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Abstract

The study investigates the factors influencing Slovak consumers' perceptions, consumption, and purchasing
behaviors regarding vegan products across different dietary styles. It examines the varying motives behind
purchasing decisions among vegans, vegetarians, flexitarians, and omnivores, differences in their consumption and
buying frequencies, and the significance of selected factors during the purchase process. Research questions were
derived from a literature review, and research gaps were identified. Data were collected via an online questionnaire
with criteria including the purchase of vegan products and a minimum age of 18. The final sample included 915
respondents from an initial 2,011 participants. A Likert scale measured motives for purchasing vegan products,
consumption patterns, and the importance of various criteria during purchase. Statistical analysis was performed
using IBM SPSS Statistics Grad Pack 28.0 and XL Stat version 4.1, employing non-parametric tests like the
Kruskal-Wallis test with Dunn-Bonferroni post hoc method, the Friedman test with Nemenyi's multiple pairwise
comparisons, and Categorical Principal Components Analysis (CATPCA). Findings revealed that vegans,
vegetarians, flexitarians, and omnivores all consume vegan products to some degree, with approximately 38%
consuming only vegan products. Vegans and vegetarians strongly endorsed ethical and health reasons for
purchasing vegan products, while omnivores and flexitarians cited positive past experiences. All groups disagreed
on the financial aspect. The primary factors influencing the purchase of vegan products were taste, based on
previous positive experiences, followed by product composition, price, and ecological considerations.

Key words: vegans, vegetarians, consumer behaviour, rationality and irrationality in purchasing behaviour,
consumer perception

INTRODUCTION such as obesity, diabetes, heart disease,
cancer, osteoporosis, and dental conditions,
that require a specialized diet. Changes in our
lifestyle are reflected in a trend towards
healthier eating [38], based on natural foods
with a reduced calorie content

New consumption habits stand out against the
idea of a rational consumer and consumer
behavior aimed at maximizing utility

according to budget constraints [6, 9, 11].
Consumers are the most significant barrier to
innovation in the food sector [12]. It has been
increasingly acknowledged that food choice is
crucial for health and global sustainability
[16]. At the same time, ensuring food security
- defined as reliable access to an adequate
quantity of affordable, nutritious food - is
critical not only for maintaining individual
health, but also for supporting societal
stability [30]. There are various health issues,

[37].
Vegetarianism is considered an alternative
form of nutrition oriented on a plant-based
diet. Hargreaves et al. [17] defines the
vegetarian diet as ‘“a dietary pattern that
excludes meat, meat-derived foods, and, to
different extents, other animal products”.
Often, the diet is also the living philosophy
focused on health care, animal respect and
sustainable consumption [39]. Recently, this
way of eating has appeared more and more
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often worldwide, as growing awareness of
ethical concerns influences people's dietary
choices [52]. Supporters of vegetarianism
often point uncritically only to the benefits,
and opponents, on the other hand, only to the
risks. However, the truth is, as is usually the
case, somewhere in the middle. According to
Wang et al. [57], vegetarianism has both
benefits and risks. Rejection of meat has
appeared in various forms throughout human
history. Rational reasons may include
concerns relating to health, environmental
sustainability, animal welfare, and cultural or
religious beliefs.Therefore, the consumption
of animal meat is being more closely
examined because of its impact on ethics,
health, and the environment [45].

