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ABSTRACT
Many people are shifting towards plant-based diets due to health and ethical 
considerations about climate change and animal welfare. changes in dietary patterns 
are increasing rapidly in some countries, while this trend is just emerging in others. the 
present study reviews plant-based food adoption in india and identifies the critical 
factors that drive the purchase intention of plant-based food. the study applied an 
extended theory of planned behaviour, incorporating a multidimensional construct with 
subjective norms, environmental attitude, perceived behavioural control, social value, 
functional value, epistemic value, and health benefits. environmental attitude was the 
most important factor, followed by health benefits and epistemic values. social value 
positively influenced health benefits, indicating that consumers tried plant-based food 
based on recommendations by celebrities to gain approval from peers. however, after 
adoption, they realized the health benefits like better digestion, and reduced hormonal 
imbalance. subjective norms were an insignificant factor indicating that adopting 
plant-based food was a personal choice without family/peer influence. rather than 
focusing on meat-eating consumers only, marketers must consider vegetarian consumers 
and those looking to reduce meat consumption. communication strategy by food 
brands and the gastronomy industry should focus less on animal welfare and nudge 
consumers to reduce animal product consumption due to the health benefits and 
overall impact on the environment.

1.  Introduction

recent research on consumer behaviour (Buerke et  al., 2017; han, 2021; Pinkse & Bohnsack, 2021; ruby 
et  al., 2024; Zaman & kusi-sarpong, 2024) has suggested growing consumer awareness of the environ-
ment. Owing to escalating global environmental challenges such as pollution, global warming, and eco-
logical degradation, environmentally sustainable consumption behaviour has been an essential topic in 
the consumer market and research (lee et  al., 2010; suki & suki, 2015; Verma & chandra, 2018). While 
sustainable Development goals (sDgs) are an overarching global agenda for an improved environment 
ecosystem, sDg 3 seeks to ensure healthy lives and promote well-being through sustainable food sys-
tems (Fanzo, 2019). Owing to their concern for the environment, an increasing number of consumers 
strongly desire to buy plant-based products and are willing to pay a premium (Diamantopoulos et  al., 
2003). Plant-based foods include fruits, vegetables, grains, legumes, nuts, and seeds. consumption of 
animal products, such as meat, dairy, eggs, and honey, is substantially reduced or removed entirely 
(turner-Mcgrievy et  al., 2015). Plant-based products are growing in popularity as customers become 
more aware of the impact of their food choices on the environment. this consumer behaviour and inno-
vation shift favours plant-based products (nielsen, 2021). Many consumers prioritize health, wellness, and 
social issues, translating them into more thoughtful purchasing decisions. 2020 was a significant year for 
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plant-based products (sPin 2021). the sales of plant-based products were already growing before 
cOViD-19, but after the pandemic, growth surged even more. andreani et  al. (2023) further stated that 
increasing awareness fuels the shift toward plant-based diets, with consumers consciously reducing meat 
consumption levels. the authors noted that the primary reasons for this transition were to minimize the 
harmful impacts of the food system on the planet and to improve the quality of living and animal 
welfare.

environmental consciousness and sustainability are nascent concepts in south asia. a few studies 
(arora et  al., 2020; chawla, 2022; guha & gupta, 2020) discuss the market readiness of indian consumers 
for plant-based diets. there is a substantial dilemma in the minds of indian consumers, hindering them 
from shifting towards plant-based products. resistance towards a plant-based diet stems from notions 
like one would have to give up on their favourite food or snacks, food would be bland, plant-based diet 
would lack sufficient nutrition, and eating out options would be restricted. Further, in the indian context, 
milk is considered a vital source of protein among vegetarian consumers. a diet without milk and milk 
products like cottage cheese, butter, and clarified butter is unthinkable for most vegetarians. Most indian 
households have curd and milk as their staple diet, while clarified butter and spices are used to temper 
pulses for taste and health benefits. in this context, organic dairy farming is seeing a rise in india, where 
producers raise animals on organic feed and restrict the usage of antibiotics and hormones (Oruganti, 2011).

startup brands like country Delight have found wide acceptance as they focus on delivering milk and 
milk products free of antibiotics and oxytocin (kohli & Pant, 2018). consumers opting for a plant-based 
diet cite health benefits, ethical considerations, and a reduced carbon footprint (hwang et  al., 2020). 
according to a report by indian Brand equity Foundation (iBeF, 2022), there is a growth in the consump-
tion of plant-based food, which may be related to an increase in health-related problems and awareness 
of healthy alternatives. the indian government has also supported the industry with eat right india 
initiatives by the Ministry of health and Family Welfare (MohFW), which promotes healthy dietary choices 
and sustainable food, of which plant-based food is essential. india celebrated 2018 as ‘the Year of Millets’, 
while the Food and agricultural Organization (FaO) has declared 2023 as the ‘international Year of Millets’ 
(Verma, 2019). Most millet crops are native to india and are popularly called nutri-cereals. they are high 
in nutrition and dietary fibre and are good sources of vitamins, minerals, and proteins (Verma, 2019). the 
indian government is focused on providing an affordable, healthy, and nutritious diet as one of its goals, 
and in this context, millets are considered ‘future crops’ (gowda et  al., 2022).

