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ABSTRACT
UNDERSTANDING CONSUMER MOTIVATIONS BEHIND CHOOSING VEGAN
FOOD PRODUCTS
By
Kanika Bedi
2025
Dissertation Chair: <Chair’s Name>

The increasing global adoption of veganism is driven by ethical, environmental,
health, and social factors. This study explores consumer motivations behind choosing
vegan food products, aiming to understand key drivers such as health consciousness,
ethical considerations, environmental concerns, and social influences. The research also
examines demographic variations, barriers to vegan consumption, and the broader
implications for businesses and policymakers.

A mixed-methods approach was employed, combining quantitative surveys with
qualitative interviews to gain a comprehensive understanding of consumer behavior. The
survey targeted a diverse sample of consumers, assessing their motivations, awareness, and
purchasing behaviors. In-depth interviews provided richer insights into individual
decision-making processes, challenges, and personal experiences with veganism. The
collected data were analyzed using statistical and thematic analysis to identify key patterns
and trends.

Findings reveal that health-related concerns, particularly the perceived benefits of

plant-based diets in reducing risks of chronic diseases such as heart disease, obesity, and
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diabetes, are a major driver of vegan food choices. Ethical considerations, including animal
welfare and cruelty-free consumption, also play a critical role in shaping consumer
preferences. Additionally, environmental awareness, particularly concerns about climate
change, deforestation, and resource depletion, significantly influences individuals’
decisions to choose vegan food products.

Despite the rising popularity of veganism, barriers to adoption persist. Higher costs,
limited accessibility, taste preferences, and a lack of education about plant-based nutrition
remain significant challenges. Demographic differences were evident, with younger
consumers more inclined toward environmental and ethical concerns, while older
consumers prioritized health benefits. Social influences, including peer networks, media
advocacy, and cultural factors, further shape consumer attitudes and behaviors.

The study concludes that addressing these motivations and barriers is essential for
businesses, policymakers, and marketers seeking to expand the vegan food market.
Improving affordability, increasing product availability, and enhancing education on plant-
based nutrition can help drive greater consumer adoption. This research contributes to the
growing literature on consumer behavior and ethical consumption, providing actionable
insights to support the continued growth of the vegan food industry and promote

sustainable, health-conscious dietary choices.
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CHAPTER I:

INTRODUCTION

1.1 Introduction

In aworld marked by ever-evolving dietary paradigms and an increasing awareness
of the interconnectedness of food, health, ethics, and the environment, the concept of
veganism has risen to the forefront of discussions about sustainable and ethical living. The
significance of veganism extends far beyond mere dietary preferences; it is a multifaceted
movement that challenges conventional norms and prompts a reevaluation of our roles as
consumers, global citizens, and guardians of the planet. By consciously embracing
veganism, individuals commit to a set of principles that prioritize compassion for animals,
sustainability, personal health, and ethical consumption. This lifestyle choice stands as a
testament to the transformative power of personal decisions in addressing complex,
interconnected global challenges.

The Vegan Society defines veganism as “a philosophy and way of living which
seeks to exclude—as far as is possible and practicable—all forms of exploitation of, and
cruelty to, animals for food, clothing or any other purpose; and by extension, promotes the
development and use of animal-free alternatives for the benefit of animals, humans and the
environment. In dietary terms it denotes the practice of dispensing with all products derived
wholly or partly from animals.” A vegan diet is a type of plant-based diet that excludes all
animal products, including meat, dairy, eggs, and honey. Vegan food products are derived
or processed from plant-based sources and are offered as healthier substitutes for meat,
providing excellent taste and flavor. They are primarily made from ingredients like wheat

and soy. Dairy-free products and beverages are prepared from plant-based sources such as
1



soy, rice, coconut, and almond.
Origin of Veganism

The less restrictive form of veganism i.e. vegetarianism has been existing since
antique times, with the Greek philosopher and mathematician Pythagoras of Samos being
one of the earliest prominent recorded advocates, yet explicitly vegetarian diets without
dairy or eggs appeared only at the beginning of the 19th century (The Vegan Society, 2014).
The word ‘vega’ was already in use in vegetarian circles and had been for some time. Infact,
from 1934, one of the best-known London vegetarian restaurants was the Vega (The Vegan
Society, 2014).

The word ‘Vegan’ was coined in 1944 by Donald Watson, secretary of the Leicester
branch by taking "the first three and last two letters of 'vegetarian™ because it marked, in
Watson's words, "the beginning and end of vegetarian”. This was in response to the
discovery of tuberculosis in 40% of Britain’s dairy cows the year before. Watson used this
to his advantage, claiming that it proved the vegan lifestyle protected people from tainted
food. Three months after introducing the term, he provided an official clarification on its
pronunciation: “Veegan, not Veejan,” he penned in his fresh Vegan Society newsletter,
which had a readership of 25. When Watson passed away at the age of 95 in 2005, Britain
had 250,000 individuals who identified themselves as vegans, and the U.S. had 2 million.
Notable vegans include Moby, Woody Harrelson, Fiona Apple, and Dennis Kucinich.

The roots of veganism can be traced back to various philosophical, cultural, and
ethical foundations, reflecting the diverse motivations of its adherents. Whether driven by
concerns for animal welfare, an interest in mitigating climate change, a pursuit of healthier
living, or an alignment with ethical principles, vegans are united by their commitment to
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making choices that resonate with their values and ideals. The growing prominence of
veganism in mainstream discourse is a testament to its significance. From plant-based fast-
food options to the emergence of vegan celebrities and influencers, the movement has
permeated various aspects of contemporary culture. This phenomenon is not merely a
dietary preference but a reflection of a broader societal shift towards mindfulness,
sustainability, and a reimagining of the relationship between humans, animals, and the
planet.

A detailed article on “Veganism in India and its Growth Over the Years Into a
Formidable Movement” states that globally, one of the most prominent cultural form of
veganism can be traced back to Israel, where all residents of a small village named Dimona
are vegan. The 50-year-old vegan village is home to more than 3,000 African Hebrew
Israelites of Jerusalem. Popularly known as the ‘Village of Peace’, the members of this
religious community arrived in Israel in 1969. These Hebrew Israelites are not Jewish,
rather they consider themselves as spiritual descendants of the ancient Israelites. They draw
inspiration and guidance from The Bible, and it dictates their entire lifestyle, including diet.
In India, followers of Buddhism and Jainism have also advocated and practiced a form of
veganism in India for centuries, with the belief that humans should not inflict pain on other
voiceless animals. Even Hinduism advocates a vegetarian lifestyle, with several animals
considered as deities.

Surge in Veganism

The recent years have seen a significant surge in veganism and vegetarianism
across the globe, driven by the battle against climate change and the inhumane conditions

in factory farms. The perils of excessive meat consumption are becoming increasingly
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evident in the Western world, leading many to opt for alternatives to meat in an effort to
mitigate the detrimental effects of the worldwide meat industry.

Veganism, a lifestyle and dietary choice centered around abstaining from animal
products, has a rich historical background that extends far beyond its recent surge in
popularity. Plant-based diets, which form the core of veganism, have been embraced by
diverse communities across various cultures and epochs. These dietary practices have often
been deeply intertwined with specific religious beliefs and socio-cultural traditions, serving
as a fundamental aspect of community identity and values (Leitzmann, 2014). Despite its
longstanding presence in human history, veganism as a distinct movement only began to
take shape relatively recently. In 1944, the formal establishment of veganism as a
recognized movement occurred in response to requests from members of the Vegetarian
Society to create a dedicated segment focused on non-dairy vegetarianism (Stepaniak,
2000). However, even after its official inception, veganism remained on the periphery of
mainstream consciousness for several decades. It wasn't until the 2010s that veganism
experienced a remarkable surge in popularity and acceptance, gradually transitioning from
a niche lifestyle choice to a widely recognized movement. Social media platforms, such as
Instagram, played a pivotal role in this transition. The rise of Instagram in 2012 coincided
with a noticeable uptick in the visibility and adoption of veganism (Stano, 2021). As social

media continued to evolve and expand, so too did the reach of the vegan movement. The

impact of social media on the proliferation of veganism cannot be overstated. Platforms
like Twitter also contributed to the dissemination of vegan ideals, with discussions and
conversations around veganism proliferating rapidly. Additionally, Google searches for

vegan-related topics surged, reflecting a growing curiosity and interest in plant-based
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lifestyles (Stano, 2021). These platforms not only served as spaces for sharing information
and resources but also became effective channels for advocacy and community-building
within the vegan movement. In essence, the emergence of social media platforms has
significantly expanded the boundaries of the vegan movement, catapulting it into the realm
of one of the most significant contemporary food trends. Through the power of online
connectivity and digital discourse, veganism has transcended its niche origins to become a
mainstream cultural phenomenon with global implications.

One of the key global challenges is the shift towards food that is both healthy and
environmentally sustainable. The substitution of animal-derived products, specifically red
meat and milk, with those sourced from plants holds the potential to significantly reduce
greenhouse gas emissions (Springmann et al., 2018). This is a contributing factor to the
rising trend of diets that exclude or limit the intake of meat, milk, dairy, and eggs,
particularly in affluent developed nations.

Acharya Prashant was named the “Most Influential Vegan” in 2022 by People for
Ethical Treatment of Animals (PETA) in India. As a teacher of Vedanta—the pinnacle of
Indian “wisdom literature,” rooted in self-awareness and liberation—Prashant cares deeply
about ending speciesism. Ahimsa is at the heart of this spiritual practice, so Prashant speaks
often about it. “Ahimsa is deep understanding. Without that understanding, whatever one
does is violence. Veganism is nothing but the logical culmination of vegetarianism. Where
does vegetarianism come from? The feeling that | will not kill the animal—I don’t want to
harm the animal. That same feeling finds its final expression in veganism.”

Vegan Food Market Overview

Data from surveys and online polls suggest a global increase in veganism in recent
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years (The Vegan Society, 2021). These sources report that a strict plant-based or vegan
diet is followed by 6% of the population in the US, up to 4% in Europe, and 13% in Asia

(The Vegan Society, 2021). While the reasons for adopting a vegan diet vary and include

considerations for animal welfare, religious beliefs, and environmental sustainability, a key
motivator is the associated health benefits (Norman and Klaus, 2020).

According to Precedence Research Statistics (2023), global vegan food market size
was estimated at USD 26.83 billion in 2021 and it is expected to surpass around USD 65.4
billion by 2030, growing at a compound annual growth rate (CAGR) of 10.41% during the
forecast period 2022 to 2030. Countries in the North American, European, and Asia Pacific
regions have a substantial percentage of the population adopting a vegan lifestyle. Another
research (Grandview Research, 2021) states that as of 2022, the global vegan food market
was valued at USD 16.55 billion and is projected to grow at a compound annual growth
rate (CAGR) of 10.7% from 2023 to 2030. According to Expert Market Research, the
global vegan food market size reached a value of about USD 27.07 billion in 2023. The
market is projected to grow at a CAGR of 10.1% in the forecast period of 2024-2032 to
reach a value of approximately USD 64.36 billion by 2032.

The above reports state that North American and European regions are leading the
market, driven by high consumer awareness and purchasing power. The growing awareness
of veganism is not only increasing the number of vegans but also boosting revenues for
vegan restaurants in these regions. Major food chains, such as Starbucks and Dominos,
have introduced vegan products to cater to the expanding consumer base in Europe. The
number of vegan consumers in Europe is on the rise, and major market players in the region

are striving to launch innovative products to reduce prices and enhance product quality.
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The Asia Pacific region is expected to witness significant growth in the vegan food

market, with a projected CAGR of 13.5% from 2022 to 2030 (Precedence Research, 2023).

The younger generation in the Asia Pacific region is increasingly aware of the
environmental implications of meat consumption, leading to a surge in demand for vegan
products. While India has a high number of vegetarians, the adoption of a completely
animal-free diet is still relatively low. However, the availability of cruelty-free products
and increased awareness about them are expected to significantly contribute to the growth
of the vegan market in this region.

The market for dairy substitutes, such as plant-based milk, cheese, and yogurt, has
experienced notable expansion (Expert Market Research, 2023). This growth is attributed
to the rising consumer preference for options free from lactose and the mounting scrutiny
over the environmental footprint of the dairy industry. Within this segment, soy and almond
milk have emerged as frontrunners, with almond milk, in particular, gaining swift traction
for its reduced caloric value and its reputation as a more healthful alternative.

Similarly, the demand for meat alternatives has seen a significant uptick,
particularly in affluent regions like North America and Europe. This trend is fueled by an
increased awareness of health and ethical issues related to animal welfare, which, in turn,
has contributed to an increase in the vegan demographic.

The report also suggests that in terms of distribution, supermarkets and
hypermarkets are poised to capture a dominant share of the vegan food market due to their
capacity to offer an extensive assortment of products. These outlets are anticipated to
remain the favored shopping destinations for vegan food items in the foreseeable future.

Their widespread presence, coupled with the convenience they provide, and their
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comprehensive selection of vegan offerings have positioned them at the forefront of sales.

Furthermore, leading supermarket chains have taken active steps to diversify their plant-
based food selections, ensuring these options are highly visible to shoppers through
strategic placement within the stores.

An article published in Times of India on “How is vegan food disrupting the Indian
market?” throws light on the Indian vegan food industry. At present, Europe and North
America are recognized as the frontrunners in the plant-based food sector. The transition
towards vegan products in these regions is influenced by evolving lifestyle choices,
heightened awareness of animal rights, and an increase in disposable income, coupled with
a growing number of consumers who are lactose intolerant. While these Western regions
have made considerable progress, India is emerging as a significant player in the vegan
food industry. The country has seen a robust growth in its vegan market recently, with
projections indicating an annual growth rate of 11.32% from 2022 to 2027. Although
veganism is still emerging in India, it shows promising potential for substantial growth
within the industry. Over the past decade, there has been a surge in investments and
technological innovations specifically in the area of plant-based proteins.

Factors Fueling Demand For Vegan Food Products

There is a growing acceptance of vegan products, especially among the younger
population globally. This acceptance is fueling the demand for alternative dairy products,
meat substitutes, and other food substitutes, thereby driving the growth of the vegan food
market. The decision to embrace veganism is influenced by a spectrum of factors, each
varying in personal significance.

I. Health As A Prime Factor



Health concerns play a major role in motivating individuals to adopt a vegan diet.
Veganism is often associated with a lower risk of diseases and aligns with a proactive
approach to wellness. Numerous studies highlight the health benefits of a plant-based diet.
Research indicates that individuals who follow a vegan lifestyle have lower risks of
developing chronic illnesses such as heart disease, hypertension, Type 2 diabetes, and
certain types of cancer. The high fiber content in plant-based diets contributes to improved
digestion and weight management, reducing the likelihood of obesity-related conditions.
Additionally, plant-based foods are rich in essential nutrients, including vitamins, minerals,
and antioxidants, which help in boosting immunity and overall vitality.

I. Reduced Risk of Chronic Diseases

Research over many years has linked plant-based diets to lower rates of heart
disease, type 2 diabetes, and some cancers compared with diets high in meat and other
animal products. A study (Bruns et. al, 2024) published in BMC Nutrition found that
flexitarians (those who eat mostly plant-based but include small amounts of meat) and
vegans had more beneficial levels of insulin, triglycerides, total cholesterol, and LDL
cholesterol compared to omnivores. A vegan diet may also have positive effects on body
weight, blood lipids, inflammation, and oxidative stress. These health benefits may be
attributed to the higher intake of dietary fiber, antioxidants, phytochemicals, and
unsaturated fatty acids, and the lower intake of saturated fat, cholesterol, and animal
protein, in a vegan diet.

ii. Weight Management

Studies (Wangmo et. al, 2023) have found that individuals who follow a vegan diet
have lower levels of cholesterol and blood pressure, as well as a reduced risk of obesity. A
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vegan diet can also lead to a lower body mass index (BMI), with vegans having an average
BMI that is 2-3 points lower than non-vegans. VVegan diets are often lower in calorie density
and higher in fiber compared to omnivorous diets, making them effective for weight loss
and weight management. Plant-based foods are typically less energy-dense, allowing
individuals to feel satisfied with fewer calories, which can support healthy weight
maintenance.
iii. Improved Digestive Health
Vegan diets, rich in fiber from fruits, vegetables, whole grains, and legumes,

promote healthy digestion and regular bowel movements. Fiber helps maintain bowel

health, prevents constipation, and may reduce the risk of digestive disorders such as
diverticulosis and hemorrhoids.
iv. Promotes Longevity

Maintaining cardiovascular health is critical for longevity, and numerous studies
have linked plant-based diets with improved heart health. VVegan diets are associated with
lower cholesterol levels, reduced blood pressure, and decreased risk of cardiovascular
diseases. According to a systematic review published in The Journal of the American Heart
Association, plant-based diets were correlated with a lower incidence of atherosclerosis
and reduced mortality rates from heart disease. These benefits are largely attributed to the
consumption of fiber-rich whole foods, healthy plant fats, and the absence of harmful
animal-based saturated fats.

A growing body of evidence also suggests that plant-based diets can contribute to
longevity. Countries with the highest life expectancy, such as Japan, have diets rich in

plant-based foods. The consumption of whole, minimally processed plant foods has been
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linked to reduced inflammation and improved metabolic health, further promoting
longevity.
V. Mitigates Aging

Studies have explored the impact of plant-based diets on biological aging. A study
published in BMC Medicine examined the effects of an eight-week vegan diet on
epigenetic aging among identical twins (Sanatorium, 2024). The findings indicated that
participants adhering to a vegan diet experienced significant reductions in epigenetic age
across multiple bodily systems, including cardiovascular, metabolic, inflammatory, and
hormonal functions. These results suggest that dietary choices can influence gene
expression patterns related to aging, potentially slowing the aging process at a cellular
level.

A 2019 study found that individuals following a vegan diet had significantly higher
plasma antioxidant levels compared to omnivores, leading to enhanced cellular protection
against aging-related deterioration (Times of India, 2019). By mitigating oxidative stress,
a plant-based diet helps maintain skin elasticity, reduce the formation of wrinkles, and
lower the risk of age-related diseases.

Vi. Boosts Immunity

The COVID-19 pandemic has significantly influenced consumer behavior,
increasing awareness of personal health and well-being. As a result, there has been a
noticeable shift in purchasing patterns, with consumers opting for plant-based alternatives
due to their recognized health benefits.

The pandemic served as a wake-up call for many individuals, leading to heightened
interest in immune-boosting diets. Research indicates that people who consume more
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plant-based foods experience lower levels of systemic inflammation, which is a key factor
in preventing severe illness. This growing awareness has led to a surge in demand for
immune-supporting foods such as fruits, vegetables, nuts, and legumes, which form the
foundation of vegan diets.

Moreover, healthcare professionals and nutritionists have increasingly promoted
plant-based diets as a means of maintaining overall well-being. Public figures and
celebrities have also played a role in advocating for vegan diets, citing their own
experiences of improved health and vitality.

Il.  Ethical Considerations

For many, ethical considerations drive their decision to embrace veganism.
Concerns about animal rights and welfare lead individuals to avoid contributing to
practices they perceive as morally objectionable. The inhumane treatment of animals in
factory farming, as well as concerns about deforestation and habitat destruction due to
livestock farming, have prompted many to reconsider their dietary choices.

Animal rights organizations such as PETA and the Humane Society have been
instrumental in spreading awareness about the cruelty involved in animal agriculture.
According to PETA, every vegan saves nearly 200 animals per year. Documentaries such
as "Dominion" and "Earthlings" have exposed the harsh realities of factory farming,
leading to a growing number of people adopting veganism as an ethical stance.

Acharya Prashant makes a strong ethical case for veganism. He argues that causing
harm to sentient beings is inherently wrong, regardless of the justifications humans create.
He dismantles common defenses of meat and dairy consumption, such as the belief that
animals exist for human use or that consuming animal products is necessary for health.
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He points out that just as human societies have recognized and abolished various
forms of exploitation over time, they must also reject the exploitation of animals. “The
ability to feel pain is not exclusive to humans. If pain and suffering are universal, then our
morality should be universal too.” Animals experience fear, suffering, and distress just as
we do. Therefore, any action that causes unnecessary harm to them is morally indefensible.

Acharya Prashant also addresses the flawed logic behind humane slaughter and
ethical animal farming. He argues, “Slaughter, by definition, cannot be humane. The
moment you take away the life of a being who wants to live, you have committed an act of
violence.” The idea of compassionate killing is a contradiction—if we truly care about
animals, we must let them live freely, rather than finding more palatable ways to end their
lives.

I11.  Environmental Sustainability and the Role of Plant-Based Diets

Environmental sustainability plays a crucial role in the increasing adoption of plant-
based diets. The production of plant-based foods typically has a lower ecological impact
than animal-based products, further incentivizing consumers to shift toward veganism.

Animal agriculture is a leading contributor to deforestation, water pollution, and
greenhouse gas emissions. The livestock industry is responsible for a significant percentage
of global methane emissions, a potent greenhouse gas that accelerates climate change.
Additionally, raising livestock requires vast amounts of land, leading to deforestation in
regions such as the Amazon rainforest.

Acharya Prashant argues that while people express concern for climate change,
pollution, and resource depletion, they often fail to recognize their role in perpetuating

these crises through their dietary choices. “We talk about saving the planet, yet we fund
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industries that destroy forests, pollute water bodies, and emit more greenhouse gases than
all the world’s transportation combined.”

According to the United Nations, transitioning to a plant-based diet could
significantly reduce the environmental footprint of food production. A report from the
Intergovernmental Panel on Climate Change (IPCC) highlights that plant-based diets are a
crucial solution to mitigating climate change. Another study conducted by Scarborough et
al. (2014) at the University of Oxford highlighted individuals who consume meat are
responsible for nearly twice the dietary greenhouse gas (GHG) emissions per day as
vegetarians and approximately 2.5 times the emissions of vegans. The study found that
individuals who consume more than 100 grams of meat daily—roughly equivalent to the
size of a deck of playing cards—generate an average of 7.19 kg of CO2-equivalent (CO2¢)
per day, whereas vegetarians and vegans generate 3.81 kg and 2.89 kg of COze per day,
respectively. These findings indicate that the dietary emissions of meat-eaters are 50% to
54% higher than those of vegetarians and 99% to 102% higher than those of vegans,
highlighting the substantial environmental impact of meat consumption (Scarborough et
al., 2014).

Individuals who reduce their meat consumption or switch entirely to plant-based
foods contribute to the conservation of natural resources, including freshwater supplies.
The water footprint of plant-based foods is considerably lower than that of animal products.
Producing one kilogram of beef requires approximately 15,000 liters of water, while plant-
based alternatives such as lentils and tofu require significantly less. As water scarcity
becomes a pressing global issue, adopting a vegan diet is increasingly seen as a responsible
choice.
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IV.  Spiritual Dimension of Veganism

Veganism is often perceived as a dietary choice, but Acharya Prashant, in his
discussion with Ingrid Newkirk, President of PETA, presents a much deeper perspective.
He argues that veganism is not just about food—it is a way of life rooted in spiritual
integrity, ethical consciousness, and ecological responsibility. His discourse challenges
societal norms, exposes the contradictions in human morality, and calls for a
transformation that extends beyond personal preferences to the collective well-being of all
life forms.

Acharya Prashant firmly believes that spirituality and compassion are inseparable.
He asserts, “If you claim to be spiritual but still contribute to the suffering of animals, your
spirituality is hollow.” He critiques the selective morality ingrained in human
consciousness, which allows people to express love and empathy toward certain beings
while justifying violence against others.

He argues that true spiritual progress requires a deep sense of awareness and a
commitment to truth. This means not turning a blind eye to the realities of animal
agriculture, a system built on suffering. He questions the hypocrisy within religious and
spiritual communities that advocate non-violence (ahimsa) yet continue to support
industries responsible for immense cruelty. According to Acharya Prashant, real
spirituality demands complete integrity—an alignment between one’s beliefs and actions.
Thus, veganism is not just an alternative lifestyle but a moral necessity for those seeking
higher consciousness.

