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Marketing veganism
[bookmark: _Toc8297624]Introduction

The term veganism is defined as, ‘a 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’ (The Vegan Society, n.d.). Veganism has developed significantly, ‘Just Eat predicts that vegan will be the food trend of 2018’ this can be interpreted that corporations are adapting to the trend reacting to consumer demand (Rise of the Vegan, 2018). Just Eat Marketing Director, Edel Kinane said: 
“The results from this year are a good insight into the future consumer trends and while convenience will continue to be key for consumers next year and beyond, we know that they are increasingly looking for more diverse, healthy, gluten free and plant based Vegan options” (Rise of the Vegan, 2018).
Corporations have changed their marketing from traditional methodologies such as the marketing mix 7Ps to contemporary strategies such as co creation. The traditional theories emphasise importance of selling the product whereas contemporary strategies emphasise on the importance of customer orientation and providing support to customers (Williamson, 2019). A form of contemporary marketing is the growth of social marketing established by Gerald Zaltman and Philip Kotler. Social marketing focusses on selling ideas, attitudes and behaviours to benefit people rather than a product (Weinreich, 2019). Corporations are becoming saturated with selling a message such as healthy food options such as Tesco’s ‘healthy living’ range in Tesco which aims to attract individuals to the concept that they are bettering their health through buying these products. M&S have also developed a range named the ‘plant kitchen’ which is a vegan food collection which also aims to attract those who are health conscious or already vegan. 
Technology growth is transforming how corporations operate and social marketing has developed as a result of the mass production era. Following the mass production era, corporations were forced to develop strategies other than products to stand out within their industries which relates to the growth of veganism today and how traditional corporations are now adapting to the current growth of this diet in order to stand out from their competitors. 
[bookmark: _Hlk7810252]The aim of this dissertation is to investigate whether veganism is affecting how corporations operate and to explore the thinking behind the changes and what the expectations and trends are.  In addition to explore the marketing approaches taken with vegan based products.
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Through completion of research it became apparent that there is a debate whether meat consumption is a sustainable option or whether plant-based diets such as veganism can be more beneficial to sustainability. According to Evan Anderson this debate is mainly focussed on ‘alleviating the guilt of omnivores than it is about figuring out how to stop our planet from becoming uninhabitable’ (Anderson, 2016).
According to professional’s sustainability relates to producing produce which requires the minimum volume of resources. (Anderson, 2016)
The food chain for those that consume meat are as follows; animals consume plant-based diets and then humans consume the animal. The alternative of a vegan diet involves the human consuming the plant directly. Through analysis of the food chain it became apparent that energy is lost through the transported from one consumer to another.
According to Anderson the prosses of creating plants to be consumed by animals, then humans consuming animals creates a loss of energy. Subsequently animals are not pieces of meat ready for consumption. Animals have skin and organs which do not get consumed although these organs still require calories to preserve. This process produces a substantial amount of waste.
primarily consuming plants instead of animals creates a lot less greenhouse gases and preserves huge volumes of land and water whilst also benefiting the lives of smaller animals such as ferrets and mice.
One of the main factor’s omnivores mention is that smaller mammals that live in fields are affected often killed through the harvesting of crops although a larger number of crops are needed to produce food for animals raised for consumption than the number of crops necessary to feed humans directly. According to Anderson, ‘it’s a matter of conversion loss: each calorie eaten by an animal does not result in another calorie added to their meat upon slaughter’ (Anderson, 2016).
Production of meat creates huge negative impacts on the environment regarding water necessary for feeding animals, crops, transport and machinery procedures that are involved in transforming animals into a food produce ready to consume, grain feed needed in meat manufacturing is a huge feature adding to deforestation, extinction of specific animals and loss of habitats. According to the vegan society ‘In Brazil alone, the equivalent of 5.6 million acres of land is used to grow soya beans for animals in Europe’ (The Vegan Society, 2019). This statement demonstrates the huge number of crops that are grown to create animal feed. This suggests that creating animal feed is partly to blame for the world malnutrition through investing in deprived areas to grow crops to feed animals instead of the individuals in those areas who are in need. Whereas less water and crops are necessary to maintain a vegan diet. According to the vegan society, becoming vegan is the most effective way to limit the impact of human effect on the environment.