given the discussion around environmental degradation, food scarcity, rising health concerns, and 
animal welfare, understanding the consumer mindset assumes significance in the indian context. in 
countries with high meat consumption, plant-based meat alternatives have been one of the ways of 
reducing meat intake to improve health and animal welfare (andreani et  al., 2023). studies in countries 
with significantly higher meat consumption have focused on accepting plant-based meat alternatives 
(henceforth called PMBA), suggesting that people who eat meat are more likely to consume PBMa 
(Bryant et  al., 2019). the unnatural texture of plant-based meat has resulted in limited adoption; how-
ever, finding natural alternatives to meat, such as soy products, jackfruit, and tofu, and including more 
seeds in the diet is increasing (Mayo clinic staff, 2022). as PBMa become meat substitutes (huang, 
2022; slade, 2023), unlocking the key to consumer mindscape becomes vital for accelerating adoption 
and acceptance. hartman et al. (2018) suggested further investigations focusing on interventions and 
strategies to help motivate and nudge consumers towards ‘pro-environmentally friendly meat con-
sumption’. Most studies indicate that consumers who want to reduce meat consumption due to its 
adverse environmental or health impact seek plant-based alternatives. Meat reduction can be attained 
through several options, such as reducing meat portions, replacing meat products with plant-based 
alternatives, leaving meat out, and replacing meat with other protein sources like eggs/cheese 
(animal-based) or legumes, mushrooms, tofu (plant-based) or moving to a plant-based diet. in india, 
celebrities like Virat kohil (leading indian cricketer), known for his intense fitness workouts, switched 
from meat to a plant-based diet and highlighted the benefits of plant-based food on increased stamina, 
better gut health, and reduced sluggishness. this has created a buzz among indian consumers. there 
is a need to study whether the buzz and hype around plant-based food has translated into reduced 
meat consumption and increased plant-based food consumption. With this context, the authors decided 
to study the attitudes, perceptions, and influence of various factors on the purchase intention of 
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plant-based food. this study investigates consumer preferences and values for plant-based food 
(includes meat alternatives, natural substitutes to meat like jackfruit and soybean-based products, 
cashew/almond/soy milk as milk substitutes, and increased intake of fruits, vegetables, pulses, and mil-
lets) using an extended theory of planned behaviour (ajzen, 1985). the study revealed that environ-
mental attitude, epistemic value, and health benefits influenced the intention to purchase plant-based 
food. social value positively influenced health benefits, indicating that initially, consumers tried 
plant-based food to fit into the growing trend, gain approval from their peers, and follow health and 
fitness influencers. top professional tennis player novak Djokovic (gaba, 2023) switched to plant-based 
food, debunking the popular myth that plant-based diets are low in protein (Buro, 2020). the present 
research provides specific insights to marketers of various plant-based foods, including plant-based 
meat alternatives, millet, plant-based milk (almond/oats/cashew), and high protein products like soy-
bean and tofu. Marketers have focused on converting meat eaters to plant-based food, and their com-
munication has focused on animal welfare. in other cases, marketers have highlighted the protein 
content of the plant-based meat alternative. rather than focusing on meat-eating consumers only, 
marketers must consider vegetarian consumers and those looking to reduce meat consumption. rather 
than confining communication around animal welfare and higher protein content, communicating spe-
cific health benefits of plant-based food to relevant target audiences (reduced hormonal issues for 
women, reduced inflammatory bowel disease, increased energy among generation Z, etc.) would result 
in higher adoption of plant-based food.

2.  Literature review

2.1.  Plant-based diets

Plant-based diets constitute a diverse range of dietary patterns that emphasize foods derived from plant 
sources coupled with lower consumption or exclusion of animal products. Vegetarian diets form a subset 
of plant-based diets, which may exclude consuming some or all forms of animal food (World health 
Organization [WhO], 2021). a diet predominantly plant-based and low in sodium content, saturated fats, 
and added sugars is recommended as part of a healthy lifestyle (Willett et  al., 2019). Plant-based diets 
increase the quality of life and help mitigate adverse environmental impacts associated with high con-
sumption of animal-sourced foods such as meat and dairy products (godfray et  al., 2018). animal food 
production is associated with significantly higher carbon emissions than plant foods such as fruits and 
vegetables, grains, legumes, nuts, and seeds (springmann et  al., 2018). as per the WhO report (2022), 
several studies suggest that unprocessed and processed red meat are consistently associated with dis-
eases like high cholesterol, high blood pressure, etc. switching to a plant-based diet not only improves 
overall health but also helps the environment by reducing biodiversity loss (tilman et  al., 2017).

2.2.  Plant-based diet and sustainable development goals

the sustainable Development goals (sDgs) serve as the primary global framework for measuring prog-
ress towards sustainable development over the next 15 years and contain ambitious targets for food 
security, nutrition, health and well-being, climatic stability, and sustainable consumption (Fanzo, 2019). 
rethinking food production and consumption practices based on traditional knowledge results in high 
social and cultural food values increases farmers’ productivity, and aids sustainability (Duurzaam, 2019). 
From a consumption practice perspective, the adoption of plant-based diets aids sustainability. a 
plant-based diet enhances general health and well-being (Bhatia et  al., 2021), thereby addressing 
sustainable Development goal 3 (ensure healthy lives and promote well-being for all at all ages) (united 
nations, 2024). a plant-based diet significantly reduces environmental influences, including greenhouse 
emissions, global acidification, and water use (united nations climate change, 2021). however, motivat-
ing people to switch to plant-based diets is challenging because many have a psychological attachment 
to meat (graça et  al., 2015). consumers are unwilling to give up meat or reduce meat consumption as 
they believe eating meat is socially acceptable, naturally occurring, and hedonistically satisfying (Piazza 
et  al., 2015).
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2.3.  Changing consumer behavior towards food

a paradigm shift has occurred in how people approach and consume food. People have recently begun 
paying more attention to what they eat for two significant reasons: maintaining a healthy lifestyle and 
making the planet more sustainable (Mani, 2022). the food service industry has acknowledged and 
responded to their contribution to climate change (lund-Durlacher & gössling, 2021) and global environ-
mental problems (Fieschi & Pretato, 2018).

Most consumers eat meat because it allows them to sample and savour various delights (et 
healthWorld, 2022). Furthermore, meat consumers frequently find plant-based food or vegetarian food 
lacking the tangy and lip-smacking flavours and textures of meat products. generation Z and millennials 
are becoming more selective regarding the products, brands, and food they consume. today, customers 
consciously choose products sourced ethically and cultivated with minimal adverse environmental effects. 
the growing acceptance of plant-based food and meat alternatives is one of the most obvious signs of 
this fundamental shift in consumer behaviour (elkin, 2021). Further, the report predicted that the growth 
of plant-based food would multiply fivefold by 2030 due to the rising demand for sustainable products.

2.4.  Plant-based meat alternatives

Despite being rated more favourably, plant-based meat alternatives (henceforth called PBMA) faced imped-
iments in their adoption, namely, the perception around their taste, texture, and price (szenderák et  al., 
2022). thus, environmental and health-related factors alone are not sufficient. Pointke et  al. (2022) 
reported that vegans preferred PBMa more than individuals following an omnivorous diet in their study 
among german consumers. the prediction and promotion of plant-based meat consumption have been 
the subject of many studies. carfora et  al. (2022) suggested that the intention to eat PBMa preceded a 
positive attitude and an understanding and awareness of its consequences on the environment.

