Research Proposal
The Influence of Vegan Marketing Strategies on Consumer Purchase Intentions in the UK Fast-Food Industry
Introduction
Ethical, health and environmental factors are increasingly impacting consumer purchasing decisions, alongside price, convenience and product quality, in an increasingly complex and changing consumer landscape that the UK fast-food sector is navigating. This shift has seen veganism become a business opportunity and a cultural trend; fast food chains offering vegan options and marketing that cater to vegans and the 'flexitarian' audience. The UK vegan fast-food market was valued at over £1.2 billion in 2024 and is expected to grow by around 7% annually through 2032, because of a high awareness of health, environment, and ethics in the country (Credence Research, 2025).

Several dedicated plant-based brands and fast-food chains have responded to this increased demand by expanding their plant-based options, and according to UK supermarket and restaurant chains, demand for plant-based products has more than doubled over the last few years (Ethical Globe, 2024). Veganuary has also had record uptake of consumer and corporate choice (The Guardian, 2024). However, promotion methods used for vegan food are very different, including messaging about environmental and ethical issues, as well as taste, health and convenience. Which promotional strategies are more effective in establishing consumer perceptions, enhancing trust, and consequently affecting purchase intention on the fast-food industry is still unknown.

Although various studies have investigated vegan consumers' motivations and barriers to vegan adoption, as well as product attributes in retail and cross-national context (Habib et al., 2024; Mulla et al., 2025), few studies have specifically focused on the effect of vegan promotional message framing on the psychological pathway from perception to trust to purchase intention in the fast-food industry in the UK. The opportunity in this gap is immense to give them some of the information that they can apply directly to their vegan marketing communication strategy, within a very competitive and multicultural UK market.

The aim of this research is to investigate the relationship between the type of the promotion message (Vegan/Avivo), consumer perceptions, consumer trust, and consumer purchase intention in the fast-food market in the UK and which type of promotion message is most effective in influencing consumer behaviour.

Research Questions
1. What are the effects of the vegan promotional message framing (ethical, health, taste) on consumer perception in the UK fast food sector?
2. Does the level of consumer perception of vegan promotional messages mediate the relationship between the vegan promotional strategy and consumer trust?
3. Does consumer confidence in a brand's vegan products affect their buying intention?
4. How do consumers' purchase intentions in the UK fast-food market respond to a combination of vegan promotional strategies overall?

Research Objectives
1. To explore the effect of different frames of vegan promotional messages on consumers' perceptions (ethical, health, taste).
2. To explore how consumers' perception affects their trust in vegan fast-food brands.
3. To investigate the link between consumer trust and purchasing intent of vegan fast food.
4. To assess the effectiveness of vegan promotion strategies on consumers' purchase decision making in total.

Hypotheses
1. The study is based on a hypothesis that positive promotion messages regarding ethics, health benefits and taste are likely to positively influence consumer perception of vegan fast food.
2. The positive effect of consumer perception of vegan promotional messages on consumer trust is significant.
3. Consumer trust has a significant positive influence on purchase intention towards vegan fast-food products. 
4. Vegan marketing in the UK fast food market has a positive direct impact on purchase intention, which is over 20%.




Literature Review
The marketing mix is an important theoretical tool to understand marketing strategies in the fast-food industry. The 4Ps model was originally used by McCarthy (1960) to describe marketing activities in a product-oriented economy. Booms and Bitner (1981) developed the 7Ps model by incorporating People, Process and Physical Evidence, due to the growing significance of service businesses. The 6Ps framework, excluding Physical Evidence as it is not central to the focus of this study on promotional communication, will be used for this study: Product, Price, Place, Promotion, People and Process.

The 6Ps are seen as a whole and not as marketing variables. For instance, a well-designed product that is vegan might not be promoted effectively and not be noticed by consumers and as a result, not have a positive reaction, while a well-designed product that is well promoted might not be a viable product in terms of its perceived price, convenience or taste with consumers. The empirical study is centred around Promotion as this is the most direct means of communication that can affect consumer attitudes toward vegan products, within the broader framework.