On the other hand, irrational reasons may
include personal preferences or aversions that
have little to do with health or ethical
concerns, such as not liking the taste or
texture of meat or being put off by the sight or
smell of animal products. Overall, research
suggests that people may be motivated by
rational and irrational reasons when choosing
a vegetarian or vegan lifestyle. For example, a
study by ABCNews [1] found that concerns
about animal welfare among Australian adults
adopting a vegetarian or vegan lifestyle were
the most cited reasons, followed by health and
environmental sustainability. These reasons
reflect rational incentives for the adoption of a
plant-based diet. Other studies have found that
personal preferences, taste aversions, and
emotional reactions to meat and animal
products can also have a role to play in the
decision to go vegetarian or vegan. For
instance, Hargreaves et al. [18] found that
some individuals reported experiencing
aversion or disgust towards meat or animal
products, which motivated them to adopt a
vegetarian or vegan diet. Similarly, a study by
Kwasny et al. [26] found that some
individuals reported that negative emotions
towards meat, such as guilt or disgust,
affected their decision to a plant-based diet.
However, the fact remains that according to
the concept of rational behavior, people
consider the future in their current decision-
making [32].
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Up to the above mentioned and even the term
vegetarianism is not "new" (firstly it was used
in 1847 by the Vegetarian Society in England,
promoting this lifestyle's beneficial effects),
an increasing aspiration for a healthy and
modern lifestyle (among the centuries) has
helped significantly improve recent vegetarian
and vegan statistics — global survey carried
out in 2021 discovered that 81% consumers
tried plant milk, 48% tried other alternatives
to dairy products, 44% tried vegan meat
alternatives and 25% tried a vegan egg
substitute [41]. Despite the growing trend
towards vegetarian and vegan lifestyles, these
choices still represent a minority of the
world's population. However, the growing
interest and awareness of plant-based diets
indicate a shift in eating habits, consumer
preferences, and rational and irrational
consumer behavior.

As indicated above, some vegans opt to make
the conversion because of diet changes and
medical needs, and others because they do not
want to add to the cruelty to livestock and the
use of animal products. Many people choose a
vegan lifestyle due to the environmental
consequences of cattle farming, not to
overlook its impact on overall climate change
[51]. While the preference for vegetarian diets
has changed, the popularity of vegetarianism
is high nowadays [3, 56]. Consumer use of
vegan foods and lifestyles has become
increasingly popular, and veganism has
increased  worldwide.  The  increased
prevalence of those following a vegetarian
diet served as an impetus to investigate
differences in the behaviors and properties of
those who chose a vegetarian diet compared
to those who did not. The studies of Segovia-
Siapco and Sabaté [49] and Sanchez-Sabate,
Badilla-Briones and Sabaté [48] state that in
such countries as the U.S. or the U.K,
vegetarians make up less than 5% of their
population. According to a Gallup poll [14],
5% of U.S. adults identify as vegetarians, and
the vegan population in the U.S. accounts for
3% of adults. Currently, the account of those
who eat vegetarian or vegan 100% of the time
is at 3% of the populace and is rising. Based
on Google Trends, interest in veganism
reached an all-time high in 2020. This reflects
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the significant increase in the popularity of
plant-based diets and vegan lifestyles [19].

There have even been several studies on
consumers' perceptions, consumption, and
purchasing behavior concerning vegan
products [46, 31, 24, 22, 35] that have
investigated various factors such as attitudes
towards veganism, health and nutrition
beliefs, ethical concerns, taste preferences,
and the availability of vegan products in the
market; a gap is now opening up, creating a
new phenomenon where there is a need to find
out how consumers choose to change their
lifestyle and approach to life and, most
importantly, why. Food consumption is a
social token that forms social expressions and

ways of life. People are facing a
comprehensive variety of options in all
spheres of life.  Consequently, self-

identification is instead governed by people's
lifestyles or actual procedures as classical
differences, even though the socio-
demographic characteristics of consumers
could still influence certain areas. The
habitual routines that people inducted into the
practice are open to change reflexively, which
changes their identity. From this viewpoint,
food consumption can be seen as a genuine
choice in people's lifestyle decisions in the
late modern period [53]. Veganism is "a
specific style of eating that involves eating
only plant-based foods and absenteeism from
all livestock products™ [53].

The question remains how consumers make
decisions and what has the most significant
influence on them. At the same time, it is
interesting to see how the consumer places
himself in the selected group of flexitarians,
omnivores, vegans, and vegetarians.