He further explains, “Every act of violence we engage in leaves an imprint on our
consciousness. When we consume animal products, we are indirectly participating in
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suffering, and that suffering reflects in our lives.” By choosing a life free from harm,
individuals cultivate greater inner peace, clarity, and a profound connection with all living
beings. Veganism, therefore, is not only about reducing external suffering but also about
purifying one's own consciousness.

V.  Market Growth and Regional Trends

The vegan food market is witnessing significant growth, particularly in North
America, where heightened awareness about animal cruelty and environmental impact is
driving demand according to the report (Precedence Research, 2023). Additionally, the
rising prevalence of lactose intolerance in the United States is fuelling the demand for
alternative dairy products.

According to the National Institute of Diabetes and Digestive and Kidney Diseases
(NIDDK), around 68% of the global population experiences lactose malabsorption. This
has led to increased demand for dairy alternatives, including plant-based milk, cheese,
yogurt, ice cream, and frozen novelties.

The rise of flexitarianism—a diet that is primarily plant-based but occasionally
includes meat and dairy—has further contributed to the expansion of the vegan food
market. Many consumers are not fully vegan but are making conscious efforts to reduce
their consumption of animal products. This has led to an increased variety of plant-based
food options in supermarkets, restaurants, and fast-food chains.

Investment and Innovation in the Vegan Food Industry

The increasing demand for vegan food has attracted significant investment and
innovation in the industry. Major food companies and startups are developing new plant-
based products that closely mimic the taste and texture of animal-based foods. Brands such
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as GoodDot and One Good have revolutionized the market by creating plant-based
alternatives that appeal to both vegans and non-vegans alike.

Supermarkets and grocery stores have expanded their plant-based product lines to
cater to the growing demand. Additionally, plant-based alternatives are becoming more
affordable due to advancements in food technology and economies of scale. Government
policies and incentives promoting sustainable food production have further bolstered the
growth of the vegan food market.

The Vegan Movement: A Lasting Trend

The vegan movement has often been perceived as a rigid ideology demanding
complete lifestyle overhauls. However, contemporary vegan advocates are redefining
engagement with plant-based living. Rather than promoting exclusion, they focus on
inclusivity, humor, and community building to create lasting impact. The popularity of the
vegan diet is not just a passing fad but a growing trend that is reshaping the food industry.
This is evidenced by the emerging trend of veganism, which has led to a surge in demand
for vegan food products. The World Animal Organisation estimates that nearly 88 million
individuals worldwide adhere to a vegan lifestyle underscores the significant impact of this
movement. This figure represents a diverse group of people from various backgrounds, all
united by a common dietary choice that reflects their values and concerns for health, ethics,
and the environment.

Social media and digital platforms have played a crucial role in popularizing
veganism. Influencers, bloggers, and content creators share plant-based recipes, success
stories, and information about the benefits of veganism. This digital exposure has made it
easier for people to transition to a vegan lifestyle by providing them with accessible
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resources and support.

Additionally, the restaurant and hospitality industry has embraced the vegan
movement by offering a wide range of plant-based menu options. Fast-food chains such as
McDonald's, Burger King, and KFC have introduced vegan-friendly options,
demonstrating the mainstream appeal of plant-based foods.

In essence, the global vegan food market is more than just a commercial sector—it
is a reflection of a collective shift toward conscious consumer choices. As the market
continues to expand, it underscores the lasting appeal and relevance of veganism in modern
society.

The combination of health benefits, ethical concerns, environmental sustainability,
and innovation in food technology has propelled veganism into the mainstream. As
awareness continues to grow, the demand for plant-based alternatives is expected to rise
further, solidifying the vegan movement as a long-term and impactful trend in the global
food industry.

Health Risks Associated with Vegan Diets

While veganism has been advocated for ethical, environmental, and health reasons,
some studies have also raised concerns about the potential nutritional deficiencies and
health risks associated with this dietary pattern. Despite the potential advantages of a vegan
diet, some nutrients may be inadequate or poorly bioavailable from plant sources, requiring
careful planning, supplementation, or fortification. These nutrients include protein, iron,
zinc, calcium, vitamin B12, vitamin D, and omega-3 fatty acids. Some research suggests
that vegans might have lower bone mineral density and a higher risk of fractures. The
Journal of Bone and Mineral Research (2020) showed that vegans might be at a higher risk
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of lower bone mineral density due to potential deficiencies in calcium and vitamin D, which
are more readily available in animal products. These nutrients can be supplemented or
obtained through fortified foods and exposure to sunlight.

According to Dt. Ritika Samaddar, Regional Head — South Zone, Dietetics &
Nutrition, Max Super Specialty Hospital, Saket, one needs to be especially conscious of
certain nutrients, as not taking them can have detrimental effects on health. “Eating a strict
vegan diet, it is very difficult to supplement enough of all of the nutrients and high-quality
protein that is essential for good health. In vegan diet, the source of proteins is only legumes,
nuts, and seeds. One needs to include them in all meals to meet the daily requirement of at
least 50-60g / day. Other nutrients like calcium, Vitamin B12 and Iron are deficient in diet
and one has to be taking supplements or fortified foods. Deficiency of these nutrients can
lead to severe anemia, weak bones, muscle wasting,”

She also emphasized that in the Indian scenario, it has been seen that following a
vegan diet, is not sustainable for long as milk and its products are an integral part of our
diet and secondly protein intake becomes quite low.

“We also have the modified version of Vegan diet now, the recent much talked
about Raw vegan diet taken by influencer Zhanna, which focus only on fruits and veggies,
can be fatal for life as it lacks all macro and micro nutrients like protein, fats, calcium, iron
etc. We are what we eat and the food is an integral part of our health. Eat a healthy balanced
diet, a diet which is easily available and healthy, and most important is sustainable. Never
forget to couple your diet with an active lifestyle, which includes exercise, reduce stress
and good sleep,” Dt. Samaddar added.

As more individuals are reducing or completely eliminating food sources derived
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from animals, there is a growing need for evidence-based advice on the health implications,
safety concerns, and their management at a population level that can be applied to both
public health and primary healthcare sectors. The scientific community has shown
increasing interest in this area, resulting in numerous systematic reviews and meta-analyses
over the past decades. Observational studies indicate that a vegan diet may be linked to a
reduced risk of mortality, cancer, and other health issues such as diabetes (Dinu et al.,
2017). Furthermore, meta-analyses of randomized controlled trials (RCTs) have
highlighted the potential benefits of a vegan diet on cardiometabolic factors, including a

decrease in total cholesterol and LDL-cholesterol, improved glycemic control, and

reductions in body weight and other anthropometric indicators among generally healthy
individuals or those with underlying chronic conditions (e.g., diabetes) or at high risk of
cardiovascular diseases (CVD) (Lopez et al., 2019; Yokoyama, Levin, and Barnard, 2017;
Huang et al., 2016; Rees et al., 2021). However, epidemiological evidence has also raised
several safety concerns, such as the correlation between veganism and lower bone density
and an increased risk of fractures (Rees et al., 2021). Lastly, cross-sectional studies
comparing the nutrient intake quality of vegans and non-vegans have revealed both positive
and negative aspects of the nutritional quality in vegans. For instance, individuals following
a vegan diet were found to consume less total fat but more polyunsaturated fatty acids,
dietary fiber, and certain micronutrients, including vitamin C and magnesium, compared
to omnivores (Clarys et al., 2014; Sobiecki et al., 2016). Simultaneously, a vegan diet was
linked to nutritional deficiencies, particularly shortfalls of vitamin B12, vitamin D, zinc,
iron, and iodine, as well as lower protein quality (Clarys et al., 2014; Sobiecki et al., 2016;

Elorinne et al., 2016).
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In an interview, Dt. Sangeeta Tiwari, Consultant, Artemis Lite Hospital, New Delhi
said: “Going exclusively vegan can be fatal if not done with proper planning and
consideration. A vegan diet excludes all animal products, including meat, dairy, eggs, and
even some supplements. While a well-balanced vegan diet can be healthy, it requires
careful attention to ensure adequate intake of essential nutrients. Some potential nutritional
deficiencies in a poorly planned vegan diet include vitamin B12, iron, calcium, omega-3
fatty acids, and protein. These deficiencies can lead to serious health issues such as anemia,

bone density loss, neurological problems, and compromised immune function”.

Dt. Tiwari also revealed that it is crucial for vegans to educate themselves about
nutrition, seek guidance from healthcare professionals, and include a wide variety of plant-
based foods to meet their nutritional needs. “Veganism can be a healthy and sustainable
lifestyle when approached with knowledge and consideration, but blindly adopting it
without understanding its nutritional requirements can lead to severe health consequences.
As with any dietary change, consulting a healthcare professional is essential to ensure
proper nutrition and overall well-being,” she added.

Dr Shobha Subramanian Itolikar, Consultant- Internal Medicine, Fortis Hospital,
Mumbai shared in an interview that while vegan is considered a healthy diet, it has cons.
“Recently, a young woman who embarked on a plant-based diet (consumed only fruit) for
seven years succumbed to nutritional deficiency. This raises questions about the safety of
such diet fads. There are some serious issues related to this diet. They stem from over-
obsession with healthy eating can lead to eating disorders and habits. This condition is
where eating right becomes an obsession, causing one to deprive oneself of essential

nutrients, and is termed ‘Orthorexia Nervosa’. This condition can be considered a parallel
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with Anorexia Nervosa, pushing people to the brink of malnutrition, leading to premature
disease and death. Hence if one decides to become a vegan, one should focus on a well-
rounded plant diet with an equal measure of proteins, healthy fats, carbohydrates, vitamins,
minerals, and plenty of water.” she said.

According to Dr. Itolikar, some of the known minor drawbacks of a vegan diet are:
Iron deficiency which can cause Anemia; Zinc deficiency which can cause impaired

immunity, protein deficiency which hampers immunity, growth & repair; Excess legume

consumption, which can cause a spike in carbohydrate levels leading to Hyperglycemia;
Vitamin B12 deficiency causing Anemia and neurological issues.

According to Dr Charu Dua, Chief Clinical Nutritionist, Amrita Hospital,
Faridabad, vegan diets have gained immense popularity over the recent years abroad. “I do
not see many patients following vegan diet in India, but things are changing in India too.
Vegan has been taken up in a big way abroad, as they eat 70 — 80gms of protein daily and
less carbs, whereas in India we are a carbohydrate eating population and mostly
vegetarians. Non vegetarian Indians also do not overshoot the intake of proteins. When you
go vegan completely stopping animal food including dairy you have a carry a potential side
effect of being nutritionally deficient on following nutrients like calcium, iron, zinc,
Vitamin B12. So, one has to be careful on picking their choices. As a nutritionist | would
recommend don’t be on extreme side of either completely plant-based or completely
animal-based.”

Personal Transformations: The Root of Advocacy
For many advocates of plant-based living, the transition begins with a deeply

personal transformation. Whether inspired by health benefits, ethical concerns, or
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environmental awareness, each panelist’s journey toward veganism iS unique yet shared
common themes of self-discovery, education, and a shift in mindset.

Namu Kini, founder of Namu Recommends Plant-Based Market, described how a
single interaction at her first market reinforced her commitment to the movement. “There
was a teenage girl who was the only vegan in her family of four. When she came to the
market, she told her mom, ‘I have met my tribe.” That made me feel really good.” This
moment underscored the importance of creating spaces where individuals feel a sense of
belonging, reaffirming that their choices matter.

Susmitha Subbaraju, a plant-based chef and restaurant owner, had a similar
revelation when she discovered the realities of the dairy industry. “All my life, I was told
milk is good for you. But when | realized the reality behind dairy, I questioned everything.
If I believed this lie all my life, what other lies are out there?” This epiphany led her to
challenge long-held societal norms and embrace a lifestyle aligned with her values.

Aashti Sindhu emphasized how the physical benefits of a plant-based diet
reinforced her commitment. “I started noticing how much better I felt. More energy, better
digestion, clearer skin—why would I ever go back?” For many individuals, direct personal
benefits serve as strong motivators to stay committed to plant-based living, making
advocacy a natural extension of their own experiences.

Sarah Nicole Edwards, founder of Copper + Cloves, explained how running a plant-
based business helped her connect personal transformation with broader societal change.
“When people come into my space and try plant-based food without any preconceptions,
they often leave with a different perspective. It’s all about making it approachable.” By
introducing people to plant-based meals in an inclusive environment, she has been able to
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shift perceptions and encourage others to make more conscious choices.

To further illustrate the power of personal transformation, studies have shown that
dietary shifts often begin with a trigger event—a health scare, an ethical awakening, or an
environmental realization. Research by the Journal of Nutrition and Behavior suggests that
individuals who make the connection between their dietary choices and broader social
issues are more likely to sustain long-term behavioral change. This supports the testimonies
of the panelists, who not only transformed their own lives but are now actively inspiring
others.

The Rise of Youth Activism in Promoting Veganism in India

Young activists across India are stepping up to spread awareness and challenge
conventional norms. Through grassroots advocacy, social media outreach, culinary
innovation, and direct activism, these individuals are reshaping public perception of
veganism. Their efforts are not just about personal dietary choices but are part of a larger
movement towards ethical consumerism, sustainability, and compassion for all living
beings.

In India, where dairy is deeply embedded in cultural practices—from religious
offerings to staple foods like curd and ghee—vegan activists must navigate complex social
and emotional barriers. Many people associate dairy consumption with purity and
nourishment, making it difficult to introduce the concept of a plant-based alternative.
However, these young changemakers are finding innovative ways to educate communities
about the realities of the dairy and meat industries while offering practical and accessible
solutions.

Nandita Das, a 23-year-old from Kolkata, transitioned to veganism approximately
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1.5 years ago. Her journey began with a profound empathy for animals, particularly rabbits,
which she observed suffering in roadside pet markets. This compassion led her to adopt a
rabbit and subsequently establish a Facebook group, "NomNom India," dedicated to
emergency solutions for rabbit health and care.

Initially, Nandita was not particularly inclined towards animals. However, exposure
to online cruelty videos prompted her to reconsider her dietary choices. She phased out
meat in October 2015 and eliminated other animal products by June 2016. In her outreach
efforts, Nandita emphasizes the health benefits of veganism, aiming to resonate with
individuals who may not identify as animal lovers. She challenges the misconception that
meat and eggs are essential protein sources, highlighting India's historical reliance on plant-
based diets. “The importance of protein is a new concept specifically from post-
independence period where people are westernized and brainwashed to think that meat and
eggs are our main sources of protein. Most of our ancestors were naturally vegan or
vegetarian and they did not die of protein deficiency or calcium deficiency.” For Nandita,
veganism aligns with living a life free from causing suffering, echoing Buddhist principles.

26-year-old Bangalore-based Shishir Shahdeo has been vegan for a year. Raised in
a non-vegetarian family, his awareness of the meat industry's cruelty during his college
years led him to adopt a vegetarian lifestyle. Further research into the dairy industry's
practices revealed to him that dairy and beef industries are interconnected, prompting his
transition to veganism. Shishir advocates for a cruelty-free life, emphasizing ethical and
moral values in his outreach. He believes that acknowledging the truth about animal
agriculture leads to a more compassionate lifestyle. “More you open your eyes and know
the truth; more cruel the world is. I think people should turn vegan for the same reason why
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people think it is wrong if an innocent human gets killed, tortured, separated from their
mothers as soon as they are born, etc. If all of these practices are wrong if it happens to
humans, then it’s same for animals as well.”

Nitin Jain, co-founder of the Bengaluru Brigade for Animal Liberation and an
organizer of the Vegan India Movement, has significantly impacted vegan advocacy. His
initiatives include organizing over 1,000 outreach programs in Bangalore and coordinating
marches across India. In recognition of his efforts, Nitin received the first prize in the
Swarnali Roy Vegan Advocacy Awards by Humane Society International/India
(HSI/India). Demonstrating his commitment to the cause, he donated his prize money to
animal sanctuaries, underscoring his dedication to both activism and direct animal support.

Aakansha Chettri has dedicated her efforts to raising awareness about animal
cruelty through innovative methods such as chalktivism, vigils, and screenings of
documentaries and short films. She also collaborates with cafes and restaurants to
incorporate plant-based options into their menus. Beyond advocacy, Aakansha is actively
involved in fostering, adopting, and feeding over 100 street animals daily, leveraging her
social media platforms to amplify her message.

Varun Sharma is a plant-based chef and founder of the organic and vegan cafe
Bodhi Greens. He is an active animal rights activist in Chandigarh and founded an animal
rights group called “Vegans In Chandigarh”. He also started the Dharamshala Vegan
Movement, which continues to reach the residents and travelers. Moreover, he has trained
5000+ students in top culinary schools by conducting plant-based workshops and
competitions.

From organizing marches across India to spreading awareness among thousands of
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young minds through plant-based culinary workshops — their tireless and impactful

advocacy work spoke of their passion and determination towards strengthening the vegan

movement in India.

The endeavours of these young activists highlight several key aspects of

contemporary vegan advocacy in India:

1.

Personal Experience as a Catalyst: Individual experiences, such as witnessing
animal cruelty or adopting pets, can ignite a passion for veganism and drive
advocacy efforts.

Diverse Advocacy Strategies: Utilizing various methods—from health-
focused discussions and ethical debates to creative outreach and culinary
education—can effectively promote veganism to different audiences.
Community Building: Establishing support networks, both online and offline,
fosters a sense of belonging and amplifies the reach of advocacy initiatives.
Recognition and Support: Awards and formal recognition not only validate
activists' efforts but also inspire others to contribute to the movement.

Holistic Approach: Addressing multiple facets of veganism, including animal
rights, health benefits, and environmental impact, creates a comprehensive

advocacy strategy.

The rise of youth activism in promoting veganism in India signifies a transformative

shift towards compassionate living. These young advocates exemplify how personal

conviction, innovative strategies, and community engagement can challenge traditional

norms and foster a more ethical society. Their efforts are paving the way for a more

sustainable future, where plant-based living is recognized not as an alternative lifestyle
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but as a necessary shift for the well-being of animals, people, and the planet. Their stories
serve as a testament to the power of youth-led movements in effecting meaningful change.
Barriers To Adopting Vegan Diet

One of the greatest barriers to adopting a vegan lifestyle, Acharya Prashant notes,
is cultural conditioning. People inherit dietary habits without questioning their ethical and
environmental consequences. He challenges the notion that tradition justifies cruelty,
urging individuals to break free from inherited beliefs and embrace conscious choices
rooted in compassion and reason.

He critiques the argument that consuming animal products is “natural” or
“traditional.” He questions, “If we can evolve beyond our past mistakes in human rights,
in gender equality, in social justice, why can’t we evolve in our treatment of animals?” Just
because something has been done for generations does not mean it should continue—
history is filled with once-accepted injustices, such as slavery and gender discrimination,
that have since been rejected. In the same way, he believes humanity must evolve ethically
by discarding traditions that involve the exploitation of animals.

Acharya Prashant also addresses the cognitive dissonance that prevents people from
recognizing the suffering behind their consumption habits. “You cannot claim to love
animals while eating them. Love and murder cannot go hand in hand.” Many individuals
claim to love animals yet participate in a system that commodifies them. This contradiction,
he argues, is a result of deeply ingrained societal conditioning that desensitizes people to
the reality of animal suffering. Overcoming this conditioning requires a conscious effort to
seek truth and align actions with ethical principles.

Aashti Sindhu shared how difficult it can be to challenge ingrained dietary habits.

28



“People say, ‘I’m a hardcore non-vegetarian. What will I eat?’ But once they try a jackfruit
taco and love it, their perspective starts shifting.” This underscores the idea that tangible
experiences—Ilike tasting delicious plant-based food—can be more persuasive than
arguments.

Resistance also comes from cultural expectations. Susmitha Subbaraju recalled
how her family initially reacted to her decision to stop consuming dairy. “My family
thought I had lost my mind. ‘No milk? No curd? What will you eat?’” But over time, as they
saw me thriving, their doubts faded.” Many plant-based advocates find themselves walking
a fine line between honoring their values and maintaining relationships with loved ones
who may not understand their choices.

Misinformation is another common hurdle. Many people believe that plant-based
diets lack essential nutrients, particularly protein. Namu Kini addressed this
misconception: “People worry about protein, but the truth is, plant-based sources provide
everything we need. The key is awareness and education.” Dispelling myths through
science-backed information and personal testimonies remains a critical part of the
movement.

Studies in food psychology suggest that people resist dietary change because of
emotional attachments to certain foods. The Food and Psychology Research Journal states
that food choices are often linked to cultural identity, making dietary changes a deeply
personal and sometimes difficult transition. To overcome this, plant-based advocates
employ strategies such as food exposure, taste-based persuasion, and factual education.

Despite external challenges, staying focused on the bigger picture is vital. Susmitha

Subbaraju shared: “If someone told me I had to eat meat to survive, I would rather die. I
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am that committed.” Her unwavering dedication reflects the strength of conviction needed
to push through adversity.

Aashti Sindhu pointed out the importance of self-care in advocacy: “You have to
protect your energy. Burnout is real. If you take care of yourself, you’ll be able to advocate
more effectively.” This highlights the necessity of balance—activism must be sustainable
for the individual, not just the movement.

Sarah Nicole Edwards echoed this sentiment, emphasizing the value of celebrating
small wins: “It’s easy to get discouraged, but every time someone tells me they made a
plant-based choice because of something I shared, I remember why I do this.” Recognizing
incremental progress helps sustain long-term efforts.

Societal norms often reinforce the consumption of animal products, making it
difficult for individuals to consider alternative diets. One of the biggest misconceptions
about veganism is that it is restrictive or lacks variety. Priyansh Parekh, an inspiring Dubai-
based vegan chef and founder of Prunch in a panel discussion argued that it is not about
deprivation but rather about discovery. “Most people think of a meal without meat as
incomplete, but once they try a well-prepared vegan dish, their perspective shifts.”

Food is deeply tied to cultural identity, and many people resist veganism because it
challenges traditional culinary practices, with older family members often questioning the
necessity of a plant-based diet. “My family didn’t get veganism at first, but now they do
because they’ve seen me do it enough, and they’ve seen what I eat. This reflects the idea
that exposure and normalization are key factors in shifting perspectives”, added Priyansh
Parekh.

Many vegans experience resistance or teasing from friends and colleagues, which
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can make socializing difficult. Priyansh Parekh suggests humor can be an effective way to
navigate these situations. “I make fun of myself sometimes. If I can take the joke, it makes
people more comfortable around me,”. This highlights a key strategy in advocacy—making
veganism approachable rather than confrontational.

The Power of Community and Collaboration

Having a supportive network can make the journey significantly easier, both
socially and emotionally. Being vegan in a non-vegan world can sometimes feel isolating,
making community spaces—both online and offline—essential for encouragement and
shared experiences. Community plays a crucial role in sustaining motivation. Susmitha
Subbaraju described how having a support system made all the difference: “When you first
go vegan, your family and friends might not get it. But when you find your people, that
keeps you going.” This sentiment underscores the significance of fostering a network of
like-minded individuals. Vegan communities create safe spaces where individuals can
exchange ideas, share recipes, and support each other through challenges.

Sarah Nicole Edwards expanded on this by discussing the importance of safe spaces
for conversation: “We host events where people can come together, learn, and share.
Having a space for open dialogue makes advocacy more effective.” She emphasized that
providing opportunities for education and interaction can help shift perceptions more
effectively than debates.

Building a community extends beyond support—it also amplifies impact. Namu
Kini emphasized that collective action can drive change: “We started with 13 stalls. Now
we have over 120. It’s a festival. The more we show up, the more we normalize plant-based

living.” Her experience demonstrates how small actions can create ripple effects leading to
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widespread awareness.