The process is especially relevant in the light of the theory of message framing. Framing is the process of choosing and shaping specific aspects of an information item to shape the audience interpretation of an issue according to Entman (1993). Vegan food marketing can thus offer various messaging of the same product, which could lead to different consumer reactions. In the literature there are three significant promotional frames: the ethical/environmental, health, and taste/sensory frame.

Ethical and environmental framing focuses on animal welfare, sustainability and minimizing environmental impact. By studying the concept of veganism as a lifestyle and philosophy beyond just a diet, Habib et al. (2024) concluded that the concept encompasses personal, social and ethical benefits. This also indicates that if consumers make food decisions based on values, these interventions could have a strong impact on them. But these messages might not be as effective among the mainstream consumers who tend to be more focused on functional attributes like taste, convenience and price.

Health framing emphasizes health and nutrition. The messages can highlight protein, nutritional, reduced fat or general health benefits. In their study on plant-based food adoption, Mulla et al. (2025) found that perceived health benefits are key factors that contribute to plant-based food adoption. Their study also revealed environmental benefits as an important aspect, along with price sensitivity and taste scepticism, and limited familiarity with the product. Hence, health-related communication can gain the attention of health-conscious consumers but might not supersede concerns about product enjoyment and value.

Taste and sensory framing are about flavour, texture and the eating experience. This concept is especially important in the fast-food industry due to the consumer's desire for immediate pleasure and convenience. When vegan food products are becoming more popular, consumer motives can shift, as proposed by Jang (2025). The early adopters may be motivated by values, identity, while the later adopters may be more concerned about convenience, accessibility and product attributes. Thus, food promotion based on taste could be an increasingly important aspect for the marketing of a vegan product to mainstream fast-food consumers, rather than to committed vegans.

Theory of Planned Behaviour also offers relevant aid for understanding these relationships. Shen and Chen (2020) revealed that purchase intention of artificial meat and vegetarian fast-food products was related with subjective norms, perceived behavioural control and environmental concern but not significant with product knowledge. This indicates a need for communication that creates social acceptance and ecological legitimacy of the vegan product in addition to just offering information.
Table I- Critical Review on Recent Publication
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In general, the literature shows that ethical and environmental claims are not enough for the vegan marketing to be effective. Consumers may simultaneously consider health, taste, texture, convenience, price and familiarity. This implies that the effectiveness of promotion is related to the capacity to communicate benefits that are attuned to various consumers segments.

But there is an important research gap to be addressed. Previous research has focused on veganism in retail, general food, or artificial-meat or cross-national settings, but not the fast-food sector in the UK. Furthermore, few studies have directly compared ethical/environmental, health and taste/sensory promotional frames in the same context of research. Therefore, it is not clear which is the best message frame to influence consumers' trust and purchase intention towards vegan fast food in the UK.

This study aims to fill this gap, with the primary empirical component of the 6Ps being Promotion, and three specific frames of the promotional message being studied: ethical/environmental, health and taste/sensory. The purpose of the study is to compare the effects with each other and to see which one is the most effective in affecting consumer perception, consumer trust, and consumer purchase intention. This not only offers theoretical understanding of message framing but also offers practical direction for UK fast food companies on how to improve their vegan marketing strategy.

Conceptual Framework

This study has a conceptual framework that is based on the Promotion element of the Extended Marketing Mix (Booms & Bitner, 1981). The framework assumes that the independent variable is the different kinds of vegan promotional message frames, in this case ethical, health and taste messages. These messages shape consumer perception (perceived product quality and brand credibility), and consequently consumer trust. In the end, consumer trust results in purchase intention. The direct path from promotional messages to purchase intention is also recognized but is assumed to be weaker than the mediated path.
.
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Figure _1.1 – Conceptual Framework Model


Methodology
The research philosophy adopted in this study is positivist research and the approach used is a deductive approach as the main purpose is to evaluate the relationship between promotional message framing, consumer perception, consumer trust and purchase intention. The quantitative research method will be adopted because the study will be aimed at collecting numerical data from the consumers and using statistical analysis to test the proposed hypotheses. The study will be conducted using a cross-sectional survey design, in which data are gathered from subjects at one specific time. The study will be conducted with consumers residing in and/or visiting London, UK with experience in fast food purchases. The method is appropriate because they can find out what customers will do when they are exposed to various promotions for vegan fast food.

