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are normally n all types of food and drink.  

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  

 
Brazilian consumer perceptions of food and beverage colors 

The NATCOL Brazilian Consumer Attitudes Study 2026 examines how Brazilian consumers 

perceive and understand the use of natural and artificial colors in food and beverages. The 

research builds on previous NATCOL consumer studies and provides market specific insight 

informed by Brazil’s regulatory and labeling environment. 

The study addresses three key questions: 

• In which situations do Brazilian consumers consider the use of food colors? 

• How do they assess natural versus artificial colors? 

• To what extent do color choices influence purchasing behavior? 

           

 

 

 

          
 

 

 

 

 

 

  

Methodology  

The study was conducted in early 2026 through a quantitative online survey of 1,000 
Brazilian consumers. All respondents were involved in routine household food and 
beverage purchasing decisions. The sample was nationally representative by age, 
gender, region, ethnicity, and income. 

To enable comparison with existing NATCOL research, the questionnaire closely 
followed previous U.S. studies, with minor adaptations to reflect Brazilian labeling 
requirements, including front of pack disclosure of artificial colors. 

Questionnaire Topics:  

• Purchase drivers and decision making 

• Awareness and understanding of food colors 

• Perceptions of natural and artificial colors 

• Labeling and ingredient communication 

• Willingness to pay 

• Category specific acceptance 
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Role of color in purchase decisions  

While consumers report relatively low awareness of food colors, appearance remains a key 

purchase driver. After taste and price, visual appeal remains a key purchase driver, reinforcing 

the role of color in product selection. 

The research shows that, at point of purchase, avoiding artificial colors has a stronger influence 

than actively seeking natural colors, particularly in initial product evaluation. 

Consumer preference and acceptance  

When asked directly, respondents show a clear preference for natural colors compared with 

artificial alternatives. This preference is consistent across demographics, although younger 

consumers demonstrate higher familiarity with additives overall and greater tolerance of 

artificial colors. 

Artificial colors are more frequently associated with concern, while natural colors are more 

closely linked with positive expectations. 

Understanding and education  

The study confirms that consumer understanding of food color definitions remains limited. 

Many respondents incorrectly assume that both natural and artificial colors originate from 

natural sources or are inherent to the product. 

Importantly, the findings demonstrate that education has a significant impact on acceptance.  

 

 

 

 

 

 

 

After respondents were provided with neutral, factual explanations: 

• Acceptance of natural colors increased by 25% 

• Acceptance of artificial colors remained unchanged 

This indicates that improved understanding consistently supports and significantly 

increases natural color acceptance. 
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Labeling and communication effects  

Brazil’s mandatory front of pack labeling of artificial colors is well recognized. More than half of 

consumers are aware of this requirement, and two thirds of those report reducing purchases of 

products containing artificial colors. 

 

 

 

 

 

 

 

 

Category differences  

Natural colors are widely accepted across all food categories and in most beverages. Artificial 

colors show comparatively higher acceptance in categories typically perceived as indulgent or 

highly processed, such as: 

• Confectionery 

• Desserts 

• Snacks 

• Soft drinks and energy drinks 

Even within these segments, natural colors demonstrate stronger overall acceptance. 

 

 

Clear ingredient and claim communication 

influences purchasing behavior.  

Claims such as: 

• “With natural colors” 

• “Colored with fruit and vegetable juice” 

• “No artificial colors” 

are viewed positively. In contrast, explicit references to 

artificial colors are associated with lower purchase 

motivation. 
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Implications for industry  

The findings of the NATCOL Brazil Consumer Attitudes Study 2026 indicate that: 

• Brazilian consumers consistently favor natural colors when they understand their 

purpose 

• Education and transparent communication increase consumer acceptance and 

understanding 

• Regulatory labeling influences purchasing behavior 

• Natural color claims support informed consumer choice 

• Willingness to pay aligns with expectations of natural ingredients 

Supporting transparency and informed choice 

NATCOL works to promote understanding of natural food colors and their role in food and 

beverage products. This study provides evidence-based insight to support manufacturers, 

brand owners, and ingredient suppliers as they respond to Brazilian consumer expectations 

and regulatory frameworks. 

Together with previous NATCOL research, the Brazilian study reinforces the role of natural food 

colors as an element of transparency, clarity, and consumer trust within the food industry.  

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  

• Ingredient list is somewhat important in consumer purchase decisions  

• Other aspects such as sugars or preservatives are more important to consumers than 

colors  

• In the current purchase decision, the absence of artificial color is more important to 

consumers than the presence of natural colors  
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To learn more about natural colors, visit https://natcol.org/.   

 

 

 

 

Front Package Labeling affects two third of consumers purchase behavior  

• More than 50% of Brazilians know about artificial colors having to be labeled on the 

front of the package  

• This information has influenced two thirds of the consumers to purchase fewer food and 

beverages with artificial colors, especially women, parents and tendentially older 

consumers  

Explanation significantly increases acceptance of natural colors  

• After explaining to consumers what natural colors are, acceptance of natural colors 

increases significantly, by 25%  

• After explaining to consumers what artificial colors are, acceptance of artificial colors 

does not change.  

 

Natural color claims encourage consumers  

• Consumers are encouraged by color claims that promise the presence of 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 color claims that promise the absence of artificial colors 

(no artificial colors | no added food coloring)  

• The claim “with artificial colors” is by far the least motivating claim  

 

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 the government 

as having the primary responsibility for providing this information  

 

https://natcol.org/
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Natural Food Colours 
Association (NATCOL aisbl) 
Rond-Point Schuman 6,  

boîte 5 (5th floor),  

1040 Etterbeek,  

Brussels, Belgium  

www.natcol.org 