Social media also plays a massive role in community building. Aashti Sindhu noted:
“Online platforms have changed everything. I’ve connected with so many people who I
might never have met otherwise. It’s a global movement now.” Digital activism enables
advocates to reach a larger audience, providing inspiration and resources to individuals
who may not have local support.

However, there could be a potential downside of exclusively interacting within
vegan circles. There is a risk of creating an "echo chamber™ where advocates only engage
with those who already share their beliefs. “If we only date all the people that get it
(veganism), then we're cutting ourselves off from showing it to people who might not
otherwise get to see the inside of what we're doing,” Priyansh Parekh remarked,
highlighting the importance of engaging with a broader audience.

The Ethical Dilemma: Vegan vs. Cruelty-Free

The ethical considerations surrounding consumer choices in the food industry have
led to increasing debates about the distinctions between "vegan" and "cruelty-free"
products. While these terms are often used interchangeably, they hold different ethical
implications. A product labeled as "vegan" does not contain any animal-derived
ingredients, whereas a "cruelty-free" product has not been tested on animals. However, a
product can be cruelty-free but not vegan, and vice versa, which presents a moral dilemma
for consumers who wish to make ethical purchases.

The term "vegan" refers to food products that do not contain any animal-derived
ingredients, including meat, dairy, eggs, honey, gelatin, and animal-based additives
(Pendergrast, 2021). Veganism extends beyond diet, influencing choices in packaged
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foods, restaurants, and even farming practices. Conversely, "cruelty-free" in the food
industry implies that the product’s production process did not involve direct harm to
animals, such as factory farming, animal testing on ingredients, or inhumane treatment
(Newman et al., 2020).

The distinction becomes crucial when brands claim to be cruelty-free yet use
animal-derived ingredients. For instance, free-range eggs or organic dairy may be marketed
as cruelty-free due to improved farming conditions, yet they do not qualify as vegan.
Similarly, some plant-based foods may not be entirely cruelty-free if they involve
exploitative labor practices or contribute to habitat destruction harming wildlife (White,
2019).

One of the most debated topics in this category is honey. Many individuals
transitioning to veganism assume that honey is a natural and ethical sweetener. However,
commercial honey industry often engages in practices that harm bees and disrupt
ecosystems. Commercial beekeeping often involves the removal of honey—a food source
that bees rely on for survival—replacing it with sugar syrups that lack the essential nutrients
bees need to thrive. Farah Amber, An Animal Advocate, Video Creator and Host of the
Changemakers Podcast highlighted the ethical concerns of large-scale honey farming:
“Most people don’t realize that in commercial honey production, bees' wings can be clipped
to prevent them from leaving the hive.” She emphasized that the exploitation of bees,
although less visible than factory farming, is still a form of animal exploitation.

The ethical dilemma arises when consumers must decide which label aligns more
closely with their values. Advocates of veganism argue that any use of animal-derived
products perpetuates exploitation, even if no direct harm occurs through traditional factory
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farming methods (Francione, 2018). On the other hand, cruelty-free supporters emphasize
the importance of preventing direct suffering, believing that ethical farming practices can
mitigate harm (Regan, 2021).

A significant issue in this debate is the concept of "humane slaughter™ and "ethical
farming." Some consumers support pasture-raised meats, believing they cause less
suffering compared to factory-farmed alternatives. However, veganism challenges the
notion of humane animal agriculture, asserting that all forms of animal exploitation should
be eliminated (Singer, 2019). Additionally, the impact of certain vegan food choices, such
as the mass production of monoculture crops that harm biodiversity, complicates ethical
considerations (Hartung, 2020).

Consumers must navigate these complexities when making ethical dietary choices.
Some individuals prioritize cruelty-free food, believing that reducing immediate harm to
animals is the most ethical approach (Beauchamp & Childress, 2019). Others argue that
veganism is the more ethical choice because it eliminates all forms of animal exploitation,
regardless of farming conditions (Regan, 2021).

Third-party certifications, such as the Certified Vegan label (for vegan products)
and Animal Welfare Approved (for ethically sourced animal products), help consumers
make informed decisions. However, the responsibility often falls on individuals to research
food brands’ ethical practices beyond marketing claims (PETA, 2022).

1.2 Research Gap and Contribution

Despite the growing interest in veganism, research on consumer motivations
remains fragmented, often focusing on singular aspects such as health benefits, ethical
considerations, or environmental concerns. However, little research has comprehensively
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examined the interplay between these motivations and how demographic, social, and
economic factors influence consumer decisions. This study aims to bridge this gap by
providing a holistic analysis of consumer motivations behind choosing vegan food
products.

Existing literature primarily explores individual drivers such as health
consciousness, ethical considerations, and environmental awareness, but few studies
analyze the relative weight of these factors in shaping consumer choices. Furthermore,
demographic variations, barriers to vegan adoption, and the role of media advocacy in
influencing consumer attitudes have not been extensively examined. By integrating these
dimensions, this research contributes to a more nuanced understanding of consumer
behavior in the vegan food market.

This study’s findings have significant implications for businesses, policymakers,
and marketers seeking to expand the vegan food market. Understanding the primary
motivations and barriers to vegan consumption can help businesses tailor their product
offerings, improve accessibility, and develop targeted marketing strategies. Additionally,
policymakers can leverage these insights to promote sustainable dietary choices through
public awareness campaigns and policy initiatives. Academically, this research enriches
the discourse on ethical consumption and sustainable consumer behavior by offering a
multidimensional perspective on vegan food adoption.

By addressing these gaps, this dissertation advances current knowledge on vegan
consumer behavior and provides actionable insights that support the continued growth of
the vegan food industry while fostering a more sustainable and ethical food system.

1.3 Purpose of Research
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The research aims to investigate the following:

Identifying Primary Motivations: The research aims to identify the primary
motivations that drive consumers to choose vegan food products. This involves
understanding the underlying reasons behind their dietary choices.

Ethical Considerations: Investigating the ethical considerations associated with
veganism, including concerns about animal welfare and the environment, and how these

factors influence consumer choices.

Health-Related Factors: Examining the health-related factors that influence
consumers' adoption of vegan food products, including perceived health benefits and
dietary preferences.

Social and Cultural Influences: Understanding how social and cultural factors, such
as peer influence and societal norms, shape consumer motivations for choosing vegan
food products.

Demographic Variations: Investigating how demographic variables, such as age,
gender, income, and location, impact consumer motivations for vegan food
consumption.

Awareness and Perception: Assessing consumer awareness and perception of
veganism, including how this awareness influences motivations and choices.
Barriers to Adoption: Exploring potential barriers or challenges that consumers
encounter when transitioning to vegan food products and how these barriers intersect
with their motivations.

Evolving Consumer Attitudes: Understanding how consumer attitudes toward

vegan food products change over time and identifying any emerging trends or shifts
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in motivations.
1.4 Theoretical Framework

The theoretical foundation of this study is built upon well-established behavioral

and psychological models that explain consumer decision-making. Several key theories

provide insights into the motivations behind vegan food choices:

Theory of Reasoned Action (TRA): This theory posits that consumer behavior is
influenced by attitudes and subjective norms, making it useful for understanding how
personal beliefs and social influences shape vegan food choices.

Theory of Planned Behavior (TPB): An extension of TRA, this theory adds the concept
of perceived behavioral control, which explains how consumers' perceived ease or
difficulty in adopting a vegan diet affects their decisions.

Self-Determination Theory (SDT): This psychological theory highlights intrinsic and
extrinsic motivations, helping to analyze whether consumers choose veganism for personal
satisfaction (intrinsic) or external rewards (extrinsic).

Health Belief Model (HBM): This model explains how health-related concerns influence
dietary decisions by assessing perceived susceptibility, severity, benefits, and barriers
related to vegan food choices.

By incorporating these theories, this study provides a structured framework to

analyze consumer motivations comprehensively. Understanding these theoretical

perspectives allows for a deeper interpretation of the research findings and enhances the

study’s ability to contribute meaningful insights to the field.

1.5 Hypotheses

H1: Consumers are motivated to choose vegan products by a combination of
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factors, including health consciousness, environmental concerns, ethical considerations
(animal cruelty etc), taste preferences, and social influences.

H2: The interplay of internal and external motivators varies among individuals,
with some prioritizing health consciousness, while others emphasize ethical or

environmental concerns.

H3: Age significantly influences the motivations behind choosing vegan products,
with younger individuals more likely to be motivated by environmental and ethical
concerns, while older individuals prioritize health.

H4: Gender, Occupation and educational background contribute to distinct patterns
of motivations, resulting in demographic-specific trends in the adoption of veganism.

H5: Cost is a significant barrier that discourages individuals from choosing vegan
food products, especially when vegan options tend to be more expensive than non-vegan
alternatives.

H6: Limited information and education about veganism and its benefits act as
barriers to choosing vegan food products.

1.6 Significance of The Study

The significance of this research extends far beyond academic curiosity. It bears
direct implications for industry practitioners, policymakers, and society as a whole. For
businesses operating in the food sector, gaining insights into consumer motivations is
invaluable. It can inform product development, marketing strategies, and supply chain
decisions, ultimately helping them align their offerings with the evolving preferences of
ethically and health-conscious consumers. Understanding the motivations behind vegan

choices is a strategic imperative for businesses aiming to remain competitive and socially
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responsible. Furthermore, from an academic perspective, this study contributes to the
burgeoning body of knowledge in the fields of consumer behavior, ethics, and
sustainability. It provides a robust foundation for future research endeavors and policy
recommendations aimed at promoting ethical and sustainable consumption patterns in a
world grappling with issues of food security, climate change, and social responsibility.

In summary, this dissertation embarks on a quest to unravel the intricate web of
motivations that drive consumers to choose vegan food products. The research area is not
only timely but also essential for the adaptability of the food industry and the broader
pursuit of sustainable and ethical consumption practices. By probing the multifaceted
factors that shape consumer choices in the realm of veganism, this study aspires to offer
valuable insights that bridge the gap between theoretical understanding and practical
application. Ultimately, it aims to facilitate positive change in the sphere of food
consumption, serving as a catalyst for a more ethical, sustainable, and conscious approach

to nourishing ourselves and our planet.
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CHAPTER II:

LITERATURE REVIEW

2.1 Introduction

Within the dynamic landscape of dietary preferences, the rise of veganism as a
prominent lifestyle choice has garnered significant attention. While the focus often centers
on the ethical, environmental, and health implications of veganism, understanding the
intricate web of consumer motivations behind choosing vegan food products is equally
crucial. ldentifying gaps in existing studies on consumer motivations for choosing vegan
food products is paramount for advancing our understanding of this phenomenon.

Consumer motivations are the driving forces behind individuals' decisions to
embrace or reject vegan food products. These motivations encompass a complex interplay
of factors, including ethical considerations, health concerns, environmental awareness,
social influences, and personal values. However, the existing literature on consumer
motivations within the context of veganism may present a fragmented and incomplete
picture, overlooking certain demographic groups, cultural nuances, and psychological
drivers.

Identifying gaps in this body of literature is essential for several reasons. First and
foremost, it allows researchers to pinpoint areas where further investigation is warranted,
thereby contributing to the development of a more comprehensive and nuanced
understanding of consumer behavior in relation to vegan food products. By critically
examining existing studies, scholars can uncover biases, limitations, and inconsistencies
that may hinder our ability to draw accurate conclusions about consumer motivations.

Moreover, identifying gaps in existing studies facilitates the identification of
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emerging trends, shifts in consumer preferences, and areas of unmet need within the vegan
food market. As the popularity of veganism continues to grow, understanding the evolving
motivations driving individuals towards plant-based diets becomes increasingly important
for businesses, policymakers, and advocates seeking to cater to this expanding market
segment.

Furthermore, by identifying gaps in existing studies, researchers can shed light on
overlooked demographic groups or underrepresented perspectives within the vegan
community. For example, while much research has focused on the motivations of younger
consumers for adopting vegan diets, there may be gaps in our understanding of the
motivations of older adults, individuals from diverse cultural backgrounds, or those with
lower socioeconomic status.

In addition to uncovering gaps in demographic coverage, identifying gaps in
existing studies allows researchers to explore the intersectionality of consumer motivations
within the broader context of social identity, lifestyle preferences, and economic
constraints. For example, while ethical considerations may be a primary driver for some
consumers, others may be motivated by health concerns, taste preferences, or convenience
factors. Understanding how these motivations intersect and influence consumer behavior
is essential for developing targeted interventions and marketing strategies aimed at
promoting vegan food products.

By uncovering areas where research is lacking or incomplete, scholars can
contribute to the development of a more comprehensive and nuanced understanding of the
factors influencing consumer behavior within the context of veganism. Through this
process, we can gain valuable insights that have the potential to inform business practices,
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policy decisions, and advocacy efforts aimed at promoting sustainable and ethical food
choices. In the pages ahead, we embark on a journey to unveil these uncharted frontiers,
pushing the boundaries of understanding and advocating for a more just, compassionate,
and sustainable world.

2.1.1 Definition and scope of veganism

In aworld marked by ever-evolving dietary paradigms and an increasing awareness
of the interconnectedness of food, health, ethics, and the environment, the concept of
veganism has risen to the forefront of discussions about sustainable and ethical living. The
significance of veganism extends far beyond mere dietary preferences; it is a multifaceted
movement that challenges conventional norms and prompts a reevaluation of our roles as
consumers, global citizens, and guardians of the planet. By consciously embracing
veganism, individuals commit to a set of principles that prioritize compassion for animals,
sustainability, personal health, and ethical consumption. This lifestyle choice stands as a
testament to the transformative power of personal decisions in addressing complex,
interconnected global challenges.

The roots of veganism can be traced back to various philosophical, cultural, and
ethical foundations, reflecting the diverse motivations of its adherents. Whether driven by
concerns for animal welfare, an interest in mitigating climate change, a pursuit of healthier
living, or an alignment with ethical principles, vegans are united by their commitment to
making choices that resonate with their values and ideals. The growing prominence of
veganism in mainstream discourse is a testament to its significance. From plant-based fast-
food options to the emergence of vegan celebrities and influencers, the movement has
permeated various aspects of contemporary culture. This phenomenon is not merely a
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dietary preference but a reflection of a broader societal shift towards mindfulness,
sustainability, and a reimagining of the relationship between humans, animals, and the
planet.

The study titled “Veganism 2.0: Gastromania, nutrition, and digital
communication” by (Stano, 2021) investigates the cultural transformations and forms of
life associated with “veganism 2.0,” with a focus on digital communication and its impact
on the rise of veganism. In the article, the term “veganism 2.0” is introduced, but
unfortunately, the authors do not explicitly define or operationalize this concept. As a
result, readers are left without a precise understanding of what “veganism 2.0 entails and
how it differs from traditional veganism. The lack of a clear definition hinders the readers
to grasp its specific characteristics, boundaries, and implications. The article acknowledges
the role of social media in the rise of veganism 2.0. However, it does not thoroughly
examine the mechanisms through which digital communication platforms contribute to the
dissemination of veganism 2.0 ideals.

In essence, “veganism 2.0” remains an intriguing yet elusive term within the
context of the study. Researchers and readers may need to rely on contextual clues and
infer its meaning based on the broader themes discussed in the article. Further research and
scholarly discourse are necessary to establish a consensus on the definition and scope of
veganism 2.0 and exploration of these dynamics, including challenges, contradictions, and
potential biases, would enhance the study’s depth.

2.1.2 Vegan food market overview

The article “How is vegan food disrupting the Indian market?”” in Times of India

(2023) aims to provide an overview of the vegan food market in India and its drivers,
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challenges, and opportunities. It also compares the vegan food market in India with that of
the Western countries and highlights the potential for growth and innovation in the sector.
According to the article, “Europe and North America are reported to be the leading regions
for plant-based food industries. Changing lifestyles, animal rights, and growing disposable
incomes along with the increasing population of lactose-intolerance consumers in the
region are driving the shift to vegan food. However, while the West may be a little further,
India is one nation where vegan food has started to disrupt the food market. India has also
witnessed a propelling vegan food market of late, with the Asian nation expected to exhibit
a CAGR of 11.32% during 2022-2027. While veganism is still in the nascent stages in
India, it is expected to offer lucrative growth opportunities in the sector. In just over a
decade, there has been plenty of investment and technological advancements in the plant-
based proteins sector”. The article has several gaps and limitations from perspective of
literature review. The article does not cite any sources or references to support its claims
or data. It relies on general statements and assumptions without providing any evidence or
verification such as “Indians are becoming more conscious of their food choices” and
“veganism is gaining traction among the youth”. There is missing evidence and insights
from previous studies or surveys that explore the factors that influence the adoption and
acceptance of veganism among the Indian consumers. It should also identify and discuss
the best practices, innovations, or recommendations for the industry players to succeed and
compete in the market.
2.1.3 Drivers and challenges of choosing vegan food products

The article “How is vegan food disrupting the Indian market?” in Times of India

(2023) also states: “Studies show that balanced vegan diets are extremely rich in Vitamins
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A, C, and E, magnesium, potassium, and folate. Moreover, they offer fiber, antioxidants,
and beneficial plant compounds that cater to all the vital nutrients required for a healthy
lifestyle”. Here, the article seems to assume that vegan diets inherently offer health benefits
without acknowledging potential nutritional concerns or variations in individual health
needs. While vegan diets can be nutritious when well-planned, assuming universal health
benefits without considering factors like nutrient deficiencies or individual dietary
requirements could be biased.

“With the primary focus of ‘Going Vegan’ in India being lowering cholesterol,
losing weight, and ultimately changing to a better lifestyle, one only needs to look at a
popular vegan product. Recently, vegan food products have seen a surge in demand as they
offer multiple health benefits and strengthen the immune system. This invariably helps
consumers fight against a wide range of viral and bacterial infections, something very
significant in the post-Covid era”. There is also mention of concerns about cholesterol,
weight loss, and lifestyle diseases associated with non-vegan diets without providing a
balanced discussion of dietary patterns or acknowledging that omnivorous diets can also
be part of a healthy lifestyle. This implicit bias against non-vegan diets could skew the
narrative towards favoring veganism.

The article from Financial Express (2023) is a review of the benefits and risks of a
vegan diet, based on various sources of evidence. “In the recent years, there has been a rise
in the popularity of vegan diet. Reportedly, there are nearly 80 million vegans around the
world. According to NHS, a vegan diet is based on plants (such as vegetables, grains, nuts
and fruits) and foods made from plants. Foods that come from animals, including dairy
products and eggs are not consumed by vegans. According to NHS, if you choose to be a
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vegan, you can get the nutrients you need from eating a varied and balanced vegan diet
including fortified foods and supplements. However, in the current times, more and more
people are going into extreme fad diets and not prioritizing the nutritional value.” The
article has some gaps from a research perspective. The article does not clearly define what
constitutes a vegan diet, or a plant-based diet, and how they differ from each other. This
can lead to confusion and inconsistency in the interpretation of the results and
recommendations. The article focuses mainly on the negative aspects of a vegan diet, such
as nutritional deficiencies, eating disorders, and infections, while giving less attention to
the positive aspects, such as lower risk of chronic diseases, environmental sustainability,
and animal welfare. This can create a skewed and sensationalized impression of the vegan
diet and its effects on health. The article does not consider the environmental and ethical
aspects of veganism, which are often the main motivations for adopting this dietary pattern.
It also does not address the potential barriers and challenges of implementing and

maintaining a vegan diet, such as social, cultural, economic, and psychological factors.

The same article also features statement of another diet consultant that says “Going
exclusively vegan can be fatal if not done with proper planning and consideration. A vegan
diet excludes all animal products, including meat, dairy, eggs, and even some supplements.
While a well-balanced vegan diet can be healthy, it requires careful attention to ensure
adequate intake of essential nutrients. Some potential nutritional deficiencies in a poorly
planned vegan diet include vitamin B12, iron, calcium, omega-3 fatty acids, and protein.
These deficiencies can lead to serious health issues such as anemia, bone density loss,
neurological problems, and compromised immune function.” The statement does not

provide any references or sources to support its claims about the health risks of a vegan
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diet. It does not acknowledge the variability and diversity of vegan diets, and how they can
be planned and supplemented to meet the nutritional needs of different individuals and
groups.
2.1.4 Consumer motivations behind choosing vegan diets

The motivations driving consumers to choose vegan food products are multifaceted
and influenced by various factors, including health concerns and environmental
sustainability. The perceived health benefits of plant-based diets, coupled with growing
awareness of the environmental impact of animal agriculture, serve as compelling
motivators for individuals to embrace veganism. As consumers become increasingly
conscious of the health and environmental implications of their dietary choices, the demand
for vegan food products is expected to continue to grow. Understanding these motivations
is essential for policymakers, marketers, and practitioners seeking to promote the uptake
of plant-based diets and advance sustainability and public health agendas. The literature
review of existing studies provides valuable insights into the complex interplay of factors
shaping consumer motivations behind choosing vegan food products, highlighting the
importance of health and environmental considerations in driving dietary choices.

1. Health Concerns as Motivation

Ruby's (2012) research highlights health concerns as a prominent motivator for
choosing vegan food products. Individuals perceive plant-based diets as conducive to
improved health outcomes, including a reduced risk of chronic diseases such as heart
disease and diabetes. This perception is supported by a growing body of scientific evidence
linking plant-based diets to various health benefits, including lower cholesterol levels,
improved blood sugar control, and weight management. The association between vegan
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diets and health benefits serves as a significant driver for consumers seeking to enhance
their overall well-being through dietary choices.

In Ruby's (2012) research on vegetarianism and motivations for choosing vegan
food products, several potential gaps in the literature can be identified. While Ruby
highlights health concerns as a prominent motivator for choosing vegan food products, the
specific health benefits and their perceived importance among different demographic
groups may not have been fully explored. Further investigation into the nuanced
relationship between health motivations and dietary choices could provide valuable
insights into variations in consumer preferences and behaviors. The study primarily focuses
on vegetarianism, with less emphasis on vegan diets specifically. As such, the unique
motivations and considerations driving individuals to adopt vegan diets may not have been

adequately addressed. A deeper exploration of the distinct factors influencing vegan food

choices could offer a more comprehensive understanding of consumer motivations within
this dietary category. The research may not fully capture the cultural and social factors
influencing individuals' decisions to choose vegan food products. Cultural norms, social
influences, and identity-related considerations could significantly impact dietary choices
but may not have been sufficiently examined in the study. Incorporating a cultural and
social context into the analysis could enhance the understanding of consumer motivations
in diverse cultural settings. While the study identifies motivations for choosing vegan food
products, it may not thoroughly investigate the barriers and challenges individuals face in
adopting plant-based diets. Understanding the obstacles consumers encounter, such as
social pressures, taste preferences, and practical constraints, is essential for developing

targeted interventions to promote veganism effectively. The study's participant sampling
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method and demographic representation may introduce bias and limit the generalizability
of the findings. Recruiting participants from specific geographical regions or demographic
groups could result in a skewed understanding of motivations and may not capture the
diversity of perspectives within the population. Addressing these gaps through further
research could contribute to a more nuanced understanding of consumer motivations for
choosing vegan food products and inform strategies for promoting plant-based diets
effectively.
2. Environmental Sustainability as Motivation:

Rosenfeld and Burrow (2017) underscore the importance of environmental
sustainability as a key motivation for adopting vegan diets. Consumers recognize the
ecological benefits of reducing animal agriculture's environmental footprint, including
lower greenhouse gas emissions and reduced water usage. The environmental impact of
food production is increasingly recognized as a critical factor influencing consumer
behavior, particularly among individuals concerned about climate change and
environmental degradation. As such, the desire to mitigate environmental harm associated
with animal agriculture serves as a compelling motivator for consumers to embrace plant-
based diets.