Studies and research were made on the
motivation for vegetarianism. A study by
Jabs, Devine, and Sobal [23] proposed two
rationales for vegetarian dietary choices:
health and ethics. Studies, e.g., by Hoffman et
al. [20], Radnitz, Beezhold, and DiMatteo
[40] and Ruby et al. [47], have shown that the
main driving forces for vegetarians are both
health and ethics. An overview document by
Rosenfeld [44] and by Fox and Ward [13]
proposes that since ethical concerns are split
into environmental and animal concerns, the

more agent vegetarian concerns are
environment, health, and animal concerns
[25]. Also commonly discussed is veganism, a
lifestyle choice and movement that is
becoming increasingly popular. The number
of people deciding to go vegan is growing,
and the decision itself is influenced by several
factors [21]: ethical, health, economic,
hedonic, empathy towards animals, animal
rights, and individual responsibility. In
particular, three motifs - empathy for animals,
responsibility, and animal rights - are key
factors  determining  consumers'  self-
identification as vegan-centric subjects. The
critical point is that veganism assumes a
variety of attitudes and different motifs
regarding animal rights, environmental and
health  aspects, moral/ethical concerns,
sustainable  lifestyles,  spiritual/religious
aspects, nutrition, and individual health [15,
50]. Although vegan consumerism can be
considered a consumer interest, as per Lawo
et al. [27], it is more than just that. It is part of
a drive to transform society and consumers
into environmentalists or anti-consumerists.
As for omnivores, there was a notable
difference between them and vegetarians.
When motivated to make food choices,
vegetarians scored higher on the factors
‘health,’ ‘ethical concern,’ and 'convenience
and price." In contrast, omnivores scored
higher on the factors 'sensory appeal’ and
‘weight control." For dietary identity,
vegetarians scored higher on the factors
"complex motivation™ and "strictness,” while
omnivores, on the other hand, scored higher
on the factors "out-group respect” and "public
respect.” Though the reasons differ, the
authors validated that vegetarians and
omnivores prefer plant-based foods [25].

As Dagevos [10] explained, flexitarianism
enters the picture when switching to a diet that
reduces overall meat consumption and
replaces meat products with those from plants
(protein) without the need to become a
complete vegetarian and stop eating meat. It
can be defined as consuming food where meat
is eaten occasionally without altogether
avoiding it. Contrary to the original
explanation of flexitarians, which is based on
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vegetarianism - a flexitarian is a vegetarian
who occasionally eats meat [43, 44].
However, many factors influence consumers
to buy products according to their dietary
style. It is essential to understand and
recognize them.

For this purpose, the main objective of the
present study is to identify the factors
influencing the perception, consumption and
purchasing process of vegan products among
Slovak consumers of different dietary styles,
thus pointing differences in purchasing
motives across selected dietary types - vegans,
vegetarians, flexitarians and omnivores,
differences in consumption and purchasing
frequency across selected dietary types as well
as differences in the significance selected
factors under consideration at purchase of
vegan products.

MATERIALS AND METHODS

The research aimed to study factors
determining the perception, consumption, and
purchasing process of vegan products among
Slovak consumers of different dietary styles
(vegans, vegetarians, flexitarians, and
omnivores). Based on the literature review
and the existing research gap, the following
research questions were formulated:

RQ1: There exist differences in purchasing
motives across selected dietary types.

RQ2: There exist differences in consumption
and purchasing frequency across selected
dietary types.

RQ3: There exist differences in the
importance of selected factors when
purchasing vegan products.

Research design and data collection

The research was based on prime data from an
online questionnaire. In total, 2,011
respondents participated in the survey. The
main inclusive criteria were the purchase of
vegan products and the minimum respondent's
age was 18. Therefore, the final research
sample comprised 915 respondents. The mean
age of respondents is 25.8 years, and 82.2 %
are females. Most respondents have either
secondary education (44.8%) or university
education (47%). More than 46% have student
status or are economically active. Most live in
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cities with no more than 10,000 inhabitants
(40%) or over 50,000 inhabitants (38.4%).
The research focused on purchasing behavior,
including purchasing motives (ethical, health,
financial, social, or others), followed by
questions indicating the purchase and
consumption of selected vegan products
frequent on the Slovak market. Moreover, a
survey was oriented on identifying essential
factors during the purchase of vegan products,
such as budget expenditure, favourite brands,
and place of purchase.