Further repeated messages increased the positive attitude and willingness to pay for the same. hoek 
et  al. (2013) suggested that repeated consumption and exposure to PBMa may shift consumer percep-
tions, opinions, and attitudes. a study by rosenfeld et  al. (2022) revealed that if PBMa were marketed as 
‘vegan’ or ‘vegetarian’, consumer behaviour was more positively inclined towards adapting them as sus-
tainable options. another study by White et  al. (2022) adopted the social Practice theory on PBMa prac-
tices. it explored the influence of materials (products, packaging, and infrastructure), meanings (values, 
normalization, social consumption, transition, and convenience), and competencies (general and meat-free 
cooking practices and product and nutritional knowledge).

seo et  al. (2023) looked at the effect of positive and negative reasoning variables on purchase 
decision-making for PBMa using Behavioral reasoning theory. extending the theory of Planned Behaviour, 
Bakr et  al. (2023) explored factors affecting attitudes toward plant-based meat alternatives. the study 
observed differences in respondents from different countries concerning the environment, the welfare of 
animals, and health consciousness. Other factors influencing food choice were sensory appeal, sustain-
ability, health, cruelty-free, attachment to meat for consumption, and food neophobia. siddiqui et  al. 
(2023), in their research to better understand the motives and drivers of consumers’ acceptance of PBMa, 
emphasized various factors such as healthiness, taste, familiarity, attitudes, social norms, food neophobia, 
and digestion. habib et  al. (2024) stated that the adaptation of vegan food was significantly affected by 
personal, social, contextual, ethical, and moral reasons. a comprehensive meta-review (Onwezen & 
Dagevos, 2024) mapped potential drivers: capability (awareness and taste), opportunity (environmental 
redesign including redesigning recipes, visibility, and portion sizes), and motivation (motives and emo-
tions). interestingly, motivational and opportunity drivers were the most important.

Varela et  al. (2022) compared consumers from different countries in their shift to plant-based diets 
and stated that reasons underlying food choices included food representations, culture, and traditions. 
improved health and sustainable food choices motivated the shift towards plant-based diets. Van trijp 
and Van kleef (2008) reported that visible changes in consumer behaviour toward food products were 
governed by the target users’ perceived meaningfulness or usefulness and the uniqueness and novelty 
of the food product. according to research by Bauerné gáthy et  al. (2022) on university students, 
self-interest dominated their decisions for food consumption rather than socially responsible behaviour. 
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they were more aware of health benefits and were inclined towards health consciousness rather than 
being environmentally conscious consumers. another study on young adults (ledikwe et  al., 2020) 
implied that in fast-food spaces, product involvement facilitates word-of-mouth (WOM) and promotes 
the spread of e word-of-mouth (eWOM). li & Jaharuddin (2021) espoused that word-of-mouth played a 
role in organic food purchase decisions when individual, social, and information perspective factors influ-
enced purchase intention.

numerous empirical studies have explored the influence of various factors like perceptions, food 
choice motives, attitudes, sensory attributes, segmentation, socio-demographics, information, knowledge, 
branding, food labels, meat attachment factors, and planned behaviour (Baum et  al., 2022; Bryant & 
sanctorum, 2021; Waehrens et  al., 2023; Wang & scrimgeour, 2021). the psychosocial drivers associated 
with eating PBMa have been studied (carfora et  al., 2022), while others have explored the theme of food 
neophobia (siddiqui et  al., 2022; siegrist & hartmann, 2020). szenderák et  al. (2022) focused on con-
sumer acceptance and adoption of PBMa, with factors like environment, health, and willingness to pay 
being key drivers. social and sociocultural contexts have been the focal point of many studies regarding 
PMBa (Fra, 2023; Mahasuweerachai et  al., 2023; Markowski & roxburgh, 2019; Onwezen et  al., 2019, 
2021). health beliefs influence individuals’ dietary choices and patterns (ewers et  al., 2021; Williams et  al., 
2023) and decision-making (Mcnamara & Wood, 2019). consumer identity, online brand trust, social influ-
ence, and perceived value influence consumer behaviours (teangsompong & sawangproh, 2024). social 
media (rini et  al., 2023) was an effective driver for spreading information regarding plant-based products, 
thus influencing purchase intentions.

2.5.  Cross-cultural studies

a cross-cultural comparison (runte et al., 2024) of the united states, switzerland, and india on plant-based 
food revealed that while the u.s. discourse focused on (meatless) recipes, lifestyle and prices were added 
to the indian discourse. the swiss discourse, on the other hand, concentrates on meat (replacement), 
prices, and sustainability. comparative studies across the globe revealed significant differences among 
consumers in canada and kuwait (Bakr et  al., 2023). canada and kuwait reported substantial differences 
in the strength of the effect of attitude and behavioural control on purchase intentions. rini et  al. (2022) 
studied european consumers and their pro-meat reduction attitude and purchase intention to find that 
low acceptance was due to an information deficit that could be alleviated by using social media for 
information dissemination. Wang et  al.’s (2024) web-based survey with respondent samples from new 
Zealand (n.Z.) and the united kingdom (u.k.) looked at the influence of consumers’ innovation-adoption 
characteristics (iacs) on trust and purchase intentions. the results showed higher trust and intention to 
purchase plant-based products over cultured ones. Wang and scrimgeour (2021) explored drivers of con-
sumers’ willingness to consider plant-based diets in china (an asian country) and new Zealand  
(a Western-developed country). chinese and new Zealand consumers reported differences in the level of 
impact of the meat attachment factors (hedonism, affinity, entitlement, and Dependence) and the theory 
of Planned Behaviour factors (subjective norms, Personal norms, Perceived behavioural control, and 
attitudes) on the willingness to adopt a more plant-based diet.

the present literature review suggests that most of the research conducted so far has been in countries/
regions with high meat consumption (china, canada, united states, europe, new Zealand, and kuwait). the 
studies identified environmental and animal cruelty concerns, health benefits, taste, meat attachment, food 
neophobia, sensory attributes, social norms, attitude, perceived behavioural control, and others, significantly 
impacting willingness to consume plant-based food, or PBMa. india has a significant population that con-
sumes vegetarian food. Most vegetarians believe that they consume plant-based food without realizing that 
dairy (animal source) is a considerable part of their diet. in this context, understanding the mindset of indian 
consumers towards plant-based food is a hitherto under-researched topic. there was a lack of empirical 
studies investigating the influence of various factors on indian consumers’ attitudes and perceptions towards 
a predominantly plant-based diet. the current research extends the theory of Planned Behaviour. it proposes 
a multidimensional construct that includes subjective norms, environmental attitudes, perceived behavioural 
control, social value, functional value, epistemic value, and health benefits. social values and health benefits 
have been part of earlier studies independently (runte et al., 2024; szenderák et al., 2022) but have not been 
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studied together empirically. as stated, most studies focused on american and european countries, with little 
focus on south asian countries. While the region is a growing market for plant-based food (szenderák et  al., 
2022), there is a lack of consumer-related insights to address the existing knowledge gaps.

the present study focuses on plant-based foods and proposes an integrated model that explains fac-
tors that impact indian consumers’ purchase intention for sustainable plant-based food.