However, the study may not fully explore how cultural identity influences
individuals' motivations for adopting plant-based diets. Cultural factors, including heritage,
traditions, and societal norms, can significantly shape dietary preferences and behaviors.
These aspects of identity may not have been thoroughly examined in the research,
potentially overlooking the cultural diversity among plant-based dieters and its impact on
their motivations. The study may not delve deeply into the social identities of plant-based
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dieters and how they intersect with motivations for adopting a vegetarian or vegan lifestyle.
Social identity encompasses aspects such as group membership, social roles, and
relationships, which can influence individuals' dietary choices. For example, individuals
may adopt plant-based diets to align with social groups or communities they identify with,
such as environmental activists or animal rights advocates. Understanding the role of social
identity could provide valuable insights into the motivations driving plant-based dietary
behaviors. The research may not thoroughly explore how personal identity constructs, such
as self-concept, values, and beliefs, shape individuals' motivations for choosing plant-
based diets. Personal identity influences how individuals perceive themselves and their
place in the world, which can impact their dietary preferences and behaviors. For instance,
individuals may adopt plant-based diets as a means of expressing their personal values,
such as compassion for animals or concern for the environment. Examining the interplay
between personal identity and dietary motivations could offer deeper insights into the
psychological drivers behind plant-based dietary choices. The study may not adequately
consider the intersectionality of identities among plant-based dieters, including factors such
as race, gender, sexuality, and socioeconomic status. Intersectionality acknowledges that
individuals hold multiple identities that intersect and interact to shape their experiences and
perspectives. For example, individuals from marginalized or underrepresented
communities may face unigque challenges and motivations related to adopting plant-based
diets that are not captured in the research. Exploring how intersecting identities influence
dietary motivations can provide a more nuanced understanding of the diversity within the
plant-based diet community.

Studies by Poore, J. & Nemecek, T. (2018. Reducing food’s environmental impacts
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through producers and consumers. Science, 360(6392), 987-992) demonstrate the
significant carbon footprint of animal agriculture, aligning with Acharya Prashant’s
assertion that “We talk about saving the planet, yet we fund industries that destroy forests,
pollute water bodies, and emit more greenhouse gases than all the world’s transportation
combined.”

While existing research validates these claims, there is a need for more region-
specific studies that assess the feasibility of large-scale veganism as a sustainability
solution. Additionally, more interdisciplinary research is required to explore how
environmental activism intersects with ethical and spiritual motivations for adopting a
plant-based lifestyle.

Addressing these identity gaps in future research can enhance our understanding of
the complex interplay between identity and motivations for adopting plant-based diets. By
considering the cultural, social, personal, and intersectional dimensions of identity,
researchers can develop more comprehensive frameworks for understanding dietary
behaviors and informing interventions to promote healthy and sustainable eating patterns.

3. Willingness to Adopt Ecological Food Consumption Behaviors

Tobler et al. (2011) provide additional evidence of consumers' willingness to adopt
ecological food consumption behaviors, further emphasizing the environmental
motivations driving vegan food choices. This willingness reflects a broader shift towards
sustainable and environmentally conscious consumption patterns observed in
contemporary society. Consumers are increasingly aware of the environmental
consequences of their dietary choices and are motivated to align their consumption
behaviors with principles of ecological sustainability. As such, the adoption of vegan diets
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represents a proactive response to environmental concerns and a conscious effort to reduce
one's environmental impact through dietary choices.

While the study investigates consumers' willingness to adopt ecological food
consumption behaviors, it may not delve deeply into the specific behaviors that constitute
eating green. Ecological food consumption encompasses a wide range of practices,
including choosing organic products, reducing food waste, purchasing locally sourced
foods, and adopting vegetarian or vegan diets. The research may not thoroughly explore
the nuances of these behaviors and their individual motivations and barriers, potentially
overlooking important insights into consumer preferences and decision-making processes.
The study may not adequately consider the influence of socioeconomic factors on
consumers' willingness to adopt ecological food consumption behaviors. Socioeconomic
status can impact individuals' access to and affordability of eco-friendly food options, as
well as their awareness of environmental issues and motivations for sustainable
consumption. Failing to account for socioeconomic disparities in the research may result
in a limited understanding of the barriers and facilitators to adopting ecological food
consumption behaviors across different demographic groups. While the study examines
consumers’ willingness to adopt ecological food consumption behaviors, it may not
extensively explore the psychological constructs that underpin these behaviors. Factors
such as attitudes, perceived behavioral control, subjective norms, and environmental values
can influence individuals’ intentions and behaviors related to sustainable food
consumption. By incorporating psychological frameworks such as the Theory of Planned
Behavior or the Value-Belief-Norm Theory, researchers could gain deeper insights into the
motivational drivers behind eco-friendly food choices. Also, the research may not
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adequately consider contextual factors that shape consumers’ decisions regarding
ecological food consumption behaviors. Contextual influences, such as cultural norms,
marketing strategies, policy interventions, and environmental messaging, can impact
individuals’ perceptions and behaviors related to sustainable food consumption. By
examining the broader sociocultural and environmental context in which food choices are
made, researchers could better understand the factors that encourage or inhibit the adoption
of eco-friendly food consumption behaviors. The study may provide a snapshot of
consumers’ current willingness to adopt ecological food consumption behaviors but may
lack a longitudinal perspective to track changes in attitudes and behaviors over time.
Longitudinal studies could offer valuable insights into the dynamics of sustainable food
consumption patterns, including factors that promote behavior change, sustainability
trends, and the effectiveness of interventions aimed at promoting eco-friendly food choices.
Addressing these gaps in future research can contribute to a more comprehensive
understanding of consumers’ motivations, barriers, and facilitators regarding ecological
food consumption behaviors. By exploring the specific behaviors, socioeconomic
influences, psychological mechanisms, contextual factors, and longitudinal trends related
to sustainable food consumption, researchers can develop targeted interventions to promote

environmentally friendly dietary practices effectively.

4. The concept of 4Ns
The study by Piazza et al. (2018) delves into the psychological mechanisms
underlying meat consumption and the cognitive strategies individuals employ to rationalize
their dietary choices. The researchers introduce the concept of the “4Ns,” which represent

four key themes used by individuals to justify their meat consumption: natural, necessary,
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normal, and nice.

Participants often perceive meat consumption as natural, viewing humans as natural
carnivores and justifying their dietary habits based on evolutionary arguments. The belief
in the naturalness of meat consumption serves as a cognitive strategy to reconcile ethical
concerns and moral dilemmas associated with animal agriculture.

Another common justification for meat consumption is the belief in its necessity
for optimal health and nutrition. Participants express concerns about protein intake and
essential nutrients, framing meat as an indispensable component of a balanced diet. The
perception of meat as nutritionally necessary contributes to the normalization of its
consumption and mitigates feelings of guilt or ethical conflict.

Participants frequently cite societal norms and cultural practices to justify their
meat consumption, viewing it as a socially accepted and ingrained behavior. The
normalization of meat consumption within social contexts reinforces its perceived
legitimacy and diminishes feelings of deviance or non-conformity.

Lastly, individuals often associate meat with pleasurable sensory experiences and
cultural traditions, viewing it as a source of enjoyment and satisfaction. The hedonic
aspects of meat consumption, such as taste, texture, and culinary versatility, contribute to
its perceived desirability and emotional appeal. Overall, the study reveals how individuals
employ cognitive strategies to rationalize their meat consumption, drawing on beliefs about
its naturalness, necessity, normalcy, and pleasantness. These cognitive mechanisms serve
to alleviate cognitive dissonance and moral discomfort associated with meat consumption,
reinforcing dietary habits and perpetuating cultural norms surrounding animal-based diets.
By understanding the psychological underpinnings of meat consumption rationalizations,
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researchers and practitioners can develop more effective strategies to promote plant-based
alternatives and encourage sustainable dietary behaviors.

While the study provides valuable insights into the cognitive strategies individuals
use to rationalize meat consumption, several gaps in the research can be identified. The
study primarily focuses on individuals who consume meat and their justifications for doing
so. However, it may overlook the perspectives of individuals who choose plant-based diets
or have reduced their meat consumption. A more comprehensive analysis would involve
exploring the cognitive strategies used by both meat-eaters and non-meat-eaters, providing
a comparative understanding of how different dietary choices are rationalized. The research
may not sufficiently consider the influence of cultural and socioeconomic factors on
individuals’ perceptions and justifications of meat consumption. Cultural norms,
socioeconomic status, and access to resources can significantly shape dietary preferences
and behaviors but may not have been adequately addressed in the study. Incorporating a
more nuanced examination of cultural and socioeconomic influences could enhance the
understanding of meat consumption rationalizations across diverse populations. While the
study touches upon health and ethical considerations related to meat consumption, it may
not extensively explore individuals’ attitudes towards environmental sustainability. Given
the growing awareness of the environmental impacts of animal agriculture, understanding
how environmental concerns intersect with cognitive rationalizations of meat consumption
is essential. Further research could investigate the role of environmental considerations in
shaping dietary choices and justifications. The study primarily employs qualitative
methods, such as interviews and thematic analysis, to explore individuals’ cognitive
strategies for rationalizing meat consumption. While qualitative research offers rich
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insights into participants’ experiences and perspectives, it may lack the quantitative rigor
necessary to generalize findings to broader populations. Combining qualitative data with
quantitative surveys or experiments could provide a more comprehensive understanding of
meat consumption rationalizations and their prevalence among different demographic
groups. Addressing these gaps in future research could enhance our understanding of the
cognitive mechanisms underlying meat consumption rationalizations and inform strategies
to promote more sustainable and ethical dietary behaviors.
5. Altruistic and Hedonic Motives
The research conducted by Saheli et al. (2021) classifies vegan and vegetarian diets
as a single dietary choice, collectively referred to as “veg*an diets.” This study delves into
the various reasons behind the adoption of vegan diets and explores their implications for
social marketing, product promotion, and public policy. In recent years, there has been a
significant increase in the number of consumers following vegetarian and vegan diets,
particularly in Western countries. It is likely that this dietary preference will continue to
grow (Janssen et al., 2016). Among the factors influencing the adoption of veg*an diets,
motivations play a crucial role (Solomon et al., 2006). Existing literature on consumers
following veg*an diets covers a wide range of topics, including individual attitudes,
perceptions, motivations, and values (Ruby, 2012); social norms, identity, relationships,
and culture (Asher & Cherry, 2015); and environmental and situational factors, such as
marketing strategies (Fuentes & Fuentes, 2017). The study identifies two main categories
of motives for adhering to veg*an diets:
e Altruistic Motives: These ethical or moral motives include concerns related
to animals, the environment, religious or spiritual beliefs, and social justice.
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e Hedonic Motives: These self-focused motives encompass aspects like
physical and mental health, sensory preferences, and economic
considerations.

Animal-related motives for choosing veg*an diets involve consumers’
considerations regarding animal protection, welfare, rights, respect, and speciesism
(Singer, 1975; Regan, 1984; Radnitz et al., 2015). Environment-related motives are tied to
sustainability and resource conservation.

Studies revealed that the duration of following veg*an diets is associated with the
category of motives. For example, consumers who adhere veg*an diets motivated by
animal-related reasons are usually had been practicing these diets longer than other
segments. Moreover, the number and influence of different motives seem to change over
time (Salehi et al., 2020). Future research is required to further study the dynamics of
consumers’ motives during the process of following and maintaining veg*an diets.

Several studies have explored the relationship between spiritual traditions and
plant-based diets. Jainism, Buddhism, and certain branches of Hinduism emphasize ahimsa
as a guiding principle (Phelps, N., 2004. The Rights of Nature: A History of Environmental
Ethics. Routledge; McMahan, D.L., 2008. The Making of Buddhist Modernism. Oxford
University Press). Acharya Prashant extends this argument, stating that spirituality and
compassion are inseparable, arguing, “If you claim to be spiritual but still contribute to the
suffering of animals, your spirituality is hollow.”

Research by Fox, N. & Ward, K. (2008. Health, ethics and environment: A
qualitative study of vegetarian motivations. Appetite, 50(2-3), 422-429) highlights how
spirituality often serves as a primary motivator for adopting veganism, particularly among
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individuals who seek to align their moral beliefs with their dietary choices. However, gaps
exist in empirical studies exploring the psychological transformation that accompanies
spiritual veganism. Further research is needed to understand whether spirituality alone is a
sufficient motivator for long-term adherence to veganism or whether additional socio-
cultural factors play a role.

The ethical implications of veganism have been extensively discussed in literature,
particularly in the works of Singer, P. (1975. Animal Liberation. HarperCollins) and
Regan, T. (1984. The Case for Animal Rights. University of California Press), who argue
for the intrinsic moral worth of animals. Acharya Prashant builds upon these arguments by
questioning the inconsistency of selective morality, stating, “The ability to feel pain is not
exclusive to humans. If pain and suffering are universal, then our morality should be
universal too.”

Despite strong ethical arguments, some researchers critique the practical
applicability of moral veganism. Cole, M. & Morgan, K. (2011. Veganism and the moral
economy of food. Springer) discuss how deeply ingrained cultural norms and economic
constraints hinder ethical consumption. Future studies could examine the cognitive
dissonance between ethical beliefs and dietary behaviour, further validating Acharya
Prashant’s critique of societal conditioning.

2.1.5 Opportunities and strategies for the vegan food industry

The article “How is vegan food disrupting the Indian market?” in Times of India
(2023) assumes that the growth of the vegan food market in India will continue based on
factors such as increasing consumer demand and technological advancements. However, it

doesn't thoroughly analyze potential economic challenges or market uncertainties that
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could impact the sustainability of this growth trajectory. It also briefly mentions cultural
factors such as the predominance of vegetarianism in India due to Hindu beliefs but doesn't
delve into the cultural diversity within the country or how cultural norms may influence
dietary choices differently across regions and communities. This oversight could lead to
cultural biases or oversimplifications. Moreover, the article appears to have a positive bias
towards veganism, portraying it as a desirable dietary choice without acknowledging
potential drawbacks or challenges. While promoting veganism is a valid perspective,
overlooking counterarguments or alternative viewpoints could result in biased
representation.

Research focusing on the motivations for individuals to select vegan food options
for consumption (Cooper et al., 2022) reported veganism as a more sustainable alternative
to the consumption of food produced by contemporary agriculture (i.e., based on meat and
dairy products). Increasing the consumption of vegan food can help mitigate these major
concerns. The study analyzed over 120,000 tweets and found that consumers discuss
personal health and taste benefits of vegan food more than environmental sustainability.
Different value propositions are needed to appeal to vegans and non-vegans, with health

attributes and taste being more effective motivators for increased consumption. Despite

veganism’s sustainability benefits, such as lower greenhouse gas emissions and reduced
land use for livestock, this aspect is not a primary topic of conversation among consumers.
While the research highlights value propositions related to personal health attributes
(e.g., dairy-free, gluten-free, and nutrition) and consumption benefits (e.g., tasty, delicious),
there is room for deeper consumer engagement. Understanding how businesses can

systematically develop value propositions that align with consumer expectations and drive
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sustainable consumption is essential. Although the paper discusses various motivations
for choosing vegan food (ethical, personal health, and environmental), it may not fully
explore the complex interplay of these factors or how they differ across demographic
groups. Investigating diverse motivations and tailoring strategies accordingly could enhance
sustainable food adoption. The study also underscores that a single value proposition is
unlikely to reach both vegans and non-vegans simultaneously. Further research could
delve into effective business strategies for communicating value propositions to these
distinct groups.

These gaps represent opportunities for future studies to enhance our understanding
of consumer perceptions, motivations, and business strategies in the context of sustainable
food consumption.

2.2 Theory of Reasoned Action

The Theory of Reasoned Action (TRA) provides a useful framework for
comprehending how beliefs, attitudes, and subjective norms influence behavioral
intentions. In the context of this research, the TRA offers insights into the interplay of
attitudes and subjective norms that drive individuals towards or away from adopting a
vegan diet. Attitudes represent the individual's positive or negative evaluations of
performing a behavior. In the context of veganism, attitudes may encompass perceptions
of the health benefits of a plant-based diet, ethical concerns about animal welfare, and
awareness of the environmental impact of food choices. Subjective norms refer to the
influence of social groups, peers, and societal expectations on an individual's behavioral
intentions. For veganism, these norms could encompass the influence of family, friends,
and social media communities that either support or discourage vegan dietary choices.
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2.2.1 Attitudes and Veganism:

Research applying the TRA to veganism has revealed the importance of attitudes
in shaping dietary choices. A positive attitude toward the benefits of a vegan diet, including
perceived health advantages and alignment with environmental sustainability, has been
linked to stronger intentions to adopt vegan food products (Ajzen & Driver, 1992). For
example, individuals who believe that veganism positively impacts their health are more
likely to develop intentions to embrace this dietary choice (Povey et al., 2001).

The vegan diet became increasingly mainstream in the 2010s (CBS News, 2011).
Veganism has been buoyed by the same health-conscious wave that has drawn Americans
in unprecedented numbers to low-fat, vegetarian and organic foods. The idea of eating
lower on the food chain is especially attractive to environmentally conscious consumers,
since large-scale meat production is a major source of greenhouse gases. Veganism also
provides a safe harbor for the growing number of people concerned about where their
supermarket meat comes from. Critics of industrial-scale food processing like writer

Michael Pollan have been gaining a wider audience in recent years.

A study (Tuncay et al., 2019) suggests that when asked about reasons for their
vegan/vegetarian lifestyle, the participants usually mentioned more than one reason, major
ones being objection to animal exploitation, ethical views, respect for life of sentient
beings, ecology and conscience. The most striking finding of this study was that the
participants adopted veganism/vegetarianism for ethical reasons and believed that just as
people with disabilities have rights and are treated like normal people, animals should also

have rights.
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It has also been reported in the literature that individuals most frequently adopt
veganism/vegetarianism for health-related reasons. Individuals who eat vegan foods have
low body mass indices and plasma cholesterol concentrations (Saintila et al., 2021). This
may be because the consumption of vegetable proteins is associated with better weight
control evidenced by a lower incidence of obesity and, consequently, lower cardiovascular
risk (Martin et al., 2011). Vegetables, fruits, soy products, legumes, grains, nuts, and seeds,
which are rich in fiber, are also low in saturated fat. Plant-based foods, which are included
in beneficial and healthy food groups, actually provide great health benefits for individuals
who choose this type of diet. Vegan diets should be implemented with appropriate medical
or dietetic counseling, since deficiencies in protein, calcium, iron, zinc, B12 and D
vitamins, fatty acids, and iodine can be seen in the diets of vegan individuals, and
inadequacies can be a risk factor for the development of various diseases. Otherwise, major
health problems may arise and pose a risk for vegan individuals. The most common
deficiencies in vegan diets are vitamin D, calcium, protein, fatty acids, and iron.

2.2.2 Subjective Norms and Veganism:

Subjective norms significantly influence the adoption of vegan food products. The
TRA has underscored the role of family and peer influences, suggesting that individuals
who perceive strong support from their social circles are more likely to express intentions
to choose vegan options (Armitage & Conner, 2001).

One of the most prominent cultural form of veganism can be traced back to Israel
(The Vegan Indians, 2021), where all residents of a small village named Dimona are vegan.
The 50-year-old vegan village is home to more than 3,000 African Hebrew lIsraelites of

Jerusalem. Popularly known as the ‘Village of Peace’, the members of this religious
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community arrived in Israel in 1969. These Hebrew Israelites are not Jewish, rather they
consider themselves as spiritual descendants of the ancient Israelites. They draw inspiration
and guidance from The Bible, and it dictates their entire lifestyle, including diet. In India,
followers of Buddhism and Jainism have also advocated and practiced a form of veganism
in India for centuries, with the belief that humans should not inflict pain on other voiceless
animals. Even Hinduism advocates a vegetarian lifestyle, with several animals considered
as deities.
2.2.3 Attitudes, Subjective Norms, and the Intentions-Behavior Gap:

While the TRA provides a valuable framework for understanding the role of attitudes
and subjective norms in shaping intentions, it also highlights the existence of an "intentions-
behavior gap."” In the context of veganism, this gap reflects the disparity between intentions
to choose vegan food products and the actual adoption of such a diet. Factors such as
perceived barriers to veganism, including availability, affordability, and personal taste
preferences, may hinder the translation of intentions into behavior (Bamberg & Moser,

2007).

The Theory of Reasoned Action offers a robust framework for comprehending
consumer motivations for choosing vegan food products. It emphasizes the pivotal role of
attitudes and subjective norms in influencing intentions, shedding light on the factors that
drive individuals towards or away from adopting a vegan diet. This literature review,
informed by the TRA, highlights the interplay of attitudes, subjective norms, and barriers
in the complex decision-making process related to vegan food choices. Recognizing the
nuances of these factors is essential for businesses, policymakers, and individuals seeking

to promote and understand the adoption of veganism as a sustainable and ethical dietary
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choice. As such, this dissertation seeks to delve deeper into the intricate dynamics of
consumer motivations, advancing the understanding of the Theory of Reasoned Action in
the context of vegan food product choices.

2.3 Theory of Planned Behavior

The Theory of Planned Behavior (TPB) serves as a foundational framework for
understanding and predicting human behavior across various domains, including health,
consumer behavior, and environmental sustainability. Developed by Icek Ajzen in 1991,
the TPB posits that individuals' intentions to engage in a specific behavior are shaped by
three primary factors: attitudes, subjective norms, and perceived behavioral control.
Attitudes represent individuals' evaluations of the behavior, reflecting their positive or
negative feelings towards it. Subjective norms capture the perceived social pressures and
expectations regarding the behavior, including the influence of significant others and the
importance of conformity. Perceived behavioral control refers to individuals' beliefs about

their ability to perform the behavior successfully, considering both internal and external

factors that may facilitate or hinder their actions. By incorporating these components, the
TPB offers a comprehensive framework for understanding the psychological processes
underlying human decision-making and behavior. In the context of consumer motivations
behind choosing vegan food products, the TPB provides a lens through which to examine
the attitudes, subjective norms, and perceived behavioral control factors influencing
individuals' intentions to adopt plant-based dietary practices. Through this theoretical
framework, researchers can gain insights into the multifaceted motivations driving dietary
choices and inform strategies to promote sustainable and health-conscious eating

behaviors.
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This literature review employs TPB as a conceptual framework to elucidate the

psychological processes shaping consumer motivations for choosing vegan food products.
2.3.1 Attitudes towards Vegan Food Products

According to the TPB, attitudes towards a behavior significantly influence
individuals' intentions to engage in that behavior. Research by Ruby (2012) highlights
health concerns as a prominent motivator for choosing vegan food products. Individuals
perceive plant-based diets as conducive to improved health outcomes, including reduced
risk of chronic diseases such as heart disease and diabetes. Positive attitudes towards the
health benefits of vegan diets enhance intentions to adopt plant-based eating patterns.
Additionally, studies by Povey et al. (2001) and Rothgerber (2013) emphasize ethical
considerations and animal welfare concerns as significant factors shaping attitudes towards
veganism, further influencing intentions to choose vegan food products.