[bookmark: _Toc8297627]The Business Case for Veganism

Veganism and marketing both consist of an interest in sustainability. Professionals suggest that the pace-of-change specifically regarding technology is rapidly developing causing tools to continuously develop (Kamini, 2019). Technology has provided businesses with a developed strategy to communicate with consumers, known as marketing. According to Dr. Philip Kotler marketing is “the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit. Marketing identifies unfulfilled needs and desires. It defines, measures and quantifies the size of the identified market and the profit potential. It pinpoints which segments the company is capable of serving best and it designs and promotes the appropriate products and services” (Cohen, 2011).
Professionals suggest the Traditional approach to marketing has now shifted to contemporary marketing. A form of contemporary marketing is social marketing which focusses importance on selling a message rather than a product.
Businesses are now pressured to alter their products to create positive impacts for the environment due to consumers becoming aware of their environment and demanding changes. Future generations are creating a stance and are becoming complex demanding ethics and sustainability within products causing brands to choose whether to listen to consumer demand or not to.
Consumers have become aware of the environment and would rather purchase from businesses which value sustainability (R.Khera, 2019). This pressure has created a rise in social marketing. Kotler and Zaltman define social marketing as the “process that applies marketing principles, tools and techniques to create, communicate and deliver value in order to influence target audience behaviours that benefit society” (Lee & Kotler, 2008).
Brands such as M&S which are marketing their vegan ranges are incorporating social marketing to create sales through creating the impression that the range has potential to make individuals healthier.
Some individuals may suggest that altering businesses to create social impacts may create loss of revenue although the ‘creating shared value’ theory created by Mark Kramer and Michel Porter argues that ‘businesses can generate economic value by identifying and addressing social problems that intersect with their business, creating social good’ (Porter, 2019). Businesses which value sustainability and the environment often have greater competitive advantage over corporations who don’t value the importance of these factors (Whelan & Fink, 2016). Michael E Porter suggests, “The purpose of the corporation must be redefined as creating shared value, not just profit per se. This will drive the next wave of innovation and productivity growth in the global economy. (Porter, 2019)”
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Sustainability is affecting aspects of marketing due to customers learning the importance of sustainability and becoming aware of ways to be sustainable. The awareness of veganism and the sustainable benefits it brings are becoming known, which is supporting the new marketing concept which focusses on creating a positive affect to customers rather than selling a product. Businesses now focus on consumer demand and are implementing those demands to create sales therefore there is clearly a demand in veganism otherwise corporations wouldn’t be adapting to the diet. The marketing of veganism in food production are using names such as ‘The Health Kitchen’ and ‘Plant kitchen’ which both give the impression of a healthy diet which has potential to attract those already vegan and also those carnivores who want to consider becoming healthier. Some brands are choosing to adapt their Marketing to current customer trends which are driven by certain ethical responsibilities to create a healthier brand. 
Marketing sustainability may implement positive factors, although marketing can be interoperated as manipulative in some cases. Businesses often misrepresent their products as products with social marketing values whilst the main focus is on creating revenue through utilising popular trends.

[bookmark: _Toc8297629] Research strategy and methodology

To gather the information necessary, a qualitative study will be used as this is an exploratory study. Qualitative research can be defined as ‘a market research method that focuses on obtaining data through open-ended and conversational communication’ (Bhat, 2019). This research method will involve unstructured interviews that do not involve any fixed formats. Although, there will be a few planned questions in order to ensure that relevant information is collected. This form of data collection allows the interviewer to create friendly conversation which could potentially allow the interviewee to feel confident in answering questions (S, 2016).
The key element to this study is to investigate whether veganism is affecting how corporations operate and to explore the thinking behind the changes and what the expectations and trends are whilst exploring the marketing approaches taken with vegan based products. Completing an exploratory study assists with finding potential reasons behind decisions that are made (Universal Teacher, 2019). A qualitative study is ideal as it allows for the investigation as to why these changes are being implemented in corporations. It would be difficult to record individuals’ feelings using the quantitative research method.
A wide variety of data will be used to complete this research. Secondary data will be used through the use of the university library, books and online resources to identify theories behind the topic. Secondary data will be compared to primary data which will involve face to face communication. Interviews will be conducted with individuals who are involved in the marketing sector of businesses that are implementing veganism.

[bookmark: _Toc8297630]Logistical and ethical consideration

Whilst conducting any study which may involve external parties with links to a study ethics should be given high importance.
A range of local individuals involved in food corporation marketing sectors will be contacted. Once individuals are contacted, a summery sheet will be provided. This summery sheet will involve information explaining the nature of the study.
Each participant will be given an ethics form prior to the interview. This topic doesn’t entail issues that are considered challenging when relating to ethics therefore this potentially eliminates ethical issues occurring during this process.
The interviewing process will be conducted in the form of recorded discussion focussing on the reasons behind whether veganism is affecting how corporations operate and to explore the thinking behind the changes. 
Anonymity will be offered to those participating as their opinions are needed not their identity.
After the interview has finished and the recordings have been utilised for this study, they will be destroyed.
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	Conduct secondary research
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	Analysis of primary and secondary information gathered
	
	
	
	
	
	
	

	Draw conclusions, present dissertation findings
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