3.  Theoretical framework

as postulated by ajzen (1991), the theory of Planned Behavior (tPB) is used to understand consumers’ 
behavioural intentions. the tPB comprises attitude, subjective norms, and perceived behavioural control. 
this suggests that intentions result from an individual’s attitudes, and a person’s perception of behaviour 
under the influence of society defines subjective norms (nekmahmud & Fekete-Farkas, 2020; Verma & 
chandra, 2018). consumption value refers to consumers’ overall evaluations of the utility of the goods 
and services they purchase and use (hänninen & karjaluoto, 2017; sheth et  al., 1991). researchers have 
used the theory of consumption Values to characterize a variety of products or services (ramkissoon 
et  al., 2009; tanrikulu, 2021) consisting of five consumption values: functional value (price and quality), 
social value, emotional value, epistemic value, and conditional value.

environmental attitude (e.a.) is a ‘cognitive and emotive judgment of the target of environmental 
preservation’ (Bamberg, 2003). subjective norm (s.n.) denotes the perceived social pressure experienced 
by a person to perform specific actions or behaviours (ajzen & Fishbein, 1980). Perceived ease or diffi-
culty in carrying out a particular behaviour is known as perceived behavioural control (PBc) (ajzen, 1991; 
ajzen & Fishbein, 1980). Functional value (F.V.) is the perceived usefulness derived from an alternative’s 
capability for a product’s functional, utilitarian, or physical performance (sheth et  al., 1991). Price and 
quality comprise two aspects of functional value (sweeney & soutar, 2001) and are identified as the key 
determinants of consumer purchasing decisions (D’souza et  al., 2007; nekmahmud, 2024). social value 
(s.V.) relates to self-image and the perceived utility of goods or services (sheth et  al., 1991). the epis-
temic value (epV) is the perceived utility derived from an alternative’s ability to pique interest, offer 
novelty, and satiate the thirst for knowledge (sheth et  al., 1991). the main drivers for adopting a 
plant-based diet are identified as the health benefits of a plant-based diet, specifically, the decrease in 
body fat and obesity rates, the increased presence of vital nutritional components, and lowered risk 
factors for diseases (Fehér et  al., 2020) Functional value (F.V.) emphasizes performance and functionality 
as well as the financial gain or utility that a good or service offers (Zainuddin et  al., 2013). all modern 
definitions of health acknowledge that health value (h.V.) goes beyond the absence of disease and 
denotes a person’s full ability for self-realization and self-fulfilment. health is the relative state in which 
one can function adequately physically, socially, and mentally (svalastog et  al., 2017).

the result of these components is the purchase intention for plant-based foods. an individual’s atti-
tude often influences their behaviour, even though it is mediated by purpose (ajzen & Fishbein, 1980; 
leonidou & leonidou, 2011; limbu et  al., 2012). consequently, an individual’s favourable impression trig-
gers purchasing intent, but negative intent reduces the possibility of the act (Punyatoya, 2015).

Based on the literature and theoretical background, a hypothesized conceptual model of sustainable 
plant-based product consumption is proposed (Figure 1).

h1: environmental attitude has a positive influence on intention to Purchase Plant-Based Food
h2: subjective norms positively influence the intention to purchase plant-based foods.
h3: Perceived behavioural control negatively influences the intention to Purchase Plant-Based Food.
h4: Functional value (quality) positively influences the intention to purchase plant-based foods.
h5: epistemic value positively influences the intention to Purchase Plant-Based Food.
h6: social value has a positive influence on health value
h7: health benefits positively affect the intention to Purchase Plant-Based Food.

3.1.  Research methodology

the research was conducted in two stages: qualitative and quantitative. kJ siM ethics committee, kJ 
somaiya institute of Management, somaiya Vidyavihar university, Mumbai, india, cleared the study. 
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Participants were informed about the study’s objective at the start of the in-depth interviews and survey. 
Participants were told at the beginning of the interview/survey that the data they shared would be used 
for academic research, and if they were unwilling, they could opt out of the interview/survey. the con-
sent form was verbal, and the participants were allowed to opt-out. the nature of the study did not 
include any sensitive or confidential information and was focused on understanding attitudes and pref-
erences for plant-based diets. the authors initially conducted a qualitative study using in-depth inter-
views with 12 early adopters of plant-based food to understand their perspectives on the various 
constructs of the proposed theoretical framework. the multidimensional construct, including subjective 
norms, environmental attitude, perceived behavioural control, social value, functional value, epistemic 
value, and health benefits, was part of the discussion. respondents were probed around the various 
constructs by asking about their attitudes, preferences, and reasons for adopting plant-based food. some 
of the key findings from the in-depth interviews are summarized below.

• reason for adopting plant-based food - Plant-based products are environmentally friendly, which 
helps reduce the carbon footprint and helps to preserve natural resources.

• respondents opined that novel and exciting fact-based information regarding plant-based foods 
should be widely available to encourage purchase decisions. respondents wanted information on 
recipes (legumes, mock meat, millet, quinoa).

• health benefits were another primary reason for adoption. Post-cOViD-19, awareness of the impact 
of the environment on people’s health, coupled with a preference for locally available plant-based 
food and organic food, was cited as the main driver. health benefits lowered disease risk factors 
(Fehér et  al., 2020).

• respondents stated bloating, poor digestion, and lethargy as prime reasons for switching to 
plant-based food.

