An Investigation of the relationship between the media, veganism, and animal agriculture.


Does media propaganda campaigns related to veganism and animal agriculture influence public opinion on sustainable policies?
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The aim of this research is to provide accounts of perceptions of vegans’/vegetarians/ mixed diets as to the reason that they made dietary changes including what influenced their decisions. 
· How do media portrayals of veganism and animal agriculture influence public perceptions of environmental and political policies.
· How do different media platforms vary in effectiveness at shaping public opinion motivating political action.
· How do emotional stories and images in media make people more likely to go vegan or support changes in farming laws?
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Plant based products have become increasingly accessible driven by innovation in meat like alternatives that appeal to a large demographic customer base. The growing interest is shaped by multiple factors, political narratives, social movements, environmental concerns, and ethical considerations surrounding animal agriculture. The research topic has led to considerations of media portrayals through television, social media and sustainable policies and the effect that has led to lifestyle choices.
The theory of plant-based diets has historically discussed by some of the greatest philosophers and inventors of our time, it is suggested that  Greek philosopher Pythagoras from five hundred years before Christ, considered the use of food only obtained from living organism such as milk and eggs, (Leitzmann, C, 2014). While at the end of the ninetieth century Albert Einstein is said to have quoted “Nothing will benefit human health and increase the chances of survival of life on earth as much as the evolution to a vegetarian diet”, although this is unverified information it is known he became a vegetarian the later part of his life, (International Vegetarian Union, 2025). Considering the studies surrounding these people of the past it draws questions as to why it has become such a hot topic in 2025. 
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[bookmark: _Toc210909292]The media and the internet
The development of the internet has innovated the forms of communication used in everyday life; the role of artificial intelligence is set to accelerate this. As part of the Census 2021 studies conducted into the usage of the internet in homes showed that every household with children have internet in the home, (Office of National Statistics, 2020). The use of the internet in our everyday lives has made it a critical part in how we communicate, learn, and have entertainment, whether its messaging friends, scrolling through feeds of any nature and news at the tap of a finger. A qualitative study in 2022 in Sweden aimed to analyse the roles of social media and how they play a role in the organisation of everyday life. They found that substantial time was spent on numerous platforms which filled distinct roles in their lives which varied on age, gender, class and between individuals, (Bengtsson, S., et al., 2022). The variety of demographic associations with such a large range of social media platforms can instigate issues within this study focusing on a specific gender or age category could unintentionally become biased, with this it is imperative that each demographic has the opportunity to be represented through this thematic process. 
It is unsurprising that mobile phones have become so deeply integrated into daily life that individuals often manage them as though they were a physiological extension of a third limb. This theory of digital dependency is supported by numerous articles, however, a significant statement from, Lambert, A, et al, (2024), suggests that marketing theorists exploit vulnerabilities through networking sites for financial gains this links into the research question and foundation of this study. 

[bookmark: _Toc210909293]Marketing, Algorithm, and consumer perception

Social media has become an extension of daily life, with features like reels and influencer endorsements playing a significant role in marketing strategies, with the use of algorithms increasing visibility on subject matters. It is fair to say that any publicity is beneficial as it increases the views. The aim of this study is to focus on Facebook, Instagram and TikTok and the influence that it has on customer perception especially the behaviour effect. Phua, J, et al (2020), investigated through mixed methodology research the types of posts about veganism and the effect towards consumer attitudes and behaviours. Results showed that brand marketing was accepted as trustworthy if they were seen as informative with emphasis on animals and the planet, while genuine influencers were just as effective sharing information if it maintained their and their follower’s ethos. An article published in an article within The Journal of marketing communications where they suggest that micro influencer engagement is more likely to purchase vegan products if there is a parasocial bond more likely than a meso influencer, supporting the theory of consumer perception is influenced by media propaganda (Chhabra, S, et al, (2025). However, Sharma, (2021), argues that although promotion of veganism is prolific currently it only underpins promoting a trend rather than a lifestyle change, arguing that the need to align with aesthetics and celebrity choices rather than genuine concern, this suggests that parasocial bonds and algorithm visibility only encourages temporary shift. 


[bookmark: _Toc210909294]Opposition views of Veganism and Animal agriculture

The debate surrounding veganism presents valid arguments on both side with issues often involving ethical practices and cultural choices. In 2019 Ed Winters known as Earthling Ed in a TedxBathUniversity talk demonstrates verbal challenges he has faced living a vegan lifestyle. His presentation challenges common justification on consumption of animal products, including personal, tradition, cultural rituals, necessity, and the food chain, (Winter, 2019). While his passion is evident his comparisons between cultural rituals and festivals to Female genital mutilation raises concerns towards relevance in the comparison. These comparisons risk of distancing audiences who regard diet traditions as part of their heritage rather than their moral compass. It could be suggested that the link between heritage and religion come hand in hand, (Weir, T., 2023), as demonstrated through the hostilities which have seen religious beliefs and practices leading to conflicts worldwide throughout history and forced migration puts society in turmoil, (Main, I., & Kujawa, I., 2023). 
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To investigate the key questions as set out above through an exploratory research study, using qualitative method focusing on interviews. With the epistemological nature of the key questions the use of interpretivism is essential to analyse the triggers and reasons of the interviewee’s stance on veganism, animal agriculture, and the use of media. Through primary data collection the aim so to collect relevant themes through a minimum of ten, fifteen-minute interviews with a collection of demographic individuals, (Brinkmann, S, 2022). 
To find unbiased accounts and anonymity through out the study ethical considerations should be set out pre interviews through the relevant ethics committee end ethics forms.
Limitations of the bases of this study would present as the interviewer to remain impartial although there is an acknowledgement of bias. While arranging interviews there must be a realistic expectation of the need for participants to withdraw consent with the need for a contingency plan.
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