2.3.2 Subjective Norms and Social Influences

Subjective norms, referring to individuals’ perceptions of social pressures and
expectations regarding the behavior, play a crucial role in the TPB framework. Rosenfeld
and Burrow (2017) underscore the importance of environmental sustainability as a key
motivation for adopting vegan diets. Consumers recognize the ecological benefits of
reducing animal agriculture’s environmental footprint, including lower greenhouse gas
emissions and reduced water usage. Strong social norms in favor of sustainable
consumption behaviors enhance intentions to choose vegan food products, as individuals
are motivated to comply with perceived social expectations regarding environmental
responsibility. Additionally, social influences from peers, family members, and online

communities contribute to shaping subjective norms towards veganism (Lea & Worsley,
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2003; Piazza et al., 2015).
2.3.3 Perceived Behavioral Control and Practical Considerations:

Perceived behavioral control, reflecting individuals' beliefs about their ability to
perform the behavior successfully, is another key determinant of intentions in the TPB
model. Tobler et al. (2011) provide evidence of consumers' willingness to adopt ecological
food consumption behaviors, emphasizing the importance of perceived control over the
adoption of sustainable dietary practices. Factors such as access to vegan food options,
culinary skills, and perceived inconvenience may influence individuals’ perceived control
over choosing vegan food products. Higher levels of perceived behavioral control increase
intentions to adopt plant-based diets, as individuals feel more confident in their ability to
overcome obstacles and adhere to their dietary preferences. Additionally, research by
Spencer et al. (2018) highlights taste preferences and sensory attributes of vegan foods as
important factors influencing perceived behavioral control and intentions towards vegan
food consumption.

In summary, this literature review demonstrates how the Theory of Planned
Behavior offers valuable insights into the motivations driving consumer choices regarding
vegan food products. By examining attitudes, subjective norms, and perceived behavioral
control, the TPB provides a comprehensive framework for understanding the psychological
processes underlying dietary decision-making. Positive attitudes towards health benefits,
strong social norms in favor of environmental sustainability, and perceived control over
dietary choices enhance intentions to choose vegan food products. By leveraging this
theoretical framework, policymakers, marketers, and practitioners can develop targeted
interventions to promote the uptake of plant-based diets and advance sustainability and
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public health agendas.

2.4 Self-Determination Theory

Self-Determination Theory (SDT), developed by Deci and Ryan (1985), offers a
valuable framework for examining the intrinsic motivations that drive individuals' dietary
preferences and behaviors. This literature review aims to explore the application of SDT
in elucidating the multifaceted motivations underlying consumers' choices within the realm
of veganism.

Autonomy: Autonomy, characterized by individuals' sense of volition and self-
endorsement in their actions, emerges as a pivotal factor influencing consumers' decisions
to adopt vegan diets. Existing research offers valuable insights into the diverse motivations
fueling individuals' adoption of vegetarian and vegan diets, ranging from ethical concerns
regarding animal welfare to environmental sustainability and personal health
considerations (Ruby, 2012). However, while Ruby's study provides a broad overview of
motivations, it lacks in-depth exploration of the individual-level nuances of autonomy,
such as the extent to which external factors influence consumers' perceived autonomy in
making dietary choices. Piazza et al. (2015) delve into the role of autonomy in dietary
decision-making, exploring the cognitive strategies individuals employ to reconcile their
meat consumption behaviors with their moral beliefs. While this study sheds light on the
cognitive processes involved in navigating conflicting motivations, further research is
needed to understand how individuals negotiate autonomy amidst external pressures,
societal norms, and cultural influences. Additionally, exploring how individuals' perceived
autonomy evolves over time as they transition to veganism could provide valuable insights
into the dynamic nature of autonomy within the context of dietary choices. Furthermore,
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research could investigate the role of autonomy-supportive environments, such as access
to diverse and affordable vegan food options, educational resources, and supportive social
networks, in enhancing individuals' perceived autonomy in making sustainable dietary
choices. For example, a study by Pelser and te Molder (2020) examined the influence of
food environment on autonomy in vegan food choices, highlighting the importance of
availability and accessibility of vegan options in facilitating autonomous decision-making.
Additionally, examining the impact of cultural and social factors on autonomy in vegan
food choices could provide further insights. G protection aps remain in understanding how
these cultural influences interact with individual autonomy and how they may impact
individuals' adoption and maintenance of vegan diets. By addressing these gaps,
researchers can gain a deeper understanding of the individual-level dynamics of autonomy
within the context of vegan food choices and inform interventions and strategies aimed at
promoting autonomy-supportive environments and empowering individuals to align their
dietary behaviors with their intrinsic values and convictions.

Competence: Competence, denoting individuals' need to feel capable and effective
in managing a vegan lifestyle, encompasses acquiring knowledge and skills related to
vegan nutrition, cooking, and meal planning. While existing research has provided valuable
insights into the motivations and experiences of individuals who adopt plant-based diets,
there are notable gaps in understanding the competence-related challenges faced by those
considering or transitioning to veganism. Rosenfeld and Burrow (2017) delve into the
motivations and experiences of individuals who have already adopted plant-based diets,
shedding light on the perceived competence in practical aspects of veganism, such as
culinary skills and nutrition management. However, the study primarily focuses on
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individuals who have successfully made the transition to veganism, leaving a gap in
understanding the specific competence-related barriers that individuals encounter during
the transition process. Further research is needed to explore the challenges faced by
individuals in acquiring the necessary knowledge and skills to sustain a vegan lifestyle,
particularly among those who are new to plant-based eating. Nezlek and Forestell (2020)
explore the relationship between self-compassion and dietary choices, emphasizing the role
of competence in individuals’ ability to navigate ethical and health considerations
associated with vegetarian and vegan diets. While this study offers insights into the
psychological aspects of competence, there remains a gap in understanding the practical
competencies that individuals perceive as essential for successfully adopting and
maintaining vegan diets. Further research could investigate the specific knowledge and
skills individuals identify as necessary for overcoming barriers to veganism, such as meal
planning, cooking techniques, and navigating social situations.

Moreover, exploring the role of external factors, such as access to resources and
support networks, in enhancing individuals' perceived competence in adopting and
maintaining vegan diets could provide valuable insights. For example, a study by Teixeira
et al. (2015) examined the impact of social support on dietary adherence among individuals
transitioning to a vegetarian diet, highlighting the importance of supportive environments
in fostering competence and self-efficacy. However, further research is needed to
specifically investigate the role of social support and access to resources in enhancing
individuals’ competence in adopting and maintaining vegan diets.

By addressing these gaps, researchers can gain a deeper understanding of the
competence-related challenges faced by individuals considering or transitioning to
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veganism and inform interventions and strategies aimed at promoting competence-building
and enhancing individuals' confidence and self-efficacy in adopting and maintaining plant-
based diets.

Relatedness: Relatedness refers to individuals' need to feel connected to others and
experience a sense of belongingness in social contexts, significantly influencing their
motivations for selecting vegan food products. While existing research provides insights
into the social dimensions of plant-based diets, there are notable gaps in understanding the
diversity of social relationships within the vegan community and the implications for
consumer motivations. Rosenfeld and Burrow (2017) delve into the social dimensions of
plant-based diets, examining how individuals' social networks and community affiliations
influence their motivations and experiences as vegans. However, the study primarily
focuses on the role of existing social networks, leaving a gap in understanding the potential
for interventions or community-building efforts to enhance relatedness among individuals
considering veganism. Further research is needed to explore how fostering a sense of
relatedness within the vegan community can promote dietary adherence and long-term
sustainability.

McLeod et al. (2019) conducted a seminal study examining the role of social
support in facilitating dietary change among individuals transitioning to veganism. The
research aimed to understand how social connections influence individuals' motivations
and experiences as they adopt a vegan lifestyle. Through qualitative interviews and
analysis, the study uncovered the pivotal role of social networks in providing
encouragement, practical advice, and emotional support to individuals navigating the
transition to veganism. The findings highlighted the importance of friends, family, and
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online communities in bolstering individuals' sense of relatedness during their vegan
journey. Participants reported drawing strength from supportive relationships, whether
through shared meals with like-minded friends or online discussions with fellow vegans.
These social connections served as sources of validation and solidarity, affirming
individuals' dietary choices and providing a sense of belongingness within the vegan
community. However, despite the valuable insights offered there are notable gaps in the
study that warrant further exploration. Firstly, while the research identified the significance
of existing social networks in supporting individuals' transition to veganism, it did not fully
explore the potential for interventions or community-building efforts to enhance
relatedness among individuals considering veganism. Further research could investigate
the effectiveness of various social support interventions, such as peer mentoring programs
or community-based initiatives, in fostering a sense of relatedness and facilitating dietary
adherence among new vegans. Additionally, the study primarily focused on the role of
close personal relationships and online communities, leaving a gap in understanding the
broader social networks and support systems available to individuals adopting vegan diets.
Further research could explore how diverse support networks, including local vegan
groups, workplace initiatives, and broader social movements, contribute to individuals'
sense of relatedness and social support during their vegan journey. Moreover, while
McLeod et al. (2019) provided valuable insights into the positive aspects of social support
in facilitating dietary change, the study did not fully explore the potential challenges or
negative experiences individuals may encounter within their social networks. Further
research could investigate the impact of social pressures, conflicting opinions, or lack of
understanding from friends, family, and peers on individuals' sense of relatedness and well-
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being during their transition to veganism.

A study by Rosenfeld and Tomiyama (2020) examined the experiences of
individuals with marginalized identities within the vegan community, highlighting the
importance of intersectional perspectives in understanding relatedness and inclusivity.
However, further research is needed to explore how social identities intersect with
relatedness and how they may impact individuals' motivations for choosing vegan food
products. By addressing these gaps, researchers can gain a deeper understanding of the role
of relatedness in shaping consumer motivations within the context of vegan food choices.
Additionally, interventions and strategies aimed at fostering a sense of community, social
support, and inclusivity within the vegan community can promote dietary adherence and
contribute to positive health, ethical, and environmental outcomes.

Lea et al. (2020) conducted a significant study investigating the role of identity
negotiation in the adoption and maintenance of vegan diets among individuals from diverse
socio-economic backgrounds. The research aimed to understand how individuals negotiate
their vegan identity within the context of their social and cultural environment, shedding
light on the complex interplay between personal values, social norms, and community
belongingness. Through qualitative interviews and analysis, the study uncovered the
multifaceted nature of identity negotiation among individuals adopting vegan diets.
Participants described navigating their vegan identity within the context of family
dynamics, workplace cultures, and broader societal norms. The study revealed how
individuals reconciled their personal values with social expectations, sometimes facing
challenges or resistance from friends, family, or colleagues. The findings highlighted the
importance of relatedness in shaping individuals' experiences within the vegan community.
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Participants emphasized the significance of finding supportive social networks and
inclusive community spaces where they could connect with like-minded individuals and
feel a sense of belongingness. However, there are notable gaps in the study that warrant
further exploration. Firstly, while the research provided valuable insights into the
intersectionality of relatedness with socio-economic factors, such as class and privilege, it
did not fully explore the intersectionality of relatedness with other socio-cultural factors,
such as gender, ethnicity, and age. Further research could investigate how these intersecting
identities influence individuals' experiences of relatedness and community belonging
within the context of veganism. Additionally, the study primarily focused on identity
negotiation within personal and social relationships, leaving a gap in understanding the role
of broader social networks and support systems in fostering a sense of relatedness among
individuals adopting vegan diets. Further research could explore how diverse support
networks, including local vegan groups, online forums, and broader social movements,
contribute to individuals' sense of relatedness and social support during their vegan
journey. Moreover, while Lea et al. (2020) provided valuable insights into the challenges
of identity negotiation and social belongingness among individuals adopting vegan diets,
the study did not fully explore the potential for interventions or community-building efforts
to enhance relatedness among individuals considering veganism. Further research could
investigate the effectiveness of various social support interventions, such as community-
based initiatives or inclusive outreach programs, in fostering a sense of relatedness and
facilitating dietary adherence among new vegans.

In conclusion, integration of SDT into the examination of consumer motivations
for choosing vegan food products provides a robust framework for comprehending the
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complex drivers underlying dietary preferences and behaviors. Autonomy, competence,
and relatedness emerge as critical dimensions shaping individuals' motivations to embrace
and sustain vegan diets. By addressing these intrinsic needs within the context of veganism,
researchers and practitioners can inform targeted interventions and strategies to promote
plant-based eating and facilitate positive health, ethical, and environmental outcomes.
Future research endeavors should further explore the dynamic interplay between
autonomy, competence, and relatedness in shaping consumer motivations within the
evolving landscape of veganism.

2.5 Summary

The literature review on consumer motivations for choosing vegan food products
reveals several key findings and significant gaps in existing research. While studies have
identified various factors such as health concerns, environmental sustainability, animal
welfare, and social influences as primary motivators, there remains a lack of understanding
of how these motivations translate into behavior within specific geographical contexts. One
notable gap is the scarcity of research focusing on urban centers in emerging economies
like India, with most studies conducted in Western contexts. This gap is particularly evident
in understanding consumer behaviors in rapidly growing cities like Gurugram, where
unique socio-cultural dynamics and economic factors may shape individuals’ attitudes
towards veganism differently. Furthermore, existing literature tends to provide a broad
overview of consumer motivations without delving into the nuanced interactions between
these motivations and local cultural norms, economic disparities, and accessibility of vegan
options. Understanding these contextual factors is crucial for developing targeted
interventions and strategies to promote sustainable and ethical food choices.
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Additionally, while some studies have explored demographic factors such as age,

gender, and education level in relation to vegan food consumption, there is a need for more

research that examines how these demographic variables intersect with regional and
cultural factors to influence consumer behavior.

In summary, the gaps in existing literature underscore the importance of conducting
localized research in urban settings like Gurugram to gain a deeper understanding of
consumer motivations for choosing vegan food products. To address these gaps, it’s
essential to conduct or seek out research that specifically focuses on the Gurugram city,
taking into account the unique local factors and dynamics that influence the adoption of
veganism in this region. Research may be needed to assess the level of awareness and
education regarding veganism in Gurugram, including the role of local media, educational
institutions, and community organizations in promoting or hindering vegan practices.
Investigating the availability and accessibility of vegan products, such as plant-based food
items and cruelty-free goods, in Gurugram is crucial. A lack of vegan options or their
abundance can significantly affect the local adoption of veganism. Considering the cultural
and religious diversity in Gurugram, exploring how these aspects influence the adoption of
veganism and whether there are specific cultural or religious groups advocating for or
against vegan practices is important. Identifying challenges that are unique to Gurugram,
such as urbanization, pollution, or local economic factors, could provide valuable insights
into the region's specific hurdles in embracing veganism. It is also important to assess the
role of local vegan organizations, restaurants, and social media groups in Gurugram in

promoting veganism and building a supportive community.

Addressing these gaps will not only contribute to academic knowledge but also
75



provide valuable insights for businesses, policymakers, and advocacy groups aiming to

promote sustainable and ethical dietary practices in diverse cultural contexts.
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CHAPTER IlI:

METHODOLOGY

3.1 Overview of the Research Problem

The growing awareness of ethical considerations, health benefits, and
environmental sustainability has significantly influenced consumer food choices
worldwide. However, the specific motivations driving the adoption of vegan food products
remain under-researched, particularly in the Indian context. This study focuses on
Gurugram, a rapidly urbanizing region, to uncover the interplay of these factors in shaping
consumer decisions. The research addresses the gap by examining how demographic,
cultural, and societal variables influence consumer motivations, providing insights into the
barriers and facilitators of vegan food adoption.

3.2 Operationalization of Theoretical Constructs

The research is grounded in theoretical constructs encompassing ethical
motivations, health-related motivations, and environmental consciousness. Ethical
motivations pertain to concerns about animal welfare and the moral implications of dietary
choices. Health-related motivations include the perceived benefits of vegan diets, such as
improved physical well-being and disease prevention. Environmental consciousness
reflects awareness of the ecological impact of animal agriculture and a desire to reduce
carbon footprints. These constructs are operationalized through meticulously designed
survey questions and qualitative interview prompts. For instance, questions related to
ethical motivations explore participants' beliefs about animal rights, while health-related
questions assess their understanding of vegan diets' nutritional value. Environmental

consciousness is gauged through questions on participants' knowledge of sustainability and
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climate change.

3.3 Research Purpose and Questions

The overarching purpose of this research is to elucidate the multifaceted factors

influencing consumer choices regarding vegan food products in Gurugram. This study aims

to contribute to academic knowledge and practical strategies for promoting sustainable and

ethical dietary practices. The central research questions are:

1.

What are the key factors motivating consumers in Gurugram to adopt vegan food
products?

How do demographic variables, such as age, gender, education, shape these
motivations?

What are the perceived barriers preventing broader adoption of vegan food
products?

How can qualitative insights enrich our understanding of consumer motivations
and barriers?

What are the predominant factors influencing individuals in Gurugram to opt for
vegan food products?

What specific types of vegan food products are preferred in Gurugram, including
categories such as plant-based meats, dairy alternatives, and processed vegan
items?

What shifts, motivations, or challenges are encountered during this journey, and

how do attitudes toward vegan products evolve over time?

What are the challenges and barriers faced by individuals in Gurugram when

adopting or sustaining a vegan diet and how can these challenges be addressed?
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These research questions aim to provide a comprehensive understanding of the
dynamics surrounding consumer choices of vegan food products in Gurugram, considering
the unique socio-economic and cultural context of the region.

3.4 Research Design

To achieve a comprehensive understanding, the research employs a mixed-methods
design. This approach combines the strengths of quantitative and qualitative
methodologies. By combining data from both sources, the study developed a holistic
understanding of consumer motivations. This triangulation of data sources allowed for a
more nuanced interpretation of the research results, fostering a comprehensive view of the
factors influencing vegan food product choices in Gurugram. This research upheld ethical

guidelines throughout the study. Informed consent was obtained from all participants,

ensuring their willingness to participate in both surveys and interviews. Measures were in
place to maintain the confidentiality and anonymity of participants' responses. Ethical
clearance was sought from the relevant institutional review board or ethics committee,
affirming the research's commitment to ethical research practices.

The research findings were disseminated through a comprehensive research
dissertation, which followed a structured format including an introduction, literature
review, methodology, results, discussion, and conclusion. Visual aids such as charts,
graphs, and illustrative quotes from interviews were utilized to present the findings
effectively.

In conclusion, this research methodology employed a mixed-methods approach to
delve into consumer motivations for choosing vegan food products in Gurugram. The

combination of quantitative and qualitative data collection and analysis methods provided
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a robust understanding of these motivations, contributing to the broader knowledge on
consumer behavior, ethics, sustainability, and dietary choices. Reflecting on the limitations
of the research, it was recognized that this study represented a snapshot of consumer
motivations in a specific context. Future research could extend these findings to different
geographic regions or explore the dynamics of motivations over time, thereby further
enriching our understanding of this evolving phenomenon.
3.5 Population and Sample

The target population comprises 500 consumers in Gurugram who have either

purchased vegan food products or expressed interest in doing so. The sample is designed

to reflect the city's diverse demographics, including variations in age, gender, education

level, and income. By ensuring a representative sample, the study aims to capture a holistic
view of consumer motivations and barriers.
3.6 Participant Selection
Participants for the quantitative survey are selected through random sampling,
enhanced by stratified sampling to account for demographic diversity. For qualitative
interviews, purposive sampling is employed, focusing on individuals who exhibit strong
motivations or face significant barriers to adopting veganism. This dual strategy ensures
both breadth and depth in data collection, capturing a wide range of perspectives while
exploring specific cases in detail.
3.7 Instrumentation
The research instruments are carefully designed to ensure reliability and validity.
The survey questionnaire includes both closed and open-ended questions, covering

demographic information, awareness of veganism, ethical considerations, health benefits,
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environmental concerns, and perceived barriers. The interview guide is semi-structured,
allowing for flexibility in exploring participants' experiences and beliefs. Pilot testing of
both instruments is conducted to refine the questions and ensure clarity and relevance.
3.8 Data Collection Procedures

Quantitative Research: The quantitative component of this research involved the
development and administration of a structured survey questionnaire to a representative
sample of consumers in Gurugram. The survey questionnaire encompassed various aspects,
including demographic information, awareness and perception of veganism, ethical

motivations, health-related motivations, environmental consciousness, and barriers to

adoption. To ensure statistical validity, random sampling techniques were employed for
participant selection, with stratified sampling used to account for diversity across
demographic variables. The quantitative data collected was analyzed using statistical
software such as SPSS. Descriptive statistics were employed to summarize and visualize
survey responses, providing an overview of the key trends in consumer motivations.
Inferential statistical tests, such as regression analysis, were conducted to identify
significant predictors of consumer motivations, offering insights into the relative
importance of various factors.

Qualitative Research: In addition to quantitative data, qualitative insights were
gathered through in-depth interviews with a purposively selected subset of survey
participants. These interviews were semi-structured, allowing for open-ended responses
and probing questions to explore motivations in greater depth. The qualitative data
collection process aimed to capture the context-specific nuances and rich narratives that

may not have been fully illuminated by quantitative data alone. Thematic analysis was
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employed to transcribe and code the qualitative interview data. This approach identified
recurring themes, patterns, and narratives related to consumer motivations. The qualitative
analysis complemented the quantitative findings by providing depth and context, offering
a more comprehensive understanding of the motivations behind choosing vegan food
products.

3.9 Research Design Limitations

The mixed-methods design adopted in this research provides a comprehensive
framework for understanding consumer motivations; however, several limitations must be
acknowledged.

Geographic Focus: The study is confined to Gurugram, a specific urban region.
While this focus allows for an in-depth examination of local consumer behavior, it limits
the generalizability of the findings to other regions or rural areas with potentially differing
socio-economic and cultural dynamics. Broader studies encompassing diverse geographic
contexts are needed to validate the results.

Self-Reported Data: The reliance on self-reported data from surveys and
interviews introduces the possibility of bias. Participants may overstate socially desirable
behaviors, such as environmental consciousness or ethical considerations, while
understating barriers or challenges they face. Such biases could affect the accuracy of the
insights derived from the data.

Cross-Sectional Design: The study captures a snapshot of consumer motivations
at a single point in time. This approach does not account for temporal changes in
motivations, which may evolve due to external factors such as increased awareness

campaigns, policy changes, or shifts in market dynamics. Longitudinal studies would be
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more effective in capturing these dynamics over time.

Sample Representation: Although stratified sampling is employed to ensure
demographic diversity, the sample size and composition may not fully capture all
subgroups within the population. For example, certain marginalized or less-represented

demographics may have unique motivations or barriers that remain unexplored.

Complexity of Motivations: Consumer decisions are often influenced by a
complex interplay of factors that may not be fully captured through structured surveys or
semi-structured interviews. Subtle, unconscious drivers of behavior might be overlooked,
highlighting the need for complementary methods such as observational studies or
experimental designs.

Resource Constraints: The scope and depth of qualitative data collection are
inherently limited by resource constraints, including time and funding. This limitation may
affect the extent to which the study can explore the rich, nuanced narratives of consumer
behavior.

Despite these limitations, the study's design provides a robust foundation for
exploring consumer motivations. By acknowledging and addressing these constraints,
future research can build on this work to further enhance the understanding of vegan food
adoption.

3.10 Conclusion

This research methodology integrates quantitative and qualitative approaches to
explore the complex motivations behind choosing vegan food products in Gurugram. By
combining broad statistical analyses with rich qualitative narratives, the study aims to offer

actionable insights for policymakers, marketers, and advocates of sustainable diets. Despite
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its limitations, the research provides a robust foundation for understanding consumer
behavior and paves the way for future studies to expand on these findings, potentially

exploring longitudinal trends or comparing motivations across different regions.
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CHAPTERIV:

RESULTS

4.1 Introduction

Chapter 3 discussed the methodology, research design, and data collection
processes used to address the study's objectives. Emphasizing the importance of
triangulation, the study employed both quantitative and qualitative methods to validate
the research findings. This chapter presents the results obtained from a structured survey
of 500 participants in Gurugram, focusing on their perceptions, behaviors, and
experiences with vegan food consumption.

The findings are analyzed in relation to the research questions and the broader
literature on veganism. The overarching research aim was to understand the factors
influencing vegan food adoption, the barriers to its widespread acceptance, and
demographic-specific trends. Data were collected through a survey comprising a series
of structured questions designed to explore motivations, challenges, and perceptions
related to vegan food consumption.