• respondents also stated that adopting plant-based food helped them gain social approval, especially 
among environment-friendly people and nature conservationists’ peers.

the authors used inputs from qualitative research to design the questionnaire. the questionnaire was 
divided into the following three sections—(1) socio-demographic characteristics (e.g. gender, age, educa-
tion level, and current citizenship/residence/nationality), (2) questions related to awareness and reasons 
for preferring plant-based foods, and (3) factors influencing purchase intention. the demographic data 
included nominal and ordinal scales, whereas the rest of the questions were 5-point likert scales ranging 
from ‘strongly agree’ to ‘strongly disagree’ (1 = strongly agree and 5 = strongly disagree). Variables were 
defined based on subjective norms, perceived behavioural control, and environmental attitude from the 
theory of planned behaviour, social value, epistemic value, and health benefits. the dependent variable 
was the purchase intention of plant-based foods. the dependent variable was composed of two vari-
ables: i am willing to consume plant-based foods, and i plan to choose plant-based foods for my diet. a 
total of 30 items were measured: 3 items of subjective norms (ajzen, 1991; al-swidi et  al., 2014), 4 items 
of environmental attitude (ajzen, 1991; honkanen et  al., 2006), 5 items of perceived behavioral control 
(ajzen, 1991; al-swidi et  al., 2014), 4 items of functional value (sweeney & soutar, 2001), 4 items of social 
value (sweeney & soutar, 2001), 3 items of epistemic value (roh et  al., 2022), 5 items of health benefits 
(rana & Paul, 2012; sweeney & soutar, 2001) and 2 items of purchase intention (ajzen, 1991; al-swidi 

Figure 1. Proposed conceptual model by authors.
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et  al., 2014; teng & Wang, 2015). the authors pre-tested the questionnaire among 10 respondents to 
check whether the items were clearly understood. naumann and giel (1995) stated that there are no 
specific rules for determining the sample size for pre-testing, and hence, a sample of 10 pilots was found 
to be adequate by the authors. the questions’ content, the questionnaire’s sequence, the form and lay-
out, ease of understanding, etc., were checked. the authors ensured that the pre-test respondents had 
similar characteristics to those included in the survey (Diamantopoulos et  al., 1994). Participants in the 
pilot study were excluded from the final survey.

3.2.  Data

the target group consisted of respondents aged 21–55 living in urban areas. Organic food, plant-based 
food, etc., are urban-centric phenomena in india. also, since plant-based foods are relatively expensive, 
the authors focused on the age group of 21 years to 55 years. this was because, at 21 years old, most 
people in india pursue their post-graduation studies and tend to stay away from their family/hometown, 
giving them the freedom to pursue their own food choices. also, the authors did not consider the age 
group above 55, as these people retire from active work and are less likely to be aware of plant-based 
food. Males and females were almost equally divided. the respondents reported diverse food prefer-
ences. the reason for considering non-vegetarian, eggetarian, and those wanting to reduce their 
non-vegetarian consumption was to get a more nuanced and detailed view of the attitude, perception, 
and willingness to adopt plant-based food among a wider audience.

Further details are provided in table 1. Purposive sampling employing a combination of judgment 
sampling and quota sampling was used to establish contact with the participants. the authors relied on 
judgment sampling and quota sampling since plant-based food is a nascent concept in india, and most 
vegetarians assume they are following a plant-based diet without realizing that milk is sourced from 
animals. hence, milk and milk additives like curd, butter, and cottage cheese do not qualify as plant-based 
food. Judgment sampling helped the authors interview early adopters of plant-based food and consum-
ers who were aware of it and keen to try it. Both these groups were identified from their reference 
groups. early adopters shared references from people willing to try plant-based food, which helped 
boost the sample. the authors used quota sampling to get views of older age groups and vegan con-
sumers through references. the data collection period was from February to april 2022. Due to the 
Omicron variant of covid 19, most parts of the country went into lockdown mode, and hence, a 
self-administered questionnaire was distributed through references over 12 weeks. the authors contacted 
the respondents via personal emails, phone calls, and instagram messengers. after understanding the 
study’s objective, the authors shared the google form with respondents who agreed to be part of the 
survey. a total of 365 responses were collected. the authors checked the responses thoroughly for errors 
and incompletion. invalid responses and incomplete forms (more than 30% incomplete) were discarded. 
the final usable sample size was 310, which was used for further analysis.

Before administering the questionnaire, participants were informed of the concept of plant-based 
foods since the awareness of such a diet is limited to specific segments of society. the participants were 
further asked whether they considered or had purchased alternative organic, plant-based, and locally 
sourced food. if they answered yes, they were given access to further questions.

3.3.  Data analysis

the data analysis was split into univariate, bivariate, and multivariate analyses using the statistical pack-
age sPss Version 26. sPss was used to identify missing values, run frequency tables (univariate analysis), 
check for correlation (bivariate analysis), and conduct reliability analysis (multivariate). the demographic 
information was summarized using univariate analysis. refer to table 1 for details.

the mean rating of the 30 items included in the multi-construct framework revealed the scores in table 2.
the mean scores revealed that consumers have a higher level of agreement regarding their attitude 

towards the environment (mean score reduce carbon footprint = 2.35, purchase environment-friendly = 
2.36, conserve natural resources = 2.38) and would like to consume plant-based food (mean score = 
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2.43). On the other hand, their level of agreement for social value items was neutral (good impression 
on others = 3.17, social approval = 3.27, follow celebrities and sports stars = 3.49). the mean scores 
indicated a higher level of agreement on most items but failed to reveal which construct had the most 
impact on purchase intention.

table 4, which depicts the correlation between constructs, revealed a significant correlation between 
all the independent and dependent constructs (purchase intention); however, it failed to establish the 
order of importance. notably, correlation considers the relationship between two constructs without con-
sidering the effect of other constructs.

a confirmatory factor analysis (cFa) followed by structural equation modeling (seM) using aMOs 24 
was conducted to quantify the relationship among the multiple constructs. cFa was used to estimate 
the eight latent dimensions: environmental attitude, subjective norms, perceived behavioural control, 
functional, social value, epistemic value, health value, and purchase intention. their respective observed 
variables measured each of these latent constructs. the final cFa model demonstrated an acceptable 
overall fit with the following indices (hair et  al., 2014). cMin/df =1.914; ≤ 2.0 (or 3.0 or even 5.0) consid-
ered acceptable; cFi = 0.90 cFi > 0.90 considered average, > 0.95 considered good; gFi = 0.88 gFi > 0.90 
considered good; tli = 0.89 tli > 0.90 good, rMsea = 0.075 rMsea ≤ 0.08 considered good.

the measurement model was assessed for convergent validity by examining the factor loading, average 
variance extracted (aVe), and composite reliability (c.r.). average Variance extracted (aVe) values were more 
than the threshold of 0.5, and composite reliability was more than 0.7 (hair et  al., 2013). internal reliability 
was measured using cronbach’s alpha. the cronbach alpha for all the items was greater than 0.7.

table 3 provides details of the reliability and validity measures. Discriminant validity was tested using 
aVe analysis (table 4). Discriminant validity of the construct is achieved when the square root of the aVe 
is greater than the correlation between the constructs (Fornell & larcker, 1981).

