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“Brazilians are gradually adopting healthy eating habits.
However, despite the intention to limit the intake of salt,

sugar, meat and carbohydrates, for example, the majority
of consumers still don’t want to radically change their

behavior. In this scenario, brands need to understand what
consumers expect in terms of healthy eating habits in each

category and consumption occasion.”
– Ana Paula Gilsogamo, Food and Drink Analyst

This report looks at the following areas:

• There are still barriers to some healthy eating habits
• Healthy eating is strongly associated with cooking at home
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Figure 2: “Eu Rastreio” campaign

Consumers are most likely to choose “healthy” on fish and meat categories

Brazilians are most likely to choose a “healthy” option for breakfast

Limiting the amount of salt is the main approach to healthy eating

Menus with greater variety can help consumers eat healthily

Consumers are most likely to choose “healthy” on fish and meat categories
Figure 3: Most popular categories for healthy eating, May 2017

Functional options of ready meals may appeal to young consumers
Figure 4: Most popular categories for healthy eating, ready meals, by age, May 2017

Soft drinks with higher natural content can attract men aged 16-34
Figure 5: Most popular categories for healthy eating, soft drinks, by age and gender, May 2017

Brazilians are most likely to choose a “healthy” option for breakfast
Figure 6: Meal occasions chosen for healthy eating, May 2017

Quick and healthy options for lunch may appeal to full-time workers
Figure 7: Meal occasions chosen for healthy eating, lunch, by occupation, May 2017

Figure 8: “Restô Dontê” series

Healthy after-dinner snack options appeal to those aged 45+
Figure 9: Meal occasions chosen for healthy eating, snack after dinner, by age, May 2017

Limiting the amount of salt is the main approach to healthy eating
Figure 10: Attitudes toward healthy eating, May 2017

Many consumers want to reduce their meat consumption
Figure 11: Attitudes toward healthy eating, adherence to diet and consumption of meat, May 2017

Products with natural sweeteners may appeal to women
Figure 12: Attitudes toward healthy eating, artificial sweeteners, by gender, May 2017

Menus with greater variety can help consumers eat healthily
Figure 13: Behaviors toward healthy eating, May 2017

Low carb diet products may appeal to women aged 55+
Figure 14: Behaviors toward healthy eating, “I closely follow health and diet news,” by gender and age, May 2017

Smaller packages of indulgent snacks may attract AB consumers
Figure 15: Behaviors toward healthy eating, by socioeconomic group, May 2017
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