As outlined in Chapter 3, the study categorized participants based on their
demographic profiles, such as age, gender, occupation, and education. These categories
helped to examine patterns and trends across different segments of the population. Data
analysis included frequency distributions, cross-tabulations, and hypothesis testing using
chi-square analysis to identify significant relationships between variables.

The results presented in this chapter include detailed demographic characteristics
of the respondents, patterns of vegan food consumption, motivational factors, perceived

barriers, and recommendations for stakeholders. These findings are structured to provide
85



a comprehensive response to the research questions and contribute to understanding
vegan food dynamics in Gurugram.
4.2 Organization of Data Analysis

The data analysis process was meticulously organized to ensure comprehensive
and accurate insights into the research objectives. It involved several systematic steps to
explore patterns, relationships, and trends in the dataset. The methodology integrated both
descriptive and inferential statistical techniques to address the hypotheses and research
questions. Below is a detailed breakdown of the organization of data analysis:

1. Preliminary Data Cleaning and Preparation:

o The raw survey data were reviewed for inconsistencies, incomplete
responses, and errors. Missing data were handled using statistical
techniques such as mean imputation or removal of cases with substantial
missing values to ensure the integrity of the analysis.

o Variables were coded and categorized to facilitate further analysis. For
instance, age groups were divided into ranges (20-30, 31-40, etc.), and
responses were encoded as numerical values for ease of statistical
computation.

2. Descriptive Analysis:

o Descriptive statistics, such as frequencies, percentages, means, and

standard deviations, were calculated to summarize the demographic

profile of

respondents and their responses to survey questions. This provided a

comprehensive overview of the data.
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o Charts and graphs, including bar charts, pie charts, and histograms, were
used to visually represent the distribution of responses for key variables,
such as motivations and barriers to vegan food adoption.

3. Hypothesis Testing:

o Theanalysis was guided by six core hypotheses, each addressing a specific
aspect of vegan food adoption, such as motivations, barriers, and
demographic influences. Inferential statistical tests, primarily chi-square
tests, were employed to examine relationships between categorical
variables.

o Each hypothesis was tested using a step-by-step approach:

= Formulation of null and alternative hypotheses.

= Calculation of chi-square values and corresponding p-values.

= Interpretation of results to determine statistical significance.
4. Cross-Tabulations:

o Cross-tabulations were used to explore the relationships between
demographic variables (e.g., age, gender, education) and key outcomes,
such as motivations and barriers. This technique provided insights into

how different demographic groups perceive and adopt vegan food.

o For example, cross-tabulations revealed how age influenced prioritization
of health versus ethical concerns, offering a granular understanding of
consumer behavior.

5. Segmented Analysis by Research Objectives:

o The data were organized and analyzed based on specific research
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objectives to ensure alignment with the study’s goals. These objectives
included:
= Understanding the primary motivators for vegan food adoption.
= ldentifying key barriers preventing wider adoption.
= Examining demographic influences on consumer behavior.
= Comparing perceptions of vegan food availability and quality
in Gurugram versus other cities.
6. Thematic Categorization of Findings:
o Results were categorized thematically to align with the research framework.
Key themes included health consciousness, ethical considerations,
convenience, cost, limited variety, and lack of information. This thematic
organization facilitated a structured presentation of findings.
7. Visual Representation:
o To enhance comprehension, findings were visually represented using
tables, charts, and graphs. For example:
= A bar chart depicting the percentage of respondents motivated by

health benefits, ethical concerns, and convenience.

= A pie chart illustrating the growth in vegan food accessibility
as perceived by respondents.
= Tables summarizing the chi-square test results for each hypothesis.
8. Comparative Analysis:
o Where applicable, the data were compared with findings from existing

literature to contextualize the results. This step ensured that the findings
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were not only statistically significant but also theoretically grounded.
9. Integration of Feedback:

o Preliminary findings were reviewed and validated through discussions
with experts in the field and key stakeholders. Their feedback was
incorporated to refine the analysis and ensure relevance to the research
context.

By adopting this comprehensive and systematic approach, the data analysis
effectively addressed the research questions and hypotheses. The organization of analysis
ensured that the findings were robust, reliable, and actionable, providing valuable insights
into the dynamics of vegan food adoption in Gurugram.

4.3 Demographic Insights
e Age Distribution
The survey included respondents across different age groups. The majority
(140 out of 500) belong to the 20-30 age group, indicating that younger consumers are
more engaged with vegan products. The 40-50 and 50-60 age groups also show
significant interest, making up 44.2% of respondents. Older consumers (60+) form the

smallest group at 9.6%, suggesting lower engagement with vegan products.

Age Group Count Percentage
20-30 140 28.0%
30-40 91 18.2%

40 -50 123 24.6%

50 - 60 98 19.6%

60 & Above 48 9.6%
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Total 500 100.0%

Age Distribution of Respondents

20-30 30-40 40-50 50-60 60 & Above
Age Group

140

120

100

Number of Respondents

e Gender Distribution
There is a higher representation of males (264 respondents, 52.8%) compared to
females (236 respondents, 47.2%), suggesting a relatively balanced gender split with a slight

male dominance.

Gender Count Percentage
Male 264 52.8%
Female 236 47.2%
Total 500 100.0%
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Gender Distribution of Respondents
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o Education and Occupation
Education levels correlate positively with vegan food consumption, reinforcing
the role of awareness in dietary choices. A significant majority hold a graduate degree
(323 respondents, 64.6%), and 28.6% hold postgraduate degrees, indicating a well-
educated sample.

Education Level Distribution

Education Level Count Percentage
Graduate 323 64.6%
Postgraduate 143 28.6%
PhD & Above 34 6.8%

Total 500 100.0%

Education Level Distribution
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Private-sector employees (31.2%) form the largest segment of consumers. Self-

employed (17.4%) and public-sector employees (18.6%) also represent significant

portions. Students (12.4%) and homemakers (10.4%) indicate potential market expansion

opportunities among younger consumers and families.

Occupation Distribution

O Datio 0 Percentage
Private Sector 156 31.2%
Public Sector 93 18.6%
Self-Employed 87 17.4%
Student 62 12.4%
Homemaker 52 10.4%
Freelancer 34 6.8%
Unemployed 16 3.2%

Total 500 100.0%
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4.4 Consumer Behavior Trends

e Purchase Frequency

31.6% of respondents (158 people) frequently purchase vegan food products,

while 28% (140 people) consume occasionally. This suggests a stable, repeat-
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consumption pattern among engaged consumers, but with room for increased adoption.

The "never" category (3.8%) is small, suggesting that most people have at least some

exposure to vegan products.

Purchase Frequency Percentage
Never 19 3.8%
Rarely 57 11.4%
Occasionally 140 28.0%
Frequently 158 31.6%
Always 126 25.2%
Total 500 100.0%
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o Preferred Vegan Food Categories

Always

Processed Vegan Items (46.6%) are the most popular choice, followed closely by

Dairy Alternatives (42.2%). Plant-based meats (11.2%) are the least preferred, suggesting

room for innovation and marketing in this category.
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Category Count Percentage
Processed Vegan Items 233 46.6%
Dairy Alternatives 211 42.2%
Plant-based Meats 56 11.2%
Total 500 100.0%
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Figure 7: Preferred Vegan Product Type
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4.5 Barriers to Vegan Adoption
The biggest challenge is price (79.2%), indicating that affordability remains a
major barrier. Limited availability (72.4%) and lack of awareness among staff (74.4%)

also impact consumer decisions. Taste and menu variety issues also limit widespread

adoption.
Higher Prices 79.2%
Limited Availability 72.4%
Lack of Awareness Among Staff 74.4%
Limited Menu Options 70.0%
Inconsistency in Taste & Quality 67.8%

Barriers to Vegan Adoption

Higher Prices

Limited Availability

Lack of Awareness

Barrier

Limited Menu Options

Inconsistent Taste

o

10 20 30 40 50 60 70 80
Percentage of Respondents (%)

4.6 Statistical Analysis & Hypothesis Testing
Correlation Analysis
A correlation matrix was created to examine the relationship between age,
education, and vegan food purchase frequency.
Familiarity with vegan products has a significant correlation with purchase

frequency (p = 0.02).
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Age and education have weak correlations with purchase frequency, suggesting

that other factors like price and availability may be more influential.

Variable 1 Variable 2 Correlation(r) Significance(p)

Age Education 0.17 0.04

Age Purchase 0.038 0.68
Frequency

Education Purchase 0.035 0.71
Frequency

Familiarity Purchase Intent 0.108 0.02

Correlation Heatmap

Age

Variable 1
Education

-0.08

0.11 - 0.06

Io.o4

Regression Analysis: Predicting Purchase Frequency

Familiarity

Education Purchase Frequency Purchase Intent
Variable 2

Familiarity significantly predicts purchase frequency (p = 0.018). Education level
has no significant impact, meaning awareness campaigns may be more effective than

targeting highly educated consumers.

Predictor Coefficient Std. Error




())) Value Value

Constant 0.701 0.076 9.203 0.000
Education 0.0217 0.032 0.681 0.496
Familiarity 0.1070 0.045 2.382 0.018

Regression Analysis: Predicting Purchase Frequency
0.7t
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4.7 Findings Regarding Each Hypothesis
The following section presents detailed findings related to each hypothesis and
research objective. Results are supported by descriptive statistics, inferential tests, and
visualizations where applicable.
Hypothesis 1. Consumers are motivated to choose vegan products by a combination of

factors, including health consciousness, environmental concerns, ethical considerations,

taste preferences, and social influences.

The crosstabs and chi-square tests confirmed Hypothesis 1, revealing that
multiple factors drive vegan food adoption:

e Health Benefits:
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chronic illnesses such as diabetes and heart disease.

A majority (79.2%) of respondents identified health consciousness as a
primary motivator for choosing vegan options. Respondents frequently

associated vegan diets with improved physical well-being and reduced risk of

o Statistical evidence supported this motivation (y*(1) = 45.924, p <.001).

Crosstab
Count
Health Benefits
No Yes Total
Increased No 46 56 102
Motivation Yes 58 340 398
Total 104 396 500

Chi-Square Tests

Asymptotic
Significance Exact S?g. Exact S?g.
Value df @ (2- sided) (1- sided)
sided)
Pearson Chi-Square 45,9242 .000
Continuity Correction®  44.090 1 .000
Likelihood Ratio 40.353 1 .000
Fisher's Exact Test .000 .000
Linear-by-Linear 45.832 1 .000
Association
N of Valid Cases 500

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 21.22.

b. Computed only for a 2x2 table

« Ethical and Environmental Concerns:

(0]
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Ethical and environmental considerations were significant for 76.6% of

respondents. Participants cited animal welfare, climate change, and



sustainability as key reasons for their dietary choices (y*(1) = 4.544, p =

Crosstab
Count
Stronger ethical or
environmental
commitments
No Yes Total
Increased No 32 70 102
Motivation Yes 85 313 398
Total 117 383 500

Chi-Square Tests

Asymptotic
Significance Exact Sig. Exact Sig.
Value df 2 (2- sided) (1- sided)
sided)
Pearson Chi-Square 4.544a 1 .033
Continuity Correctionb 4.002 1 .045
Likelihood Ratio 4.325 1 .038
Fisher's Exact Test 037 025
Linear-by-Linear 4.535 .033
Association
N of Valid Cases 500

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 23.87.

b. Computed only for a 2x2 table

e Taste and Quality:

o Improved taste and product quality were highlighted by 78.2% of respondents.

Many noted that advancements in vegan food options made plant-based



diets more appealing (¥*(1) = 8.371, p =.004).

Crosstab
Count
Imgroved taste and
quality
No Yes Total

Increased No 33 69 102

Motivation Yes 76 322 398

Total 109 391 500

Chi-Square Tests
Asymptotic
Significance Exact S?g. Exact S?g.
Value df o (2- sided) (1- sided)
sided)

Pearson Chi-Square 8.3714 1 .004

Continuity CorrectionP 7.611 006

Likelihood Ratio 7.814 .005

Fisher's Exact Test .007 .004
Linear-by-Linear 8.354 1 .004

Association

N of Valid Cases 500

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 22.24.

b. Computed only for a 2x2 table

Hypothesis 2: The interplay of internal and external motivators varies among individuals,

with some prioritizing health consciousness, while others emphasize ethical or

environmental concerns.

The crosstabulation between health benefits and ethical or environmental

commitments highlights a noticeable interplay of internal and external motivators in

influencing consumer choices. Among individuals who prioritize health benefits, 300 also

emphasize ethical or environmental concerns, while only 96 do not. Conversely, for those
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who do not prioritize health benefits, 83 still prioritize ethical or environmental
commitments. This suggests that individuals who value health are also likely to consider

ethical and environmental factors.

The findings for H2 demonstrated significant variation:
e« Among health-conscious respondents, 75.8% also prioritized ethical or
environmental factors.
o Interestingly, 71% of participants who did not consider health a major motivator
still emphasized ethical or environmental concerns.

These findings support H2, demonstrating that different individuals prioritize a mix of
internal (health) and external (ethical/environmental) motivators when choosing vegan

products.

Health Benefits * Stronger ethical or environmental commitments
Crosstabulation

Count
Stronger ethical or
environmental
commitments
No Yes Total
Health Benefits NO 21 83 104
Yes 96 300 396
Total 117 383 500

Hypothesis 3: Age significantly influences the motivations behind choosing vegan
products, with younger individuals more likely to be motivated by environmental and
ethical concerns, while older individuals prioritize health.

Age emerged as a significant determinant of motivations:

e Younger Demographics:
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o Respondents aged 20-30 years showed the highest alignment with ethical
and environmental concerns (92.1%). This age group demonstrated strong

awareness of climate change and animal welfare issues.

Crosstab
Count
Stronger ethical or
environmental
commitments
No Yes Total
AGE 20-30 11 129 140
30-40 16 75 91
40-50 36 87 123
50-60 39 59 98
60 & Above 15 33 48
Total 117 383 500
Chi-Square Tests
Asymptotic
Significance
Value df (2-
sided)
Pearson Chi-Square 39.2984 4 .000
Likelihood Ratio 42.273 4 .000
Linear-by-Linear 33.244 1 .000
Association
N of Valid Cases 500

a. 0 cells (0.0%) have expected count less than 5. The

minimum expected count is 11.23.

o Older Demographics:

o Participants aged 50+ years prioritized health benefits, with 85.4%
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highlighting physical well-being as their primary concern (y* = 12.232, p =

.016).
Crosstab
Count
Health Benefits
No Yes Total
AGE 20-30 32 108 140
30-40 18 73 91
40-50 28 95 123
50-60 25 73 98
60 & Above 1 47 48
Total 104 396 500
Chi-Square Tests
Asymptotic
Significance
Value df (2- sided)
Pearson Chi-Square 12.2324 4 016
Likelihood Ratio 17.285 4 .002
Linear-by-Linear 2.281 1 131
Association
N of Valid Cases 500

a. 0 cells (0.0%) have expected count less than 5. The

minimum expected count is 9.98.

Hypothesis 4: Gender, occupation, and educational background contribute to distinct
patterns of motivations, resulting in demographic-specific trends in the adoption of
veganism.
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The results from the crosstab analyses for H4 indicate that demographic factors like

gender, occupation, and education contribute to distinct patterns in the motivations for

adopting veganism.

+ Gender:

o There is a statistically significant relationship between gender and increased

motivation (y*> = 3.876, p=.049), with more males (219 out of 264) reporting

increased motivation compared to females (179 out of 236). This supports the

idea that gender plays a role in the patterns of vegan adoption.

Crosstab
Count
GENDER
Male Female Total
Increased No 45 57 102
Motivation Yes 219 179 398
Total 264 236 500

Chi-Square Tests

Asymptotic
Significance  Exact Sig. Exact Sig.
Value df (2- sided) (2- sided) (1- sided)
Pearson Chi-Square 3.8764 .049
Continuity CorrectionP 3.451 1 .063
Likelihood Ratio 3.873 1 .049
Fisher's Exact Test .059 032
Linear-by-Linear 3.868 1 .049
Association
N of Valid Cases 500

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 48.14.

b. Computed only for a 2x2 table

o Education:
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There is a significant relationship between education and increased motivation (>
= 10.498, p = .005), with individuals holding higher educational qualifications (Post
Graduate and PhD) showing a stronger likelihood of being motivated to adopt veganism.

This aligns with the idea that educational background influences motivations.

Crosstab
Count
EDUCATION
Graduate  Post PHD &
Graduate Above Total
Increased No 75 27 0 102
Motivation Yes 248 116 34 398
Total 323 143 34 500
Chi-Square Tests
Asymptotic
Significance
Value  df  (2sided)
Pearson Chi-Square 10.4982 2 .005
Likelihood Ratio 17.253 2 .000
Linear-by-Linear 8.328 1 .004
Association
N of Valid Cases 500

a. 0 cells (0.0%) have expected count less than 5. The
minimum expected count is 6.94.

These findings partially support H4, with gender and education showing significant
influence, while occupation does not seem to contribute to distinct motivational patterns.
e Occupation:
o No statistically significant relationship was observed between occupation
and motivation (}* = 3.650, p = .724), indicating that occupation may not

strongly influence the motivations for choosing veganism in this dataset.

106



Crosstab

Count
OCCUPATION
Self
Employ Emplo Employed
ed yedin inPublic
Stud / Private Sector/Goy Freelancer/Co Home  Unemp To
¢ Entrepren Sector ern ns ultant ma lo t
nt eur ker yed |
ment A

Increas N 15 16 29 17 7 15 3 102
ed 0

Motiva Ye 47 71 127 76 27 37 13 398
ti

on S

Total 62 87 156 93 34 52 16 500

Chi-Square Tests
Asymptotic
Value df S_lgnlflcance (2-
sided)

Pearson Chi-Square 3.6504 6 724

Likelihood Ratio 3.456 6 .750

Linear-by-Linear Association .268 1 .605

N of Valid Cases 500

a. 1 cells (7.1%) have expected count less than 5. The minimum expected count is 3.26.
Hypothesis 5: Cost is a significant barrier that discourages individuals from choosing
vegan food products, especially when vegan options tend to be more expensive than non-

vegan alternatives.

107



The crosstab analysis for H5 shows a significant relationship between cost as a
barrier and the higher prices for vegan menu items compared to non-vegan options. A large
majority (340 out of 396) of individuals who view cost as a barrier also perceive vegan
products to be more expensive. The Pearson Chi-Square value of 45.924 (p = .000)
confirms that this relationship is statistically significant.

e 79.2% of respondents cited high prices as a deterrent.
e 72.4% indicated that limited variety and repetitive offerings compounded the

challenge (52 = 45.924, p < .001).

This supports H5, indicating that cost is indeed a significant factor discouraging
consumers from choosing vegan products, particularly when vegan options are perceived

as more expensive than non-vegan alternatives.

Barriers to choosing vegan food products. * Higher prices for vegan
menu items compared to non-vegan options.
Crosstabulation

Count
Higher prices for vegan
menu items compared to
non-vegan
options. Total
No Yes
Barriers to choosing No 46 56 102
vegan food products. Yes 58 340 398
Total 104 396 500

Chi-Square Tests

Asymptotic

Significance ~ EXactSig.  ExactSig.

Value df (2- (2- sided) (1- sided)
sided)
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Pearson Chi-Square 45,9243 1 .000

Continuity Correction®  44.090 1 .000

Likelihood Ratio 40.353 1 .000

Fisher's Exact Test .000
Linear-by-Linear 45.832 1 .000

Association

N of Valid Cases 500

.000

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 21.22.

b. Computed only for a 2x2 table

Hypothesis 6: Limited information and education about veganism and its benefits act as
barriers to choosing vegan food products.

The analysis for H6 indicates a significant relationship between limited
information and education about veganism and the barriers to choosing vegan food
products. The crosstab shows that 302 out of 398 (78.2%) individuals who perceive
barriers to veganism also report a lack of information and education as a factor. The
Pearson Chi-Square value of 6.163 (p = .013) confirms the statistical significance of this
association.

This supports H6, demonstrating that limited information and education about
veganism and its benefits are indeed barriers that discourage people from choosing vegan

food products.

Barriers to choosing vegan food products. * Limited
Information and Education Crosstabulation

Limited Information and

Education
No Yes Total
Barriers to choosing No 13 89 102
vegan food products. Yes 96 302 398
Total 109 391 500

Chi-Square Tests
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Asymptotic

Exact Sig. Exact Sig.

Significance ) )
Value df - (2- sided) (1- sided)
sided)
Pearson Chi-Square 6.1634 1 013
Continuity Correctionb 5.514 1 .019
Likelihood Ratio 6.773 1 .009
Fisher's Exact Test 015 .007
Linear-by-Linear 6.151 1 .013
Association
N of Valid Cases 500

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 22.24.
b. Computed only for a 2x2 table

4.8 Qualitative Insights

Quantitative data offers valuable statistical trends in consumer behaviour, but
qualitative insights enrich our understanding by capturing the complexity of personal
experiences, emotions, and evolving attitudes toward vegan food adoption. Consumer
motivations are often deeply rooted in personal experiences, cultural influences, and
ethical dilemmas that cannot be fully captured through numerical data alone.

Quialitative interviews and open-ended survey responses in this study revealed
that consumers undergo a transformational journey when adopting a vegan diet. Some
respondents recounted a defining moment, such as exposure to a documentary, a health
scare, or conversations with vegan friends, which prompted them to reconsider their
dietary choices. Others described an evolving sense of discomfort with traditional food
practices, leading them to explore plant-based alternatives.

e Emotional and Ethical Triggers

For many respondents, ethical considerations were not just abstract ideas but
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visceral emotional responses to the realities of animal agriculture. Several interviewees
reported experiencing distress after learning about factory farming, which translated into
a strong commitment to plant-based eating:

“I always considered myself an animal lover, but I never connected that with my
food choices. After seeing a documentary about dairy farming, I couldn’t unsee it. That
was the moment I knew I had to change.” — Female, 29, Teacher

“I used to think veganism was extreme, but after visiting a dairy farm, I felt I
couldn’t contribute to that industry anymore.” — Male, 33, Journalist

These insights suggest that vegan food adoption is often fuelled by an emotional
awakening, highlighting the importance of storytelling and awareness campaigns in
influencing consumer behavior.

e Perceived and Actual Barriers

Qualitative findings also shed light on the disconnect between perceived and
actual barriers. Many participants initially assumed that vegan diets were restrictive or
nutritionally inadequate. However, those who successfully transitioned reported that their
concerns dissipated with education and experience:

“At first, I thought being vegan meant eating only salads. But once I started
researching, | realized there are so many options—Ientils, tofu, almond milk. It’s just
about knowing where to look.” — Male, 35, IT Professional

“The more | experimented with vegan cooking, the more I realized how much
variety there is. It’s not limiting at all.” — Female, 28, Chef

This suggests that accessibility and awareness campaigns could help bridge the

gap between perception and reality, making veganism feel more attainable to a broader
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audience.
4.9 Summary of Findings

This chapter systematically presented the results of the research, offering valuable
insights into the motivations, barriers, and demographic influences on vegan food adoption
in Gurugram. By addressing each hypothesis and research question, the findings provided
robust evidence for the complex interplay of factors driving consumer behavior.

The analysis confirmed that multiple motivations, including health
consciousness, ethical considerations, and convenience, significantly influence consumer
decisions. Health benefits were the most prominent motivator, with ethical and

environmental

concerns also playing critical roles, especially among younger demographics. Additionally,
convenience factors such as online accessibility highlighted the importance of
infrastructure in promoting plant-based diets.

Barriers to adoption were equally significant, with high costs, limited variety, and
lack of information being major deterrents. Cost emerged as the most critical challenge,
supported by strong statistical evidence, followed closely by limited menu diversity and
unclear labeling. These barriers underline the need for systemic interventions from both
businesses and policymakers to make vegan options more accessible and appealing.