Table 1. Demographic profile and other details.
Variables number Percentage

gender
Male 136 44%
Female 174 56%
age
21–25 years 175 56.5%
26–35 years 57 18.5%
36–45 years 24 7.7%
46–55 years 54 17.3%
Food preference
Vegetarian (includes milk) 98 31.5%
non vegetarian 131 42.3%
eggetarian (no meat, only eggs) 44 14.3%
Plant-based food only 20 0.62%
Want to reduce non-vegetarian consumption 34 11 %
awareness of Plant-based food
never heard of it 9 3%
Heard a little but not sure how it is different from 

vegetarian food
68 22%

Heard and seen at shopping malls and online 133 43%
aware and tried 99 32%
awareness of Products
Mock meat 95 31%
almond milk/soy milk/cashew milk 98 32%
Vegan milk/vegan cheese 124 40%
Vegan eggs (mixture of moong sprouts and 

soybean)
60 19%

Prefer to try Plant-Based Food
at restaurants 177 57%
Buy product and bring it home 133 43%
Price Perception
Reasonable and value for money 24 7.7%
Worth it though slightly higher price 162 52.4%
unnecessarily expensive 124 39.9%
Frequency of Purchase
Daily
once a week 16 5
once a fortnight 43 14
once a month 96 31
never 155 50
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the final cFa model was then modelled using structural equation Modelling (seM). seM created a 
path diagram to find the causal relationship among the various constructs. Figure 2 shows the final 
model with the exogenous constructs, environmental attitude, subjective norms, perceived behavioural 
control, social value, epistemic value, functional value, and health benefits. the endogenous construct is 
the purchase intention of plant-based food. the results are given in tables 5 and 6.

Table 2. Mean rating of all items.
Construct Mean rating

enViRonMent attituDe (e.a.)
ea1: i am favorable to purchasing environmental-friendly plant-based products 2.36
ea2: i feel much better about myself when i purchase environmental- friendly 

plant-based products
2.58

ea3: it is worth switch to environmental-friendly plant-based products as it 
will help in conserving natural resources

2.38

ea4: use of plant-based products will reduce my carbon footprint, hence 
environmental pollution

2.35

suBJeCtiVe noRMs (s.n.)
sn1: My family supports me to purchase plant-based products 2.72
sn2: My friends support me to purchase plant-based products 2.77
sn3: those important to me support my decision to plant-based products 2.65
PeRCeiVeD BeHaVioRaL ContRoL (PBC)
PBC1: i have enough information to identify and purchase plant-based 

products
2.82

PBC2: i have enough information to locate plant-based products 2.83
PBC3: i prefer to consume plant-based products 3.04
PBC4: i can afford a slightly higher price to consume plant-based products 2.87
PBC5: i have easy access to plant-based products 2.88
FunCtionaL VaLue (FVq)
FVq1: i buy plant-based products due to their longer shelf-life 3.49
FVq2: i think plant-based products are tasty 3.11
FVq3: i think plant-based products offer a variety of options 3.02
FVq4: i think the plant-based products are of good quality 2.61
soCiaL VaLue (s.V.)
sV1: i think buying plant-based products helps me fit into the trend 3.11
sV2: i think purchasing plant-based products creates a good impression on 

others
3.17

sV3: i think purchasing plant-based products gives me social approval and 
respect

3.27

sV4: i follow plant-based food tips and diets that celebrities/sports stars follow 3.49
ePisteMiC VaLue (epV)
epV1: Before buying a plant-based product, i would gather sufficient 

information about the various brands and variants of that product
2.43

epV2: Before buying a product, i am willing to seek out novel information 
about plant-based products and diets

2.45

epV3: Before buying a plant-based food product, i like to search for new and 
different information about products

2.52

HeaLtH VaLue (H.V.)
H.V. 1: i think that plant-based products will help me lose weight 3.08
HV 2: i think that plant-based products help boost my metabolism 2.84
HV 3: i feel plant-based products are easier to digest, leading to less bloating 2.67
HV 4: i feel plant-based products will help me with any hormonal problems 2.89
HV 5: i think that plant-based products are a guilt-free indulgence 2.85
PuRCHase intention (P.i.)
P.i. 1: i am willing to consume plant-based products 2.43
Pi 2: i plan to choose plant-based products in my diet 2.73

Table 3. Reliability and validity measures.
Measures Composite reliability average variance extracted Cronbach alpha

Health benefits 0.97 0.66 0.9
epistemic value 0.89 0.73 0.90
social value 0.78 0.5 0.88
Functional value 0.91 0.52 0.76
Perceived behavioral control 0.78 0.49 0.74
subjective norms 0.93 0.83 0.91
environment attitude 0.91 0.72 0.90
Purchase intention 0.87 0.77 0.85
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3.4.  Model analysis

the maximum likelihood algorithm with aMOs 24 was used to estimate the measurement and structural 
models (Moser, 2015). the hypotheses were tested using standardized regression coefficients, p-values, 
and squared multiple correlations, representing the proportion of the variance of the dependent variable 
that can be explained by the explanatory factors (Byrne, 2016).

concerning Figure 2 and table 6, the regression weights reveal the following.

Table 4. average variance extracted discriminant validity measures.
environment 

attitude
subjective 

norm
Perceived Beh.

Ctrl
social 
value

epistemic 
value

Health 
benefit

Functional 
value

Purchase 
intention

environment 
attitude

0.85

subjective norm 0.69** 0.91
Perceived Beh.Ctrl 0.56** 0.64** 0.70
social value 0.35** 0.37** 0.50** 0.71
epistemic value 0.31** 0.34** 0.27** 0.29** 0.85
Health benefit 0.40** 0.38** 0.41** 0.67** 0.53** 0.81
Functional value 0.41** 0.45** 0.65** 0.63** 0.46** 0.63** 0.72
Purchase 

intention
0.7** 0.54** 0.57** 0.49** 0.43** 0.57** 0.49** 0.88

Note: the numbers in bold in the diagonal are the square root of the average variance extracted from each construct. **Correlation between 
constructs; significant at 5% level of significance.