Measurements and Analysis:

The Likert scale was applied to identify the
motives for purchasing vegan products (5-
point scale where 1 = disagree and 5 = agree).
Consumption and purchasing patterns were
indicated using a 5-point scale (1-1 do not
consume, 2- occasionally, 3 - a few times per
month, 4- every week, and 5 — every day).
Furthermore, a 5-point scale was used to
examine the importance of selected criteria
when purchasing vegan products (1 — very
unimportant factor, 5 — significant factor).
Statistical analysis was done in IBM SPSS
Statistics Grad Pack 28.0 and XLStat version
4.1. Non-parametric tests were applied, such
as the Kruskal-Wallis test with the Dunn-
Bonferroni post hoc method, the Friedman
test with Multiple pairwise comparisons using
Nemenyi's  procedure and  Categorical
Principal Components Analysis (CATPCA).

RESULTS AND DISCUSSIONS

The questionnaire survey revealed that
vegans, vegetarians, flexitarians, and
omnivores consume vegan products to a
certain extent. Approximately 38% stated that
they consume vegan products only. In
comparison, the cases when other family
members consume vegan products were
indicated by 51% (my spouse/ partner - 24%,
my children - 12%, or my parents — 14%).
The results showed that, on average,
respondents indicated that the main reasons
for purchasing vegan products are ethical and
health. In contrast, social status and financial
aspects do not play essential roles.

Nevertheless, we study results based on
different dietary  types (omnivores,
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flexitarians, vegetarians, and vegans). In that
case, several differences are shown, and
applying the Kruskal-Wallis test with the
Dunn-Bonferroni post hoc method revealed
statistically significant differences across the
aforementioned dietary types (Table 1). On
average, both vegan and vegetarian groups
strongly agreed with the ethical and health

Table 1. Motives for purchasing vegan products

aspects of purchasing vegan products. In the
case of omnivores and flexitarians, the highest
scores indicating favorable agreement were
obtained for curiosity and positive previous
experiences with vegan products. All four
dietary groups indicated disagreement
regarding the financial aspect.

Aspects/ Omnivores (n= | Flexitarian (n= | Vegetarian

Dietary type 216) 222) (n=274) Vegan (n=203) | Overall (n=915)
Ethical aspect* 3.012 3.49° 4.46° 4.51° 3.90

Health aspect* 3.25% 3.64° 3.95° 4.10° 3.76

Curiosity* 3.88% 3.90* 3.81% 3.55° 3.77

Social status™ 2.042 2.15%® 2.44P 2.38%® 2.26

Financial aspect | 2.31 2.23 2.29 2.16 2.24

Positive

previous

experience* 3.68% 3.722 3.52% 3.35° 3.56

* — Significant differences between aspects and dietary types by the Kruskal-Wallis test (p < 0.05). Means in the identical row
with various subscripts are statistically various by the Dunn-Bonferroni post hoc method (p < 0.05).

Source: Results of authors' research.

Furthermore, the research was oriented on
consumption patterns related to vegan
products. Most respondents consume plant-
based milk, plant-based spreads, and tofu

Table 2. Consumption frequency

afew times a month, followed by plant-based
yogurt and hummus. The rest of the vegan
food categories were indicated by occasional
consumption (Table 2).

Vegan Omnivores (n= | Flexitarian (n= | Vegetarian

products/ 216) 222) (n=274) Vegan (n=203) | Overall (n=915)
Dietary type

Plant-based 2.28° 2.77" 3.60° 3.99¢ 3.02
milk*

Plant-based 2.45° 2.84° 3.53° 3.50° 3.13
spreads*

Tofu* 2.26° 2.71° 3.54°¢ 3.82¢ 3.2
Seitan* 1.282 1.55° 2.06° 2.35¢ 1.82
Vegan cheese* | 1.46% 1.73° 2.00° 2.58¢ 1.98
5(')2”;;??,?6‘1 2,012 245" 2.83¢ 2.14¢ 2.64
Vegan - semi- | 5o 1.81° 2.40¢ 2.45¢ 2.06
products

