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Abstract
This study examines consumer behavior toward plant-based products by exploring the psychological, cultural, and social factors influencing purchasing decisions. As sustainability and health awareness grow, plant-based alternatives have become more mainstream, appealing to a broader demographic beyond vegetarians and vegans. The research synthesizes key drivers such as perceived health benefits, environmental concerns, ethical considerations, and taste expectations. It also analyzes barriers including price sensitivity, availability, and skepticism about product quality. Using a mixed-methods approach, the study identifies consumer segments based on motivations and attitudes, offering actionable insights for marketers. Findings reveal that effective communication strategies emphasizing transparency, sensory appeal, and lifestyle alignment are essential to driving adoption. The paper concludes by recommending tailored branding strategies and policy interventions to support long-term market integration of plant-based products.