Figure 2. structural equation modelling.
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3.5.  The overall regression for the model was 0.53

environmental attitude was the most important factor, followed by health benefits and epistemic values. 
social value positively influenced health benefits, indicating that consumers initially tried plant-based 
food based on recommendations by celebrities to fit with the trend and gain approval from peers. 
however, once they adopted plant-based food, they realized the health benefits like better digestion, less 
bloating, and reduced hormonal imbalance. Plant-based diets have been known to offer several health 
advantages. they typically contain more fibre, vitamins, minerals, and antioxidants while lowering satu-
rated fat and cholesterol levels. according to research, a well-planned plant-based diet can reduce the 
chance of developing chronic conditions like cardiovascular disease, obesity, increased blood sugar, etc. 
it might also aid in weight management, enhance digestion, and advance general well-being. While pre-
vious studies on organic food consumption (al-swidi et  al., 2014) showed a positive relationship between 
subjective norms and purchase intention, the present study revealed that subjective norms had an insig-
nificant effect on purchase intention. One possible reason could be that milk consumption in india is 
extremely high, and most vegetarians whose diet is focused on vegetables and grains are unwilling to 
give up milk as they consider milk and milk-based products like curd and cottage cheese the only pro-
tein source. hence, while subjective norms (role of others) significantly influenced the purchase of organic 
food, when it comes to plant-based food, the willingness to try plant-based food is more personal.

thøgersen (2009) stated that perceived barriers and ability, which constitute perceived behavioural 
control, influence organic food buying behaviour. Further, high prices and lack of availability significantly 
hinder organic food consumption (rodrı’guez et  al., 2008). Over the last two decades, organic food has 
found greater acceptance among consumers. Further, consumers with varied dietary preferences can 
read consumer reviews and try different foods (organic, farm fresh, locally produced, plant-based, meat 
alternatives, etc.) thanks to e-commerce and social media. also, post-cOViD-19, consumers are willing to 
pay a higher price for hygienic and high-quality food. this could explain why, in the present study, 

Table 5. Regression weights.
estimate s.e. C.R. p

HB <— sV 1.292 .137 9.459 ***
Pi <— sn .022 .056 .388 .698
Pi <— ea .634 .089 7.150 ***
Pi <— PBC .150 .110 1.368 .171
P.i. <— FV .031 .107 .292 .770
Pi <— e.V. .160 .060 2.652 .008
P.i. <— H.B. .328 .061 5.370 ***

Table 6. Hypothesis and its effect.

Hypothesis Hypothesized effect
standardized regression 

coefficient p-Value Decision

H1 environmental attitude has a 
positive influence on the 
intention to Purchase 
Plant-Based Food

0.58 0.000 supported

H2 subjective norms have a positive 
influence on the intention to 
purchase plant-based food

0.03 0.964 not supported

H3 Perceived behavioural control 
has a negative influence on 
the intention to Purchase 
Plant-Based Food

0.09 0.171 not supported

H4 Functional value (quality) 
positively influences the 
intention to purchase 
plant-based foods.

0.02 0.770 not supported

H5 epistemic value has a positive 
influence on the intention to 
Purchase Plant-Based Food

0.18 0.008 supported

H6 social value has a positive 
influence on Health value

1.00 0.00 supported

H7 Health benefits have a positive 
effect on intention to 
Purchase Plant-Based Food

0.39 0.00 supported
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perceived behavioural control has emerged as an insignificant predictor of purchase intention for 
plant-based food. the findings also align with a study conducted by al-swidi et  al. (2014), who found 
perceived behavioural control an insignificant predictor of purchase intention of organic food in Pakistan. 
Functional value related to the quality of the product was found not to influence purchase intention. 
curvelo et  al. (2019), who studied the purchase intention of organic food among Brazilian consumers, 
found a strong positive relation between emotional value and purchase intention and no significance 
between functional value and purchase intention. the authors concluded that marketing communication 
should focus on arousing consumers’ feelings and sensory organs through imagery of organic food’s 
natural, fresh, and healthy appearance. Our study is in line with curvelo et  al. (2019).

3.6.  Key findings

Brands must focus on key messages to persuade consumers to reduce meat consumption and choose 
plant-based food. showing animal cruelty and its adverse effects on animals has little to no impact on 
regular meat eaters. however, focusing on the environmental effects, providing information on food 
sourcing, promoting plant-based products through the right influencers, and identifying health benefits 
would have a more significant impact. this aligns with Mohamed et  al. (2017), who suggested that envi-
ronmental concerns and animal welfare influence non-vegetarian chinese opinions towards vegetarian 
diets. reducing meat consumption could reduce the global land use required for grazing and growing 
crops for livestock feed (Poore & nemecek, 2018). relevant information about the health benefits should 
be provided to consumers considering adopting plant-based diets. While meat substitutes have a poor 
offtake owing to their artificial texture and flavouring, the movement towards plant-based food is grow-
ing. consumers looking to reduce meat intake consciously should be nudged towards plant-based diets 
by offering PBMa and plant alternatives. For individuals who are lactose intolerant, milk alternatives like 
almond milk, soy milk, and oat milk can provide adequate levels of micronutrients. Plant-based foods 
offer fruits, legumes, seeds, new-age super grains such as quinoa and amaranth, and meat substitutes 
such as beetroot burgers, jackfruit biryani, and soya chunks. as social value increases, so does health 
value. thus, highlighting the influential role that celebrities and trends have on people leads to a higher 
health value awareness for plant-based foods. While celebrities have contributed to popularizing and 
promoting the advantages of plant-based eating, realizing the health benefits of plant-based food results 
in broader purchase intention. Millet brands like Organic tattva should run digital campaigns with celeb-
rity chefs sharing healthy and diverse millet recipes.

3.7.  Implications

the present research is helpful for marketers in understanding the preference level of plant-based food 
among indian consumers. india’s unique culinary traditions, religious beliefs, and cultural practices are 
firmly ingrained in plant-based eating, giving it a significant cultural significance. Many of india’s colour-
ful and diverse festivals are related to vegetarian or plant-based cuisine. For instance, many individuals 
observe fasts and only eat vegetarian food during navratri, a nine-night hindu celebration. global expo-
sure to netflix, amazon Prime, travel abroad, and the influence of Western celebrities has resulted in the 
younger generation adopting a modern lifestyle. Many younger consumers consume meat and alcohol 
outside their homes in restaurants and public places. in this dynamic context, it is interesting to note 
how a small but growing consumer base is searching for better and more authentic cuisine for taste, 
experimentation, and better health.