Z':;‘;Ease‘j IC8 | 1310 1.61° 1.80¢ 1.02¢ 171
Vegan 1.552 1.89b 2.15¢ 2.66¢ 2.1
chocolate*

Vegan sausages* | 1.45% 1.71° 2.38° 2.35°¢ 1.99
X;ﬂi” protein | 4 9a 1.95% 2.12% 2.29 2.08
Plant-based meat | ; ¢, 1.740 2.52¢ 2.47¢ 2.07
products*

Hummus* 2.032 2.58P 2.93° 2.05° 2.67

* — Significant differences between vegan products and dietary types by the Kruskal-Wallis test (p < 0.05). Means in the
identical row with various subscripts are statistically various by the Dunn-Bonferroni post hoc method (p <0.05).

Source: Results of authors' research.
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Kruskal-Wallis test with the Dunn-Bonferroni
post hoc method revealed statistically
significant differences across dietary groups.
Vegans evaluated the highest consumption
rate> vegetarians > flexitarians > omnivores.
Vegans and vegetarians consume plant-based
milk, spreads, and tofu weekly, while
omnivores consume it only occasionally.
Vegans have the highest consumption scores
in all vegan food categories, with one
exception. In the case of plant-based ice

cream, the majority indicated zero
consumption.
In addition, purchasing behavior was

examined. Generally, vegan products are
mostly purchased at retail stores (every week),
followed by shops and specialty shops (a few
times per month). Respondents indicated that
their purchase frequency was similar to its

Table 3. Purchasing frequency of vegan products

consumption frequency. Most purchase plant-
based milk, spreads, tofu, hummus, and plant-
based yogurts (a few times a month).
Statistically significant differences again exist
within dietary groups (Table 3). Vegans and
vegetarians purchase these products more
frequently (every week or a few times per
month), while flexitarians and omnivores only
occasionally or not at all. Most respondents
(49.73%) stated they spent an average of 5 to
20 euros on vegan products per week. The
highest weekly expenses were indicated by
vegans (30-20 euros — 26%, 20-11 euros —
33%). Omnivores indicated the lowest
expenditure (up to 5 euros). Alpro, Lunter,
and private-label K — K-veggie were
evaluated as the most favorite vegan brands
on the Slovak market.

Viegan products/ Dietary type Om_nivores Flefitarian Veg_etarian V_egan O\_/erall
(n=216) (n=222) (n=274) (n=203) (n=915)
Plant-based milk* 2.102 2.55P 3.01¢ 3.36¢ 2.79
Plant-based spreads* 2.27° 2.64° 3.15¢ 3.21° 2.83
Tofu* 2.152 2.63° 3.29¢ 3.45¢ 291
Seitan* 1.262 1.49° 1.84¢ 2.09¢ 1.69
Vegan cheese* 1.442 1.642 1.86° 2.32¢ 1.84
Plant-based yoghurt* 1.91° 2.25° 2.59¢ 2.90¢ 2.44
Vegan semi-products* 1.452 1.67° 2.27°¢ 2.26° 1.93
Plant-based ice cream* 1.312 1.56° 1.75¢ 1.91¢ 1.65
Vegan chocolate* 1.478 1.76° 1.98¢ 2.45¢ 1.95
Vegan protein bars* 1.80? 1.912 1.98% 2.17° 1.98
Plant-based meat products* 1.382 1.75° 2.30°¢ 2.27¢ 1.94
Hummus* 1.952 2.35P 2.600¢ 2.73° 2.42
Specialty shop* 2.292 2.49° 2.640¢ 2.79¢ 2.57
Shops* 2.502 2.57® 2.75° 2.740 2.64
E-shop* 2.092 2.20% 2.240 2.20° 2.18
Retail stores™ 3.022 3.38° 3.68° 3.69¢ 3.68

* — Significant differences between vegan products and dietary types by the Kruskal-Wallis test (p < 0.05). Means in the
identical row with various subscripts are statistically various by the Dunn-Bonferroni post hoc method (p < 0.05)

Source: Results of authors' research.