Table II- Research Variables
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Data will be gathered by a structured online questionnaire on Microsoft Forms. The questionnaire will have five sections. The initial section will gather general demographic data such as age, gender, diet preference, how often they eat fast food, and if they have previously eaten vegan foods. The second section will introduce three possible ads for a vegan burger. Each ad will contain a different marketing message: ethical/environmental, health or taste. This section will enable the researcher to make comparisons of the reactions of consumers to the various promotional strategies used. The third section will gauge consumer perception, which will encompass perceptions of product quality and the credibility of the brand. The fourth section will assess consumer confidence in the brand and products based on veganism. The final section will measure purchase intention such as willing to purchase and suggest the product. The main measurement questions are on a 5-point likeert scale ranging from 1 = Strongly Disagree to 5 = Strongly Agree.

Convenience and purposive sampling will be applied on the study. Selection will be based on certain inclusion criteria. They should be aged 18 or over and reside in or visit London, and agree to give informed consent, having previously consumed fast food within the last six months. Participants will be called from social media, WhatsApp groups, LinkedIn, online communities etc. suitable online networks. Data collection will be preceded by obtaining ethical approval. The participants will be informed about the purpose of the study, their rights and the use of their information. The activity will be voluntary and not unnecessarily collect personal information. Data will be securely stored and maintained in a confidential manner.

The responses will then be exported from the Microsoft Forms and analysed in IBM SPSS Statistics, after data collection. The data will be summarised, first using descriptive statistics like frequencies, percentages, means and standard deviations. Secondly, Cronbach's alpha will be used to check the reliability of the measurement scales, which is 0.70 or above. Finally, Multiple regression analysis will be used to investigate the relationships between Promotional message framing, consumers' perception, consumers' trust and purchase intention. This will then be compared with the results to test the proposed hypotheses and whether the responses of consumers are significantly different because of the various types of promotional messages.






Expected Findings

The study is likely to conclude that all three promotional messages—ethical/environmental, health message and taste message have a positive impact on consumer's perception of vegan fast food. The strength of these effects may be different, however. Health messages can be effective as there might be consumer interest in the health advantages of vegan products. Ethical and environmental messages could prove to be more appealing to customers who are sensitive to animal welfare and environmental concerns. The messages about taste might be relevant to consumers who are worried that vegan food is not a pleasant eating experience. The study will also include a positive correlation between the consumer perception and the consumer trust. If someone thinks that a product is good, then he will believe its brand. Furthermore, trust among consumers is supposed to boost the intention to purchase. When customers have confidence in the product and the brand, they are more likely to purchase the product and recommend it to others. In general, the results of this study are expected to reveal that the effective promotional message can make a positive impact on consumers' perception and trust, which can improve purchase intention.

Limitations
here are some limitations in the study. First, the use of convenience and purposive sampling restricted the generalisability of the findings as the sample may not be representative of the wider UK population. Those who are already vegans, have an interest in vegan food, health or sustainability are not only more likely to participate, but may also be more eager to do so. Second, the cross-sectional design provides data at a single point in time, making it possible to identify relationships between variables but not fully establish cause and effect. Thirdly, the research is limited to the findings in London, so results may not be applicable to other regions in the UK. Fourth, the study's findings are based on self-reported answers that could be influenced by social desirability, recall and opinions. Lastly, the study has a quantitative approach. Thus, it might not give specific data on the preferences of the consumers towards specific promotional messages. Hypothetical advertisements can also result in the expressed purchase intentions not always being predictive of actual purchase behaviour in real purchase situations.
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Conclusion
This proposal has set out one quantitative study to investigate the support of the vegan marketing strategies and the perception, trust and purchase intention of the consumers in the UK fast food industry. The study builds on previous research in the field of vegan consumer motivation and adoption barriers, as well as behavioural theory, and extends them in order to test for the first time the entire chain from the marketing strategy to the intention to purchase, in the specific context of fast food in the UK. The results should provide theoretical insights for the literature of Vegan consumer behaviour and provide implications for fast food companies aiming to create more effective and trustworthy marketing strategies for vegans
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