cOViD made people realize the importance of food and a healthy lifestyle. staying at home with 
parents and grandparents initiated young indians into traditional cooking methods, seeking home rem-
edies for coughs and colds and creating fusion food by blending modern and traditional food. avocado, 
Quinoa, amaranth, soybean nuggets, jackfruit, beetroot, millets, etc. helped indians expand their food 
choices. For individuals who prefer minimal animal-sourced food primarily for its high protein content, 
plant-based meals like legumes and millet and dairy alternatives like oat milk must be positioned as 
having high protein content. For individuals who prefer a more moderate approach, plant-based food, 
including fruits, millet, and quinoa, should be positioned as foods that provide adequate micronutrients. 
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For the gastronomy industry, this is an opportunity to promote and adopt novel cuisines and sustainable 
consumption habits, keeping consumers’ needs and interests in mind. a study by hoek et  al. (2011) 
pointed out an interesting fact that meat consumers had a favourable inclination for alternatives resem-
bling meat, and the opposite is true for consumers who were not meat eaters as they favoured meat 
alternatives that did not have a semblance to meat (hoek et  al., 2011). the insights from the study help 
fill the gaps in understanding the causal relationship of environmental attitude, social value, epistemic 
value, functional value, and health benefits and their influence on consumer purchase intention of 
plant-based food. they can help stakeholders in the food industry in creating effective promotional 
strategies.

the future scope of this study will be to conduct a consumption value gap analysis for plant-based 
food products. Furthermore, cross-country and gender-based studies are needed to understand the fac-
tors affecting purchase intentions concerning plant-based food products. lastly, comparing metro versus 
non-metro cities to understand the factors affecting the consumption and purchase intention of 
plant-based food products can be another scope of research.

3.8.  Limitations of the study

the present study had a few limitations which must be mentioned. Firstly, india is a diverse nation with 
a wide range of regional preferences, cultural practices, and eating habits. the results from one location 
might not accurately represent the attitudes and actions of people in other places. across cultures and 
geographical areas, there can be substantial differences in attitudes, beliefs, and behaviours regarding 
plant-based foods. this study did not consider these variations; therefore, future studies focusing on 
regional differences would be an area of interest. secondly, the analysis and conclusions are based on 
self-reported measures. respondents might have felt pressured to have a more favourable opinion 
towards plant-based diets in a culture where vegetarianism is more acceptable, even if their consump-
tion varies. secondary research on the actual purchase behaviour of plant-based food might help mar-
keters have a more realistic estimate of the actual potential of the market. thirdly, this study focuses on 
indian urban customers. a follow-up study focused on differences between urban and rural consumers 
would help marketers understand how to target both consumers differently. thirdly, the sample size for 
this study was 310. While the authors ensured that non-sampling errors were minimal, a sample size of 
384 would be desirable for a country like india. lastly, the authors used judgment and convenience 
sampling to reach the relevant target audience (consumers aware of plant-based food differs from veg-
etarians). this resulted in a higher percentage of young consumers in the overall sample. this might 
impact the overall generalizability of the findings. it would be interesting to conduct a comparative 
study between generation Z consumers and the older age group to understand the motivators for 
switching to plant-based food (environment consciousness vs health benefits).

4.  Conclusions

this study emphasizes why reducing meat consumption and embracing plant-based food are beneficial 
at many levels. First, plant-based meals offer diverse flavours, textures, and cooking methods owing to 
the large selection of fruits, vegetables, grains, legumes, millets, nuts, and seeds. adopting a plant-based 
diet opens the door to learning new culinary techniques, customs, and traditions. individuals are empow-
ered to make thoughtful decisions aligned with their values when eating a plant-based diet. it promotes 
a healthy lifestyle, mindful eating, and personal well-being. Brands need to encourage plant-based meals 
in different ways. Focusing on the health benefits of a plant-based diet, including how it can help lose 
weight, manage overall health, and minimize the risk of developing chronic diseases, is a vital hook. With 
the experience of the recent cOViD-19 pandemic and zoonotic diseases, plant-based diets (including 
PMBa) are finding acceptance among a small but growing consumer base. companies should promote 
and sell plant-based products by describing their nutritional value, including the necessary vitamins, 
minerals, and antioxidants. Most millet brands sell different types of millet (foxtail, pearl, sorghum) at 
various retail outlets without emphasizing the nutritional benefits. the agricultural and Processed Food 
Products export Development authority (aPeDa, government of india) specifies the benefits of 8 
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different types of millets: strengthening and development of bones (finger millet), a rich source of 
Vitamin e (pearl millet), rich in calcium. it helps fight osteoporosis (foxtail millet), etc. Brands like Organic 
tatva should communicate these benefits through digital campaigns involving celebrity chefs, sports 
athletes, and actors. it may be helpful for brands and the gastronomy industry to increase the presence 
of nuts, legumes, millet, etc., in meals, thus offering novel cuisines. the communication strategy must 
encourage consumers to adopt a healthier lifestyle by consuming fewer animal-sourced products and 
incorporating more vegetables, grains, and legumes into their diet. Providing detailed information on the 
impact on cholesterol, bone strengthening, improved gut health, and managing blood sugar would 
encourage consumers to adopt a healthy and sustainable diet.

Ethical approval

the ethics committee of kJ somaiya institute of Management, somaiya Vidyavihar university, Mumbai, 
india, has cleared the present study.

Informed consent

Participants were asked to give their consent for the study before data collection. the questionnaire 
mentioned that data would be used for academic research, and if they were unwilling, they could opt 
out of the survey.

Introduction to the In-depth Interview: good day. We are researchers from kJ somaiya institute of 
Management and are researching the attitudes and preferences of people like you towards Plant-based 
food. Your responses are anonymous and will be utilized to help us understand the theoretical frame-
work of consumer intention toward plant-based food. this research is for academic purposes only. 
‘Plant-based product’ has become a buzzword today. Plant-based products contain minimally processed 
fruits, vegetables, whole grains, legumes, nuts and seeds, herbs, and spices. they exclude all animal 
products, including red meat, poultry, fish, eggs, and dairy products.

You can opt-out if you do not wish to participate in this research.
Introduction to the Questionnaire: good day. We are researchers from kJ somaiya institute of 

Management and are researching the attitudes and preferences of people like you towards Plant-based 
food. Your responses are anonymous and will be evaluated overall rather than specific to individuals. this 
research is for academic purposes only. ‘Plant-based product’ has become a buzzword today. Plant-based 
products contain minimally processed fruits, vegetables, whole grains, legumes, nuts and seeds, herbs, 
and spices. they exclude all animal products, including red meat, poultry, fish, eggs, and dairy products.

We request that to fill out this short survey. You can opt-out if you do not wish to participate in this 
research.
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