Moreover, the paper studies factors that are
considered when purchasing vegan products.
Respondents used a 5-point scale where 1
represented a very unimportant factor, and 5
represented a significant factor. Friedman test
confirmed statistically significant differences
in importance evaluation (p-value= 0.0001).
Moreover, the Nemenyi test showed
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specifically where these differences occurred
(Table 4). Based on the results, the most
critical factors in purchasing vegan products
were taste from previous experience, followed
by product composition, price, and ecological
aspects. Packaging, brand, and producers were
indicated as unimportant.
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Table 4. Factors considered during the purchase of vegan products

Sample Mean of ranks Groups

Packaging 3.57 A

Brand 4.34 B

Producer 4.45 B

Country of origin 4.99 C

References 5.3 C D

Discount 5.55 D E

Ecological aspect 5.85 E F

Price 6.09 F

Composition 6.85 G

Taste - previous experience 8.01 H

Rotated Component Loadings
Dimension
1 2 3

Producer .835 -.013 150
Origin 770 .030 .100
Brand 733 .003 .220
Ecological aspect .688 .240 .109
Product Composition .632 440 -113
Price .070 .845 .064
Discount -.049 745 .236
Taste — previous experience 246 716 -.045
Packaging .249 -.081 .813
References .085 321 .662

Variable Principal Normalization.

a. Rotation Method: Varimax with Kaiser Normalization. Rotation failed to converge in 5 iterations. (Convergence =.000).

Source: Results of authors' research.

Furthermore, CATPCA was applied to
identify latent components (factors). Results
showed three latent components. The first
component involves the following factors:
producer, origin, brand, ecological aspect, and
product composition. All factors are related to
overall product quality. The second latent
factor comprises price, discount, and taste
from previous experience. The last component
includes two factors: packaging and
references. In addition, respondents stated that
references and free sample tasting would
attract their attention toward the purchase of
vegan products.

As mentioned in the introduction of this
article, many studies have been conducted on
consumer perception, consumption, and
purchasing behavior toward vegan products.
These studies have examined various factors
such as attitudes towards veganism, health
and nutrition beliefs, ethical concerns, taste
preferences, and vegan product availability on
the open market. Despite the above, there is
still a gap in this area, and therefore, this
research aimed to investigate the factors
determining the perception, consumption, and
purchase process of vegan products among

Slovak consumers of different dietary styles
(vegans, vegetarians, flexitarians, and
omnivores). Key international authors in this
field include Ruby et al. [46], Kilian and
Hamm [24], Ruby and Heine [47], Annunziata
and Vecchio [4], and Alcorta et al. [2] for
example, who have produced the following
findings. Consumers have a growing interest
and awareness of veganism and plant-based
diets. Many consumers are motivated to
choose vegan products because of health,
animal welfare, and environmental
sustainability concerns. Consumers often
perceive vegan products as healthier options
compared to animal products. This is because
vegan products are often associated with
lower fat, calorie, and cholesterol content.
Taste is an essential factor in consumer
choice, and many consumers associate vegan
products with less appealing tastes. However,
studies have found that taste perception can be
influenced by factors such as preparation
method, flavoring, and presentation. The
availability and accessibility of vegan
products can significantly influence consumer
purchasing behavior. Consumers are more
inclined to purchase vegan products if they
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are readily available in supermarkets,
restaurants, and other food outlets. Price is an
essential factor in consumer purchasing
behavior, and many vegan products are
perceived to be more expensive than animal
products. However, studies have shown that
people are willing to pay a higher price for
vegan products if they perceive them to be of
higher quality or in line with their values.
Social norms and influences may also
influence consumer behavior towards vegan
products. Studies have found that social
norms and peer pressure may discourage some
consumers from choosing vegan products. In
contrast, others may be more likely to try
vegan products if they perceive them as a
popular or fashionable choice.Other scientific
findings on consumer behavior and
perceptions of vegan products show that
consumers who identify as flexitarian (those
who eat a predominantly plant-based diet but
occasionally consume animal products) have
greater likelihood to purchase vegan products
if they perceive them to be healthier, tastier
and more convenient than their animal
counterparts [7]; while consumers who
identify as eco-conscious have greater
likelihood to buy plant-based alternatives to
meat because they perceive them to be more
sustainable than traditional meat products
[55]. Another study found that consumers
who purchase plant-based meat alternatives
tend to value health, ethical considerations,
and environmental concerns as their primary
motivations rather than taste or price [8].
Ruby and Heine [47] found that consumers
who perceive vegan products as expressing
their identity or values (e.q.,
environmentalism or animal rights) are
likelier to purchase and consume them.