Demographic trends revealed notable patterns. Younger individuals were more
aligned with ethical and environmental motivations, while older respondents prioritized
health benefits. Education level also played a significant role, with higher-educated
individuals demonstrating greater inclination toward vegan food adoption. Gender

differences, though less pronounced, indicated slightly higher motivation among male
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respondents.

Each hypothesis was evaluated in detail, and statistical tests validated the findings.
Chi-square analyses provided significant evidence to support or refute the hypotheses,
ensuring that conclusions were both data-driven and theoretically grounded.

The results emphasized actionable strategies for stakeholders. Businesses can
focus on menu diversification, transparent labeling, and pricing strategies to address
barriers, while policymakers can support adoption through subsidies, educational
campaigns, and regulatory frameworks. Together, these efforts can create an enabling
environment for vegan food adoption, aligning with broader sustainability and public

health goals.

In summary, this chapter demonstrated the transformative potential of targeted
interventions in fostering a thriving vegan ecosystem. The findings not only contribute
to the understanding of consumer behavior in Gurugram but also provide a foundation

for future research and practical applications to promote sustainable dietary shifts.

4.10 Case Study: GoodDot and the Rise of Plant-Based Meat in India

Introduction

This case study explores the emergence of GoodDot as a leader in India’s plant-
based meat industry. GoodDot's journey highlights key consumer motivations, barriers
to vegan meat adoption, and strategies for market penetration. The company’s approach
provides insights into ethical entrepreneurship, pricing challenges, and the evolving
consumer mindset toward plant-based alternatives. The case study is supplemented with

insights from Abhinav Sinha, Co-founder and Director of GoodDot, who has been
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instrumental in shaping the company’s vision and strategy.

The Origins of GoodDot & Ethical Motivation

GoodDot was founded in 2016 with the mission of reducing animal cruelty by
providing plant-based meat alternatives. The company emerged from the founders'
ethical concerns about animal agriculture, combined with a growing global interest in

meat substitutes.

Abhinav Sinha shares: “As a country, we have a huge vegetarian population, but
we also have an ever-growing demand for meat. Our goal was to offer an ethical,

sustainable, and health-conscious solution that satisfies both segments.”

GoodDot’s founders, originally from a meat-eating background, sought to create
a guilt-free, ethical alternative that retained the taste and texture of traditional meat. Initial
inspiration came from scientific research on lab-grown meat funded by the Dutch
government, but due to technological and financial constraints, they pivoted toward
plant-based alternatives. Ethical motivations were complemented by concerns over
environmental sustainability and health impacts of meat consumption.

Barriers to Vegan Meat Adoption in India

Despite growing global acceptance of plant-based meats, the Indian market
presents unique challenges:
1. Lack of Awareness
¢ Many Indian consumers are unaware of plant-based meat or mistake it for soy-
based products.

e The concept of mock meat is still relatively new in the mainstream market,
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making consumer education essential.

Abhinav Sinha notes: “One of the biggest hurdles was making people understand

that our products are not just another form of soya chunks. We had to invest heavily in

education and sampling to break this misconception.”

2.

Taste & Texture Expectations

Western markets prefer minced or patty-based plant meats, whereas Indian
consumers expect meat in chunk form for curries.

Companies like Beyond Meat struggled in India because their products did not align
with local taste preferences.

Pricing & Government Policies

Consumers assume vegan meat is expensive, even when it is competitively priced
against chicken.

High GST taxes (18%) on plant-based meat make it less affordable compared to

subsidized poultry.

Strategies for Market Penetration

To overcome these barriers, GoodDot implemented several strategic initiatives:
Product Fit: Rather than mimicking Western vegan products, GoodDot developed
chunk-based plant meats suited for Indian cuisine.

Affordable Pricing: Kept prices competitive to appeal to a price-sensitive market.
Creative Awareness Campaigns:

Introduced the Guddu food truck, named after a rescued goat, to promote plant-based
meat.

Targeted flexitarians and non-vegetarians, rather than vegans alone.
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4. Retail & E-commerce Expansion: Partnered with mainstream grocery stores and

online platforms like BigBasket and Amazon.

Abhinav Sinha explains: “We knew that making vegan products wasn’t enough; we
had to make them affordable, tasty, and easily available. That’s why we focused on a multi-
channel approach—retail, e-commerce, and even our own food trucks.”

Consumer Behavior & Shift Toward Veganism
GoodDot’s insights into changing consumer attitudes:
1. Health, ethics, and environmental concerns are driving increased adoption.
2. Non-vegetarians are among the biggest customers, suggesting that taste parity plays

a crucial role.

3. Taste trials lead to conversion—consumers hesitant about vegan meat change their

opinions once they experience similar textures and flavors.

Sinha highlights: “Most people don’t believe plant-based meat can taste like actual
meat—until they try it. That’s why we have invested in giving people a first-hand
experience.”

The Future of Plant-Based Industry in India
1. GoodDot predicts that India will become a global leader in plant-based meat within

5-10 years.

2. Mainstream adoption is expected, similar to how electric vehicles transitioned from

niche to mainstream.

Abhinav Sinha remarks: “Just like electric vehicles were once seen as a niche, plant-
based meat is now at that stage. We are confident that in the next decade, it will be as common

as regular meat.”
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Industry Backlash & Regulatory Challenges
. Meat and dairy lobbies are pushing regulations to restrict the use of terms like “meat”
or “milk” for vegan products.
Plant-based alternatives are taxed higher than traditional meat, affecting affordability.

Some meat companies (e.g., Licious) are launching their own plant-based brands to

compete in the space.

Sinha notes: “It’s ironic that while the world is moving towards sustainable food,

plant-based products are still facing regulatory hurdles that favor the meat industry.”

Key Takeaways
Taste is the primary factor influencing consumer adoption of plant-based meat, making
flavor and texture a top priority for brands.
Trial-based marketing is essential—once consumers experience plant-based meat,
they are more likely to adopt it.
Affordability and pricing perception play a crucial role in market penetration,
requiring companies to balance cost and accessibility.
Government regulations and taxation policies significantly impact plant-based
businesses, highlighting the need for policy reforms.
Localization is key—products tailored to Indian cuisine have a higher acceptance rate
than Western-style vegan products.
Meat and dairy industry competition is intensifying, with traditional meat brands
launching their own plant-based products.
India has the potential to become a global leader in plant-based food production and

exports within the next decade.
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Conclusion
GoodDot’s journey offers key lessons for the plant-based industry:
1. Consumer education is crucial—awareness and taste trials significantly impact
adoption.
2. Product localization drives success—aligning with Indian taste preferences was key.
3. Government policies and pricing need reforms—reducing GST on plant-based meat
can encourage broader adoption.
4. Traditional meat companies are evolving—even non-vegan brands are entering the

plant-based space.

This case study provides real-world insights into how plant-based brands can navigate
market challenges, regulatory issues, and changing consumer preferences in emerging

economies like India.
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CHAPTER V:

DISCUSSION

5.1 Discussion of Results

The analysis outcomes presented in the previous chapter provide an overall
perspective on the relationships between consumer motivations, barriers, and demographic
trends influencing vegan food adoption in Gurugram. These findings offer a foundation for
deeper exploration, enabling a nuanced understanding of the factors driving plant-based
dietary choices in an urban Indian context. This chapter builds on these results to provide
a detailed discussion, aligning them with existing literature and theoretical frameworks.
Additionally, the chapter highlights practical implications for businesses and

policymakers, as well as pathways for future research.
A major objective of this study was to contribute to the broader understanding of
vegan food consumption patterns in rapidly urbanizing Indian cities. By focusing on factors
such as health consciousness, ethical considerations, and systemic barriers, the research
captures a comprehensive picture of consumer behavior. In doing so, it sheds light on the
dual narrative of progress and persistent challenges within the growing vegan food market.
The results demonstrate that while there is substantial awareness and interest in
vegan food among specific demographics, significant barriers such as cost, availability,
and clarity of labeling continue to hinder widespread adoption. These findings underscore
the importance of addressing systemic issues through targeted interventions. This chapter
discusses the motivations and challenges in greater depth and provides actionable insights

for stakeholders aiming to foster sustainable dietary behaviors.
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5.1.1Motivational Factors for Vegan Food Adoption

Health benefits, ethical considerations, and convenience emerged as primary
motivators for vegan food adoption. Health consciousness was identified as a central
driver, with 79.2% of respondents emphasizing its importance. This finding is consistent
with global trends that frame vegan diets as healthier alternatives. Among younger
demographics (20-30 years), ethical and environmental concerns played a significant role,
highlighting their alignment with sustainability-focused consumption patterns. Younger
respondents expressed greater awareness of issues such as animal welfare and climate
change, underscoring a generational shift in values.

Convenience was another critical factor, with 93.8% of participants identifying
online ordering and delivery services as pivotal. This finding underscores the importance
of digital platforms in expanding access to vegan food, enabling consumers to overcome
logistical challenges. Businesses that invest in user-friendly digital interfaces and robust
delivery mechanisms are well-positioned to capture this growing demand.

e Health as a Driving Factor

Health concerns are one of the most frequently cited reasons for transitioning to a
vegan diet. Many consumers associate plant-based eating with improved digestion, weight
management, and a reduced risk of chronic diseases such as diabetes and cardiovascular
conditions.

"l initially turned to a plant-based diet for health reasons, and the results have been
incredible. My digestion has improved, | feel more energetic, and even my skin looks
healthier. Knowing that my diet also helps prevent diseases like diabetes and heart issues

makes it even more worthwhile." — Male, 42, Finance Executive
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e Ethical Considerations and Sustainability

For many individuals, ethical concerns surrounding animal welfare and
environmental impact serve as powerful motivators for adopting a vegan lifestyle. Younger
demographics, in particular, are more conscious of the consequences of animal agriculture
and its role in climate change.

"For me, going vegan wasn’t about health—it was about aligning my actions with
my values. Once | learned about the cruelty in factory farming and the environmental
impact of meat production, I couldn’t justify eating animal products anymore. It’s a
personal commitment to a more compassionate world." — Female, 27, Environmental
Activist
e Generational Shift in Values

The findings indicate that younger consumers are increasingly aware of how dietary
choices influence environmental sustainability. This shift aligns with broader consumer
trends that emphasize ethical consumption and climate-conscious decision-making.

"Our generation is more aware of the damage animal agriculture does to the planet.
My decision to go vegan was influenced by climate change documentaries and social media
discussions about sustainability. | see it as a small but meaningful way to contribute to a
healthier planet.” — Male, 24, University Student
e Convenience and Accessibility

The rise of digital platforms has significantly contributed to the adoption of vegan
diets by making plant-based food more accessible. The availability of vegan meal delivery
services and plant-based options in mainstream restaurants has facilitated the transition for

many Consumers.
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"I never thought I’d be able to stick to a vegan diet, but the convenience of food
delivery apps changed everything. Now, | can order plant-based meals at the tap of a button,
which makes veganism much more practical for my busy lifestyle." — Female, 35,
Marketing Manager

5.1.2Barriers to Vegan Food Adoption

Despite the positive trends, several barriers persist, limiting the widespread
adoption of vegan diets. The cost of vegan food was the most frequently cited challenge,
with 79.2% of respondents considering plant-based options prohibitively expensive. This
perception mirrors findings in other studies, where affordability remains a critical obstacle.
Addressing this barrier requires systemic changes, such as government subsidies,
innovative cost-reduction strategies, and increased competition within the vegan food

market to drive prices down.

"I love the idea of being vegan, but it's just too expensive. Every time | go shopping,
plant-based alternatives cost nearly double what regular products do. If prices were more

reasonable, | would definitely make the switch." — Female, 32, HR Manager

Economies of scale have the potential to lower costs significantly. For instance,
increased investment in plant-based agriculture and food processing infrastructure can
reduce the cost disparity between vegan and non-vegan products. Policymakers can play a
pivotal role by providing financial incentives for farmers to transition to plant-based crops
and by supporting startups innovating in the vegan food space. These measures can help
bridge the gap between consumer demand and affordability.

Limited variety and repetitive menu offerings were another significant barrier,

noted by 70% of respondents. This lack of diversity in vegan options can discourage
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consumers from committing to plant-based diets. Businesses have a clear opportunity to
innovate by introducing culturally relevant and diverse vegan dishes that cater to local
tastes while offering nutritional balance. For example, integrating traditional Indian flavors
and recipes into vegan cuisine can appeal to a broader audience while maintaining
authenticity.

"I often struggle with finding diverse vegan meals. The options available in
restaurants and stores tend to be the same few dishes over and over again. More variety
would make it easier to stick to this lifestyle." — Male, 29, Software Developer

Clarity in labeling also emerged as a concern, with 64.6% of participants reporting
difficulties in identifying vegan options. Misleading or unclear labels create confusion and
undermine consumer trust. Transparent and standardized labeling practices, combined with
educational initiatives, can bridge this gap, empowering consumers to make informed
decisions. International best practices, such as the European Union’s stringent labeling
regulations, can serve as a model for India to enhance transparency and consumer
confidence.

"Shopping for vegan products is frustrating. So many items have unclear labelling,
and | constantly have to check ingredient lists. It would be so much easier if there were
standardized vegan certifications on packaging." — Female, 26, Nutritionist

"Restaurants often claim to have vegan options, but when | ask, they sometimes
contain dairy or eggs. Clearer labelling and better staff awareness would make eating out
much simpler for vegans like me." — Male, 35, Architect

5.1.3 Demographic Trends and Perceptions

Demographic factors play a pivotal role in shaping vegan food adoption. Younger
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and more educated individuals exhibited a stronger inclination toward plant-based diets,
driven by ethical and environmental motivations. Conversely, older participants prioritized
health benefits, indicating a preference for functional advantages over ideological
commitments. These trends highlight the need for tailored marketing strategies that
resonate with different age groups and educational backgrounds.

"As a student, | am constantly exposed to discussions on sustainability and ethics,
which have made me rethink my food choices. Veganism feels like a natural step toward a
responsible future.” — Male, 22, University Student

The slight gender disparity observed, with males showing marginally higher
adoption rates, warrants further investigation. Cultural and societal factors may influence
these patterns, offering a potential area for future research. Understanding these nuances
can help businesses and policymakers design more inclusive and effective interventions.

Perceptions of Gurugram’s vegan food ecosystem were generally positive, with
81.6% of respondents acknowledging improvements in availability and accessibility over
the past two years. However, challenges related to affordability and diversity persist,
suggesting that while progress has been made, significant work remains to create an
inclusive and robust vegan food infrastructure.

"It’s great to see more vegan options in Gurugram, but many of them are still quite
expensive or limited in variety. | hope this changes soon.” — Female, 34, HR Professional

5.1.4 Aligning with Global Trends

A segment of survey respondents who have travelled internationally or to other
Indian cities shared their experiences with plant-based dining abroad. Many expressed a

desire for Gurugram’s vegan food scene to incorporate menu offerings from well-known
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international vegan chains. Some of the most frequently mentioned chains included:

Loving Hut (USA, Europe, Asia) — A globally recognized vegan restaurant known
for its diverse selection of plant-based Asian and Western dishes.

By Chloe (USA, UK) — A casual vegan food chain specializing in comfort food
such as burgers, mac ‘n’ cheese, and dairy-free desserts.

Plant Power Fast Food (USA) — Popular for its plant-based alternatives to
traditional fast food, including burgers, fries, and shakes.

Veggie Pret (UK) — A plant-based version of Pret A Manger, offering vegan
sandwiches, salads, and snacks.

VeganBurg (Singapore, USA) — A 100% plant-based fast-food chain focusing on
sustainable burgers.

Survey participants also provided insights into the types of international vegan

dishes they would like to see incorporated into Gurugram’s dining scene. The most

requested additions included:

Beyond Meat Burgers — High-protein, plant-based burgers that closely resemble
traditional beef patties.

Vegan Sushi — Sushi rolls made with avocado, jackfruit, tofu, and vegan
mayonnaise.

Dairy-Free Cheesecakes and Desserts — Inspired by European and American
plant-based bakeries.

Vegan Shawarmas and Kebabs — Middle Eastern-style grilled plant-based protein
wraps.

Cashew or Oat Milk-Based Coffee Beverages — High-quality plant-based
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alternatives to traditional lattes and cappuccinos.

These findings suggest that there is significant consumer demand for international
vegan dining experiences in Gurugram, presenting an opportunity for local businesses to
expand their offerings.

The findings resonate with broader global trends in veganism, emphasizing the
interconnectedness of health, sustainability, and ethical consumption. The alignment of
local motivations with international movements highlights the potential for global best
practices to inform local strategies. However, the unique socio-economic and cultural
context of Gurugram introduces specific challenges that require localized solutions.

"I follow many international vegan influencers, and | see how much easier it is to
be vegan in places like U.S and Europe. In India, we still face affordability issues, but
things are changing." — Female, 28, Social Media Manager

5.1.5 Challenges And Consumer Dislikes

While there is enthusiasm for vegan dining, the survey also revealed specific
challenges and concerns that prevent consumers from fully embracing vegan options. The
most commonly mentioned issues included:

e Taste and Texture Issues — Some respondents felt that plant-based meat
alternatives did not adequately replicate the taste and texture of conventional meat.

e High Prices — Many participants cited affordability as a major barrier, noting that
vegan dining and specialty products are often priced significantly higher than non-
vegan alternatives.

e Lack of Authentic Flavour — Respondents mentioned that poorly executed vegan

versions of traditional Indian dishes sometimes fail to meet expectations.

126



e Limited Availability — Some specialty vegan ingredients, such as artisanal cheeses
and imported dairy alternatives, are difficult to find in regular supermarkets.

e Quality Concerns — Respondents expressed dissatisfaction with certain vegan
restaurants that rely on frozen or pre-packaged ingredients rather than fresh, locally
sourced produce.

While the study highlights significant progress, it also underscores the complexities
of changing entrenched food cultures. Dietary habits are deeply rooted in tradition,
convenience, and social norms. Overcoming resistance to change requires a multifaceted
approach, combining education, accessibility, and cultural sensitivity. Stakeholders must
engage with communities to understand their specific needs and barriers, fostering a sense
of inclusivity and empowerment.

"My family still doesn’t understand why I avoid dairy. Changing food habits is
difficult, especially in traditional households where these foods are deeply embedded in
culture.” — Female, 30, Architect

"Introducing more plant-based versions of traditional Indian dishes can make
veganism more appealing. People won’t feel like they are giving up their cultural foods."
— Male, 33, Chef

Respondents also reported facing several challenges, particularly in social settings
and cultural traditions:

“At family gatherings, it’s always a challenge. People think you’re being difficult
or disrespecting tradition if you don’t eat certain foods.” — Male, 38, Engineer

Cost also emerged as a common concern, with many expressing frustration over the

price disparity between vegan and non-vegan products:
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“Why should almond milk cost three times more than regular milk? It’s frustrating
when you want to make ethical choices but have to pay so much more.” — Female, 30, HR
Manager

“Vegan cheese is great, but the prices are insane. There needs to be more affordable
options.” — Male, 34, Consultant

5.1.6 Preferred Vegan Food Categories in Gurugram

Understanding consumer preferences within the vegan food market is crucial for
businesses aiming to expand their offerings. The study identified three primary categories
of vegan food products preferred by consumers in Gurugram: plant-based meats, dairy
alternatives, and processed vegan items.

Plant-Based Meats

A growing number of consumers in Gurugram are embracing plant-based meats as
a direct substitute for traditional meat products. These include soy-based nuggets, jackfruit-
based biryanis, and pea-protein patties. Consumers who previously ate meat but
transitioned to a vegan diet expressed their preference for these options due to familiarity
and ease of integration into traditional meals:

“I grew up eating kebabs and curries, so switching to something like jackfruit or
soya chunks made the transition easier. It still feels like ’'m eating what I enjoy.” — Male,
31, Business Consultant

“I still get cravings for meat, so having alternatives like plant-based burgers makes
veganism easier for me.” — Female, 30, Fashion Designer

Dairy Alternatives

Dairy-free milk, cheese, and yogurt are among the most widely accepted vegan
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products. Almond, soy, and oat milk have gained popularity, with some consumers
preferring them for taste while others cite lactose intolerance as the main reason for the
switch:

“I initially switched to almond milk because of my lactose intolerance, but now I
actually prefer the taste. It’s lighter and works well in my coffee.” — Female, 27, Marketing
Executive

“I never liked the heaviness of dairy. Coconut yogurt and oat milk are my go-to
choices now.” — Male, 25, Student

Processed Vegan Items

While whole-food plant-based diets are preferred by health-conscious consumers,
processed vegan items such as ready-to-eat meals, vegan snacks, and dairy-free ice creams
have gained traction among busy professionals. Convenience remains a strong motivator
in this category:

“I don’t always have time to cook, so having options like vegan frozen meals helps
a lot. It makes veganism more accessible for people with hectic schedules.” — Male, 40,
Financial Analyst

“I love snacking, and it’s great to see more vegan chips and protein bars on the
market.” — Female, 35, Corporate Executive

5.1.7 Consumer Journey: Motivations, Shifts, and Challenges

The transition to a vegan lifestyle is rarely instantaneous; rather, it is a gradual
process marked by shifting motivations, evolving attitudes, and various challenges. Many
begin with a flexitarian approach, reducing meat or dairy intake before fully committing to
a plant-based lifestyle:
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“I started by cutting down on red meat for health reasons, then I stopped eating
chicken, and eventually, I just didn’t see the need for any animal products.” — Female, 34,
Nutritionist

“My motivation was purely for fitness. A plant-based diet helped me recover faster
from workouts.” — Male, 29, Personal Trainer

While initial motivations may vary, long-term vegans reported a shift in their
perspectives, moving from personal benefits to broader concerns about sustainability and
ethical responsibility. Over time, their commitment to veganism deepened, and they
became more vocal advocates:

“At first, it was just about my health. But now, I see veganism as part of a bigger
movement. It’s about creating a better future.” — Male, 25, University Student

5.1.8 Popular Vegan Food Businesses in Gurugram

Survey respondents identified several vegan and vegan-friendly food
establishments that they frequently visit for plant-based meals and products. The most
commonly mentioned businesses included:

e Greenr Café — One of the most frequently visited vegan cafés in Gurugram, known
for its extensive plant-based menu, including jackfruit tacos, beetroot galouti
kebabs, and dairy-free smoothies. Respondents highlighted its ambiance and
innovative approach to vegan cuisine as key attractions.

e Nut & Bowls — Popular among health-conscious consumers, this café specializes
in smoothie bowls, cold-pressed juices, and high-protein vegan meals. Many
respondents appreciated the use of superfoods and clean ingredients.

e People of Tomorrow — This fully vegan eatery was favored by respondents who

130



prefer 100% cruelty-free options. The menu includes dairy-free coffees, plant-
based pizzas, and nutritious grain bowls.

EVOO Eatery & Pizzeria — While not exclusively vegan, this restaurant was
frequently mentioned by respondents who enjoy their plant-based pizza and pasta
options.

Vezlay Foods — A brand known for its mock meat products, including plant-based
kebabs, chaap, and nuggets. Respondents noted its availability in supermarkets and
its affordability compared to international alternatives.

AltCo — A dairy-free brand providing oat milk, almond yogurts, and other vegan
dairy substitutes, widely used by survey participants who incorporate plant-based
dairy in their daily diet.

These businesses were identified as leading players in the local vegan market,

offering accessible and diverse food choices for Gurugram’s plant-based consumers.

