025. This
landmark research explored how aware consumers are of natural food colors, how they feel
about their use across different product categories, and how color choices factor into purchase
decisions. The study also looked at the most effective ways to communicate the use of natural

colors on packaging.

The research was conducted in late 2025 and was based on an on-line survey of 1,004 US
consumers. Allrespondents were responsible for household purchasing, and the sample was

designed to reflect the general US population, across gender, ethnicity, geography and income.

Usage and Attitude study (Quantitative online study)
* Interviewing a larger sample of people in a

Questionnaire Topics:
Food purchase
quantitative online study Color Acceptance
1004 participants in the US in order to Natural vs. Artificial
obtain quantifiable results colors

The process involves screening, followed by

Ingredient Insights

a auestionnaire Communication

Price
Colors per category
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As a follow up to the 2024 study, this new research aimed to deepen the understanding of
natural food colors. In particular, the study examined consumer awareness of recent legislative
developments at both the state and federal levels. The findings show that roughly half of the

U.S. population is aware of these changes.

“At NATCOL, we work to increase awareness of natural colors and champion their use,” says
Luc Ganivet, President of NATCOL. “This study represents a major investment by our
association, giving us valuable insights into how consumers’think about food colors overall -
and natural colors in particular. Mostimportantly, it equips our members, who supply natural
colors — as well as their customers in the food and beverage industry-- with actionable insights

on how food colors influence consumers purchasing decisions and support product success.”

While the findings from both the 2024 and 2025 studies remain largely consistent — showing a
clear preference for natural colors over artificial ones - there are signs of a greater bandwidth in
distinction between synthetic and natural options compared to the previous study. This may

point to growing confusion in the market and calls for more consumer education.

Some Key Insights:

In direct comparison clear preference of consumers for
natural colors over artificial color

* Clear preference for natural over artificial additives in food
and beverages

* Natural colors are significantly preferred by consumers over
artificial colors

* Positive perception of natural colors versus artificial colors

Low awareness of the topic of coloring for foods & beverages

e Ingredient listis importantin consumer purchase decisions

e Other additives such as flavors or preservatives are more
important to consumers than colors

e |nthe current purchase decision, the absence of artificial
color is more important to consumers than the presence of
natural colors
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Awareness of federal decisions to phase out artificial colors

Nearly 50% of American consumers have heard about state or
federal decisions to phase out artificial colors.

This information has influenced nearly half of those consumers
to purchase fewer food and beverages with artificial colors.

Explanation significantly increases acceptance of natural

colors

After explaining to consumers what natural colors are,
acceptance of natural colors increases significantly, by 15%
After explaining to consumers what artificial colors are,
acceptance of artificial colors does not change.

Open to more information and education about natural colors

Consumers feel particularly informed about the use of natural
additives

Consumers would like more information and education about
the use of natural flavors and colors

Consumers see food manufacturers, consumer protection
agencies and government as having the primary responsibility
for providing this information

Natural color claims encourage consumers

©000

Consumers are encouraged by claims that promise the
presence of a natural color (with natural colors | with colors
from a natural source | colored with fruit and vegetable juice |
with colors derived from nature)

Consumers are encouraged by claims that promise the
absence of artificial colors (no artificial colors | no artificial
dyes | no added food coloring | no synthetic colors

To learn more about natural colors, visit https://natcol.org/.
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