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Executive Summary

The rapid transition from traditional diets to diets high in ultra-processed foods 
and beverages has been responsible for a massive increase in obesity rates in 
Brazil.1 Almost one in five Brazilians have been affected, with obesity rates up 
from 11.8% in 2006 to 19.8% in 2018.1 Against this backdrop—and the corresponding 
rise in diabetes and heart disease burdening the nation’s health systems—Brazil’s 
Health Surveillance Agency (ANVISA) convened stakeholders from civil society 
and the food industry, among others, to be part of a working group to develop a 
new food labeling system. This initiative was carried out in response to the results 
of research by the Brazilian Institute of Consumer Rights (IDEC) highlighting con-
sumers’ needs for clearer information to help them make healthier food choices. 

Since 2014, when the working group first met, the country’s public health officials 
and civil society partners agreed upon the need for a system that informs the 
public and warns them about the health risks of processed foods high in salt, 
fat, and sugar. Yet how to fulfill that need was far less clear. ANVISA, which is an 
autonomous regulatory branch of Brazil’s health ministry, navigated between civil 
society recommendations—which pressed for strong warning labels—and the food 
industry, which called for a less effective approach that stopped short of warning 
the public. 

IDEC, in collaboration with partners from the Brazilian Alliance for Healthy and 
Adequate Food, a coalition of civil society groups, led a series of communication 
campaigns to promote effective front-of-package labels and maintain the 
momentum for ANVISA’s initiative. 

The partners’ communication efforts paid off in October 2020, when ANVISA 
finally approved a model for front-of-package labels. Before that victory, however, 
IDEC’s communication efforts, under the banner of the Alliance, paved the way  
for a successful public consultation to determine which packaging models  
would most likely lead to healthier eating habits. In order to drive consumers to the  
ANVISA website and urge them to participate in the 2019 public consultation, part-
ners conducted targeted digital media campaigns, resulting in an unprecedented 
volume of responses, and, ultimately, the selection of a warning label model. 

Vital Strategies, as part of the Bloomberg Philanthropies Food Policy Program, 
supported partners to develop these successful communication campaigns that 
were a critical component of the policy advocacy effort. This case study focuses 
on the strategies taken to engage public participation, which ultimately led to a 
positive outcome regarding this pressing public health issue. 

1   Surveillance of Risk Factors and Protection from Chronic Diseases by Telephone Survey (Vigitel) 
– Access: vigitel-brasil-2018.pdf (saude.gov.br)



www.instagram.com/p/Bcp7Jw5Ax4m/?utm_source=ig_web_copy_link
www.instagram.com/p/Bcp7Jw5Ax4m/?utm_source=ig_web_copy_link
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A Strategic Media Campaign to 
Promote the Public Consultation 
This section highlights the details of the partners’ media strategy— an intersection 
of digital media, traditional media and earned media. The communication cam-
paign started in 2014 and the  partners’ communication efforts finally paid off in 
October 2020, when ANVISA finally approved a model for front-of-package labels 
featuring a magnifying glass with text to warn consumers about products high in 
sugar, saturated fat or sodium. 

While research showed the magnifying glass had greater impact than some other 
proposed labels—including the traffic light model proposed by the food and 
beverage industry—partners still consider the black triangles model to be the one 
that would have the greatest impact on consumer behavior. Nonetheless, after 
seven years of consultations, the partners welcomed the adoption of this “high 
in…” label as a positive step and celebrated the communication campaigns that 
played a major role in this victory.

How digital media was used to build the case for 
front-of-package labels

After several years of campaigning using traditional media to set the agenda and 
highlight  the need for front-of-package warning labels for the Brazilian public, 
partners relied more on digital media during ANVISA’s public consultation to 
stimulate participation and drive traffic to ANVISA’s website, where the feedback 
process was hosted. The first step in the media strategy was identifying the 
audience. 

Understanding the audience 

Since ANVISA’s public consultations usually have a complex format that demand 
a certain level of education and expertise, partners agreed to focus on target 
audiences more likely to contribute, namely:

a. Parents: middle to high socio-economic status and educational level (known in 
Brazil as “AB socioeconomic status”); male and female; 30-45 years old;

b. Adults interested in health: health professionals; healthy people; those who 
search for health subjects online; middle to high socio-economic status and 
educational level (known in Brazil as “AB socioeconomic status”); male and 
female; 25-60 years old;

c. Youth: young people engaged in social issues; middle to high socio-economic 
status and educational level (known in Brazil as “AB socioeconomic status”); 
male and female; 20-30 years old.





https://direitodesaber.org
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Monitoring new bills 

During the campaign period, six new bills on food labeling were presented in the 
National Congress. Partners continuously monitored these bills. While this process 
was highly influenced by the food industry, the introduction of new bills showed 
that the campaign had an impact on politicians; they wanted to demonstrate to 
their electoral base that they were engaged in a subject that had relevance in the 
national agenda. 

Preparing the public for a user-unfriendly website

Aware that ANVISA’s website was not user-friendly, partners also created a tutorial 
video with step-by-step instructions on how to complete the consultation form; 
this was developed and shared extensively via partners’ social media channels 
and on the “Right to Know” website. Partners also realized that more people were 
participating in the consultation through desktop or laptop computers. This was 
attributed to ANVISA’s website being particularly hard to navigate via mobile 
phone, so the partners adjusted their investments accordingly.

Timeline extensions 

Another adjustment was made near the end of the public consultation after  
ANVISA decided to extend the deadline another 30 days. At that point, the  
partners felt that social media outlets were already saturated with messaging. 
Instead, partners decided to project a video on the side of a 30-foot building  
along São Paulo’s main avenue, Avenida Paulista. The projection lasted three hours,  
playing a selection of campaign videos and reaching thousands of people who 
passed by during a busy weekday. It also generated more than 30 stories on 
national and local media. 

https://www.youtube.com/watch?v=lK733O1A5Yg
https://www.youtube.com/watch?v=lK733O1A5Yg




https://www.youtube.com/watch?v=To0k46n4Lqc
https://www.youtube.com/watch?v=qkYAMsFocwQ
https://www.youtube.com/watch?v=J9OcZJFvN50
https://www.youtube.com/watch?v=J9OcZJFvN50
https://direitodesaber.org/