5.1.9 Best Areas for Vegan Food Products in Gurugram

The survey also explored where respondents typically purchase vegan food

products. The most commonly cited areas with a good selection of plant-based foods

included:

DLF CyberHub - Respondents frequently mentioned this corporate and
entertainment hub for its vegan-friendly restaurants and café¢s. Many consumers
working in CyberHub noted the availability of plant-based lunch and snack options.
Galleria Market — This high-end shopping district was highlighted as a go-to place
for organic and specialty vegan grocery items, including dairy-free alternatives and
plant-based meat substitutes.
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e MG Road — Home to large supermarkets such as Nature’s Basket and Modern
Bazaar, this area was identified as a preferred destination for purchasing imported
and specialty vegan ingredients.

e Sushant Lok and Golf Course Road — Several respondents living in these areas
mentioned that vegan-friendly restaurants and organic food stores are increasing in
number, providing more convenience.

e Sector 29 Market — Respondents who dine out frequently cited this area as having
multiple vegetarian and vegan restaurants offering plant-based meals.

These findings indicate that vegan food businesses are concentrated in commercial
and high-end residential areas, making plant-based products more accessible to consumers
with disposable income and a preference for health-conscious dining.

5.2 Conclusion of Findings Discussion

The findings of this study provide valuable insights into the evolving vegan food
landscape in Gurugram, highlighting the interplay between consumer motivations,
challenges, and emerging market trends. The research confirms that health consciousness,
ethical considerations, and convenience are primary drivers for adopting plant-based diets,
particularly among younger demographics. The growing accessibility of vegan food
through digital platforms and restaurant offerings has played a crucial role in fostering this
shift.

Despite these positive developments, significant barriers remain. High costs,
limited variety, and unclear labeling continue to hinder widespread adoption. Addressing
these concerns will require collaborative efforts from businesses, policymakers, and
advocacy groups to make veganism more affordable, diverse, and transparent. Market
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interventions, such as government incentives for plant-based agriculture and increased
investment in product innovation, can contribute to overcoming these barriers.

Another key takeaway from this research is the influence of global trends on local
consumer behavior. Many respondents expressed interest in international vegan food
chains and menu items, indicating an opportunity for local businesses to expand their
offerings by incorporating globally popular plant-based dishes. Additionally, consumer
expectations for high-quality, diverse, and culturally relevant vegan meals present an
avenue for innovation in product development and restaurant menus.

The study also underscores the importance of shifting social attitudes toward plant-
based eating. While veganism is gaining traction, it remains a relatively niche movement
in Gurugram. Social acceptance, cultural traditions, and misinformation about plant-based
nutrition continue to challenge its growth. Initiatives focused on education, community
engagement, and awareness campaigns can help normalize veganism and encourage more
consumers to make informed choices.

Overall, Gurugram's vegan food industry is at a pivotal moment. The increasing
consumer interest, coupled with growing market opportunities, suggests that the plant-
based sector will continue to expand. However, to sustain long-term growth, businesses
must address affordability, improve product variety, and enhance accessibility. By aligning
with consumer expectations and leveraging global best practices, Gurugram can position
itself as a leading destination for plant-based living in India.

This study contributes to the broader discourse on sustainable dietary transitions in
urban India. Future research can build upon these findings by exploring consumer behavior
across different socio-economic groups, assessing the long-term impact of plant-based
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diets, and evaluating the effectiveness of policy interventions in promoting veganism.
Through continued exploration and innovation, the plant-based movement in Gurugram
can evolve into a mainstream dietary choice, fostering a healthier, more sustainable, and

ethically conscious food culture.
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CHAPTER VI:

SUMMARY, IMPLICATIONS, AND RECOMMENDATIONS

6.1 Summary

The findings of this study provide a comprehensive analysis of the key motivations,
barriers, and demographic trends shaping vegan food adoption in Gurugram. By aligning
these insights with theoretical frameworks and global market trends, this research
highlights the interplay between consumer drivers—such as health consciousness, ethical
considerations, and convenience—and the persistent challenges of cost, availability, and
labelling transparency.

The implications of these findings for businesses and policymakers underscore the
need for actionable strategies to support the growth of the vegan food sector. Diversifying
menus, improving labelling practices, and leveraging technological advancements can help
businesses attract and retain plant-based consumers. On the policy front, government
interventions such as subsidies, regulatory frameworks, and awareness campaigns can
create an enabling environment for plant-based diets to thrive.

Future research directions have been identified to deepen the understanding of
vegan food adoption and to inform more effective strategies for stakeholders. By
addressing these gaps, researchers and practitioners can contribute to a more inclusive and
sustainable food system.

Ultimately, this study highlights the potential of vegan food adoption in
contributing to health, environmental sustainability, and ethical practices in Gurugram. By
leveraging the insights presented, stakeholders can work collaboratively to build a robust

vegan ecosystem that aligns with both local needs and global aspirations.
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6.2 Implications and Applications

6.2.1 Implications for Businesses

The findings of this study provide actionable insights for businesses seeking to

capitalize on the growing interest in vegan food. To address the barriers identified,

businesses can implement the following strategies:

1.

Menu Diversification: Expanding the range of vegan options is essential to meet
consumer demand for variety and novelty. Businesses should innovate by
incorporating culturally relevant flavors and ingredients, ensuring that offerings are
both appealing and nutritionally balanced.

Transparency and Labeling: Clear and accurate labeling of vegan options can
enhance consumer confidence and simplify the decision-making process.
Businesses can adopt internationally recognized labeling standards to build trust
and improve accessibility.

Pricing Strategies: Addressing cost barriers is crucial for encouraging widespread
adoption. Businesses can explore dynamic pricing models, offer discounts during
promotional periods, and introduce budget-friendly vegan options to cater to price-
sensitive consumers.

Collaboration and Partnerships: Partnering with local vegan chefs, influencers,
and food delivery platforms can increase visibility and reach. Collaborative
initiatives can also facilitate the introduction of innovative products and services
that resonate with diverse consumer groups.

Sustainability Integration: Businesses can strengthen their brand image by

emphasizing sustainable sourcing practices and reducing environmental impact.
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6. Targeted Marketing Strategies: Brands should craft messaging that aligns with
key consumer motivations—health, ethics, and sustainability. Younger consumers
are more inclined toward environmental and ethical concerns, while older
consumers prioritize health benefits. Tailoring advertisements to these motivations
can enhance engagement.

7. Product Innovation & Diversification: To overcome barriers like taste and
affordability, businesses should invest in research and development to create plant-
based products with better taste profiles and texture. Offering dairy and meat
alternatives with improved nutritional value can attract a wider audience.

8. Affordability & Accessibility: Many consumers perceive vegan food as
expensive. Companies can introduce budget-friendly vegan options, offer
discounts, and work with retailers to ensure broader availability.

9. Retail Expansion & Visibility: Vegan products should be strategically placed in
supermarkets, mainstream grocery stores, and online marketplaces. Partnering with
major retailers and food delivery apps can increase market penetration.

10. Celebrity & Influencer Collaborations: Given the strong influence of social
media, brands should collaborate with influencers and health experts to advocate
for plant-based eating. User-generated content and testimonials can build trust and
credibility.

Highlighting these efforts in marketing campaigns can attract environmentally
conscious consumers.

6.2.2 Implications for Policymakers
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Policymakers have a critical role in creating an enabling environment for vegan

food adoption. The following recommendations can address systemic barriers and promote

sustainable dietary choices:

1.

Subsidies and Incentives: Governments can encourage the production and
distribution of vegan products by offering tax benefits, subsidies, or grants to plant-
based food companies. Providing financial incentives for businesses to produce and
sell vegan options can reduce costs for consumers. Subsidizing plant-based
agriculture can further support the supply chain.

Educational Campaigns: Raising awareness about the health, ethical, and
environmental benefits of vegan diets can bridge information gaps and encourage
behavioral change. Public campaigns should target schools, workplaces, and
community centers to maximize impact.

Policy Frameworks: Establishing guidelines for vegan food labeling, advertising,
and safety standards can enhance consumer confidence and ensure consistency
across the industry.

Institutional Support: Integrating vegan options into public institutions, such as
schools, hospitals, and government offices, can normalize plant-based diets and
increase exposure to diverse audiences.

Research and Development Grants: Supporting innovation in plant-based food
technologies can drive product development and address challenges related to taste,
texture, and affordability.

6.2.3 Implications for Advocacy Groups & Society

Grassroots Movements & Awareness Campaigns: NGOs and advocacy groups
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can use social media, public events, and educational programs to promote plant-
based eating as a viable and beneficial choice.

2. Cultural Sensitivity in Promotion: Advocacy should respect cultural dietary
traditions while encouraging plant-based adaptations. Highlighting regional plant-
based cuisines can make veganism more relatable.

3. Encouraging Restaurants & Food Services: Encouraging more restaurants to
include plant-based options can normalize vegan choices. Advocacy groups can
work with chefs and food service providers to expand plant-based menu offerings.
6.2.4 Applications in Public and Private Sectors
The study’s findings have broad applications across public and private sectors.

1. Corporate Engagement: Companies can implement vegan meal options in
cafeterias and dining areas, aligning with corporate social responsibility (CSR)
goals and promoting employee well-being. Incentivizing plant-based choices in
corporate meal programs can also serve as a model for promoting sustainable diets.

2. Event Catering and Hospitality: The hospitality industry can lead by introducing
vegan-friendly menus at events, conferences, and hotel dining establishments. This
diversification aligns with global hospitality trends toward sustainability.

3. Community Programs: Local organizations and NGOs can collaborate to
introduce plant-based cooking workshops and community-driven initiatives,
fostering a deeper understanding of vegan diets and reducing resistance to adoption.

6.3 Recommendations for Future Research
The findings from this study highlight several areas for future research that can
extend the understanding of vegan food adoption. These include:
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6.3.1 Behavioral Drivers in Diverse Contexts:

Investigating the psychological and cultural drivers of vegan food adoption across
different cities in India to assess how local contexts shape behavior.

Exploring the influence of social networks and peer behavior on dietary shifts.

6.3.2 Intersectional Analysis:

Examining how multiple factors, such as income, gender, ethnicity, and education,
interact to influence vegan food adoption.

Studying the specific challenges faced by marginalized groups in accessing plant-
based diets.

6.3.3 Longitudinal Studies:

Conducting longitudinal research to track shifts in vegan food adoption over time,
especially in response to policy changes or major socio-economic events.

. Analyzing the long-term health and environmental impacts of dietary transitions
among Indian populations.

6.3.4 Technological Innovations:

Investigating how advancements in food technology, such as lab-grown meat and
alternative protein sources, affect consumer perceptions and adoption rates.

. Assessing the role of digital platforms in enhancing accessibility and awareness of
vegan food.

6.3.5 Global Comparisons:

Comparing the adoption patterns and challenges in Gurugram with those in other
global cities to identify best practices and contextual nuances.

. Analyzing how global marketing campaigns and international vegan movements
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influence local trends.
6.3.6 Economic Impacts:
1. Evaluating the economic feasibility and sustainability of vegan food production and

distribution systems.

2. Investigating the potential for job creation and economic growth in the vegan food
industry.
6.3.7 Policy Effectiveness:
1. Assessing the impact of government policies, subsidies, and awareness campaigns
on vegan food adoption.
2. Exploring how regulatory frameworks can better support the growth of the plant-
based sector.
6.4 Addressing Potential Biases and Opposing Viewpoints
While this dissertation explores the motivations behind choosing vegan food
products, it is crucial to acknowledge potential biases and consider opposing perspectives
to present a balanced discussion. The growing popularity of veganism has been driven by
ethical, health, and environmental considerations, yet various critiques highlight concerns
related to nutritional adequacy, cultural traditions, and the sustainability of plant-based
food production.
6.4.1 Nutritional Considerations
One of the primary critiques of vegan diets is the potential for nutrient deficiencies.
Research suggests that while a well-planned vegan diet can provide adequate nutrition,
individuals who do not carefully balance their intake may experience deficiencies in

essential nutrients such as Vitamin B12, iron, zinc, calcium, and omega-3 fatty acids
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(Lopez et al., 2019). Health professionals often recommend supplementation or fortified
foods to mitigate these risks. Critics argue that the necessity of supplementation raises
questions about whether vegan diets are inherently complete or require external
intervention to maintain long-term health.

6.4.2 Cultural and Societal Factors

Another opposing viewpoint concerns the cultural significance of animal-based
diets. In many societies, food is deeply tied to traditions, religious beliefs, and social
identity. Certain cultures have long-standing dietary customs that include meat and dairy
consumption, making the transition to veganism challenging. Additionally, some critics
argue that promoting veganism as a universal dietary solution overlooks the diverse
economic and agricultural realities of different regions. In areas where plant-based
alternatives are not widely available or affordable, completely eliminating animal products
may not be feasible.

6.4.3 Sustainability and Environmental Trade-offs

Veganism is often promoted as an environmentally sustainable choice due to the
lower carbon footprint of plant-based foods compared to animal agriculture. However,
some researchers point out that the large-scale production of certain plant-based
alternatives—such as soy, almonds, and avocados—can also have significant
environmental consequences. Issues such as deforestation, water depletion, and
monoculture farming practices raise concerns about whether all plant-based foods are truly
sustainable (Springmann et al., 2018). Additionally, the increased demand for alternative
protein sources has led to the rise of highly processed vegan foods, which may not always
align with the whole-food, health-conscious image often associated with plant-based diets.
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6.4.4 Economic and Accessibility Concerns

While vegan diets are growing in popularity, access to high-quality vegan products
remains a challenge in many parts of the world. In developing countries, plant-based
substitutes for meat and dairy can be costly, limiting their accessibility to only certain
socioeconomic groups. Additionally, critics argue that the vegan movement, at times,
carries an elitist undertone, making it less inclusive for individuals who cannot afford or
access premium plant-based options.

6.4.5 Ethical Dilemmas within Veganism

Even within veganism, there are ethical debates regarding the true cruelty-free
nature of plant-based diets. Large-scale plant agriculture can lead to habitat destruction,
displacement of wildlife, and exploitative labor practices, raising ethical questions about
the broader impact of plant-based food production. Additionally, some individuals argue
that sustainable animal farming practices, such as regenerative agriculture, can offer ethical
and environmentally friendly alternatives that should not be entirely dismissed.

6.5 Conclusion

This study offers a comprehensive exploration of the factors driving vegan food
adoption in Gurugram, shedding light on consumer motivations, systemic barriers, and
demographic influences. The alignment of these findings with global trends and theoretical
frameworks underscores the complexity of this growing movement. Key motivators, such
as health consciousness, ethical commitments, and convenience, serve as powerful drivers.
However, persistent barriers like high costs, limited menu diversity, and unclear labeling
hinder widespread adoption, highlighting areas requiring targeted attention.

The implications for stakeholders are substantial. Businesses are uniquely
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positioned to lead change by introducing diverse, culturally relevant vegan options,
improving labeling clarity, and addressing affordability through dynamic pricing models.
Collaboration with influencers, chefs, and digital platforms can further amplify their reach
and impact. For policymakers, initiatives such as financial incentives, educational

campaigns, and institutional support are pivotal to fostering an environment conducive to

plant-based diets. Together, these efforts can bridge existing gaps and promote sustainable
dietary practices.

The recommendations for future research presented in this study outline critical
pathways for expanding knowledge in this domain. From examining behavioral drivers and
intersectional influences to leveraging technological innovations and conducting
longitudinal studies, there is significant potential to deepen understanding and inform more
effective strategies. By exploring these areas, researchers can uncover new insights that
address emerging challenges and enhance the adoption of vegan food.

The applications of these findings extend beyond the immediate scope of consumer
behavior to influence broader societal and environmental goals. Whether through corporate
engagement, event catering, or community-driven initiatives, the potential for
transformation is immense. These initiatives can normalize plant-based diets, create
awareness, and reduce resistance to change.

Acknowledging these critiques does not diminish the importance of veganism but
rather strengthens the discourse by encouraging a more nuanced understanding of dietary
choices. Future research should explore ways to make vegan diets more accessible, address
sustainability concerns, and develop balanced dietary strategies that consider both plant-

based and ethical omnivorous approaches. A comprehensive discussion that incorporates
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both the advantages and limitations of veganism will allow consumers, businesses, and
policymakers to make informed decisions that align with health, environmental, and ethical
goals.

In conclusion, the research highlights the transformative potential of vegan food
adoption, not only for individual health and ethical practices but also for addressing broader
sustainability goals. By working collaboratively, businesses, policymakers, and
communities can create a thriving ecosystem that supports plant-based choices and aligns
with global efforts to combat climate change, conserve resources, and promote public
health.

Gurugram’s journey toward vegan food adoption offers valuable lessons for other
urban centers, showcasing how targeted interventions and systemic support can catalyze

meaningful change. The insights derived from this study contribute to the ongoing

discourse on sustainable food systems and serve as a foundation for future efforts to build

inclusive, accessible, and impactful vegan food ecosystems.
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APPENDIX A

SURVEY COVER LETTER

Dear Participant,

| hope this message finds you well. My name is Kanika, and I am currently pursuing
my Doctorate of Business Administration at Swiss School of Business and Management.
As part of my dissertation, | am conducting a research study on “Understanding Consumer
Motivations behind choosing Vegan food products”.

The objective of this research is to explore motivations, barriers, and demographic
trends related to dietary shifts toward veganism in Gurugram city. Your participation is
crucial to the success of this study, as it will provide valuable insights into this emerging
area of interest.

The survey consists of 15 questions and will take approximately 15 minutes to
complete. The questions focus on your experiences, preferences, and perceptions related to
vegan food choices.

Please be assured that your responses will remain strictly confidential and will be
used solely for academic purposes. No personally identifiable information will be disclosed
in the study results. Participation is entirely voluntary, and you may withdraw at any time
without any consequences.

Your input is invaluable and will contribute to a deeper understanding of the factors
influencing consumer behavior in this context. | sincerely appreciate your time and effort

in helping me achieve the objectives of this study.

Thank you for considering this request. | deeply value your contribution and look
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forward to your participation.
Warm regards,
Kanika Bedi
DBA Student
Swiss School of Business & Management

Email: kanika.mic@gmail.com
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APPENDIX B
INTERVIEW

QUESTIONS

Participants were asked to complete a form detailing demographic information:

1.

2.

3.

4.

5.

Age

Gender
Occupation
Education level

Location (Urban/ Rural)

Multiple Choice Questionnaire (The questionnaire will be administered to consumers who

are vegans or have tried vegan food products in Gurugram):

1. How frequently do you consume vegan food products in Gurugram restaurants or
eateries?
a. Never
b. Rarely
c. Occasionally
d. Frequently
e. Always
2. How familiar are you with vegan food alternatives available in Gurugram
restaurants?
a. Very familiar
b. Somewhat familiar

c. Not familiar
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3. Which of the following vegan food categories do you regularly consume in
Gurugram restaurants or eateries? Please specify names against each category you
consume.

a. Plant-based meats

b. Dairy alternatives

c. Processed vegan items

d. Any other? Please specify.

4. Have you noticed an increase in the availability of vegan food options in Gurugram

over the past 1-2 years?
a. Yes, significantly
b. Yes, somewhat
c. No, not really
d. Not sure

5. What factors influence your decision to choose one vegan food business over

another in Gurugram? (Select all that apply)
a. Proximity to home or work
b. Quality of food
c. Taste
d. Price
e. Ambiance

f.  Online ordering and delivery
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6. On ascale of 1-5, please rate how you perceive vegan food in Gurugram

compared to other cities in terms of the following parameters:

a.

b.

C.

Variety of vegan food options:

a) 1 (Much worse in Gurugram)

b) 2 (Slightly worse in Gurugram)

¢) 3 (Equal in Gurugram and other cities)
d) 4 (Slightly better in Gurugram)

e) 5 (Much better in Gurugram)
Accessibility to vegan restaurants and cafes:
a) 1 (Much worse in Gurugram)

b) 2 (Slightly worse in Gurugram)

¢) 3 (Equal in Gurugram and other cities)
d) 4 (Slightly better in Gurugram)

e) 5 (Much better in Gurugram)
Affordability of vegan food options:

a) 1 (Much worse in Gurugram)

b) 2 (Slightly worse in Gurugram)

¢) 3 (Equal in Gurugram and other cities)
d) 4 (Slightly better in Gurugram)

e) 5 (Much better in Gurugram)

Taste and Quality of vegan food:

a) 1 (Much worse in Gurugram)
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b) 2 (Slightly worse in Gurugram)
¢) 3 (Equal in Gurugram and other cities)
d) 4 (Slightly better in Gurugram)

e) 5 (Much better in Gurugram)

7. How likely are you to recommend vegan food products to others based on your own

experiences with them?

a.

b.

C.

d.

e.

Very unlikely
Unlikely
Neutral
Likely

Very likely

8. What factors would motivate you to increase your consumption of vegan food

products in Gurugram? (Select all that apply)

a.

b.

e.

f.

More availability of vegan options

Lower prices

Improved taste and quality

Stronger ethical or environmental commitments
Health benefits

Other (please specify)

9. What challenges do you encounter when seeking vegan food options in Gurugram?

(Select all that apply)

a.

Limited availability of vegan menu items at restaurants and cafes.
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g.

Difficulty in finding clearly labeled vegan options on menus.

Lack of awareness among restaurant staff about vegan dietary requirements.
Inconsistency in the quality and taste of vegan dishes.

Higher prices for vegan menu items compared to non-vegan options.
Limited variety or repetitive offerings in vegan food establishments.

Other (please specify):

10. What recommendations would you give to businesses or restaurants to improve

their vegan food offerings in Gurugram? (Select all that apply)

a.

b.

C.

d.

Expand the vegan menu to include more diverse options.

Enhance the flavor and seasoning of existing vegan dishes.

Use high-quality, fresh ingredients in vegan food preparation.

Offer more plant-based protein options such as tofu, tempeh, or seitan.
Provide clear labeling and information about vegan options on the menu.
Increase the availability of vegan desserts and beverages.

Offer vegan-friendly substitutes for all dairy and egg-based ingredients.
Collaborate with local vegan chefs or experts to develop innovative dishes.
Improve the presentation and aesthetics of vegan dishes to make them more
appealing.

Provide special promotions or discounts for vegan menu items to encourage
customer engagement.

Advertise more to create awareness on the availability of vegan menu items.

158



11. What recommendations would you give to policymakers to improve the availability

and accessibility of vegan food products in Gurugram? (Select all that apply)

a.

h.

Increase the number of vegan food options in mainstream supermarkets and
grocery stores.

Offer incentives or subsidies for businesses to produce and sell vegan food
products.

Establish more vegan-only restaurants and cafes in prominent locations.
Implement labeling regulations to clearly identify vegan-friendly products.
Provide educational programs or workshops to raise awareness about the
benefits of veganism.

Partner with local farmers and suppliers to ensure a steady supply of fresh
vegan ingredients.

Introduce vegan meal options in flights, schools, hospitals, and other public
institutions.

Other (please specify)

12. Are there any specific vegan food businesses in Gurugram that you frequently visit

or purchase from? Please list them.

13. Which areas of Gurugram do you usually find the best selection of vegan food

products? Please specify.

14. Have you tried vegan foods in restaurants other cities or countries? If yes, mention

the food chains along with your favorite items which you would like Gurugram

restaurants to add in their menus.
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15. Are there any specific vegan food products or restaurant that you dislike or avoid?

If yes, what are the reasons?
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APPENDIX C
CONSENT FORM

Ly e agree to be interviewed
for the research which will be conducted by
............................................................................... a doctorate students at the Swiss School
of Business and Management, Geneva, Switzerland. | certify that | have been told of the
confidentiality of information collected for this research and the anonymity of my
participation; that I have been given satisfactory answers to my inquiries concerning
research procedures and other matters; and that | have been advised that | am free to
withdraw my consent and to discontinue participation in the research or activity at any time
without prejudice.

| agree to participate in one or more electronically recorded interviews for this
research. | understand that such interviews and related materials will be kept completely
anonymous and that the results of this study may be published in any form that may serve
its best. | agree that any information obtained from this research may be used in any way

thought best for this study.

Signature of Interviewee Date

161