As mentioned above, rational and irrational
factors influence consumer perceptions and
behavior towards vegan products. Rational
factors include the nutritional advantages of a
plant-based diet and the environmental impact
of animal production. Conversely, irrational
factors may include emotions, social identity,
and cultural norms. Evidence of this can be
found, for example, in a study published in
the Journal of Consumer Research, in which
researchers discovered that consumers who
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identified themselves as environmentally
conscious had a greater likelihood to purchase
plant-based products. They also revealed that
these consumers perceived vegan products as
healthier and more ethical than non-vegan
alternatives [47]. Another study found that
emotions significantly influenced consumers'
purchase of vegan products. This study found
that consumers experienced feelings of guilt
and a moral obligation to reduce animal
suffering, which motivated them to choose
plant-based alternatives [28]. In addition,
Malik and Jindal [29] aimed to investigate the
effect of awareness of health, animal well-
being, concern for the environment, and
personal norms on customer attitudes towards
the use of vegan products and its implications
for intention for the purchase. Results of their
research found that subjective worries do not
influence attitudes and that moral concerns are
more likely to have the following effect. The
approach to vegan consumption positively
influences  the  purchasing intention.
Understanding these factors can help
businesses and marketers develop effective
strategies to promote plant-based alternatives.
Results of the presented research show that in
the case of Slovak consumers, the conclusions
are almost the same as in the above research -
different groups of consumers have different
attitudes and behaviors towards vegan
products. For example, vegans have a
relatively positive attitude towards vegan
products, while omnivores have a rather
negative attitude. The results showed that
Slovak respondents indicated ethical concerns
and health as the main reasons for buying
vegan products. On the contrary, social status
and financial aspects do not play a significant
role. On average, both vegans and vegetarians
strongly agreed with the ethical and health
aspects of buying vegan products. For
omnivores and flexitarians, curiosity and
positive previous experience with vegan
products received the highest scores,
indicating favorable agreement. All four
dietary groups expressed disagreement with
the financial aspect. Most respondents
consumed plant-based milk, plant-based
spreads, and tofu several times a month,
followed by plant-based yogurts and hummus.
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Vegans and vegetarians consume plant milk,
spreads, and tofu weekly, while omnivores
consume it only occasionally. Vegans have
the highest consumption scores in all vegan
food categories except plant-based ice cream.
Generally, vegan products are mainly
purchased in retail outlets, convenience stores,
and specialty stores. The most relevant factors
when buying vegan products are the taste
from previous experience, the product's
composition, the price, and the organic aspect.
Packaging, brand, and manufacturers were
identified as unimportant.

CONCLUSIONS

Recently, there has been a growing interest in
veganism as a lifestyle, with more people
adopting a plant-based diet for ethical, health,
and environmental reasons. This has increased
the availability and variety of vegan products,
from food to personal care. However, the
acceptance and consumption of vegan
products vary among different consumer
groups, including flexitarians, omnivores,
vegans, and  vegetarians. = Consumer
perceptions are crucial in determining the
purchase behavior and consumption of vegan
products. For example, omnivores may
perceive vegan products negatively because
they are not as tasty or satisfying as animal
products [5].

On the other hand, flexitarians may have a
more favorable perception of vegan products
because they are already familiar with plant-
based foods and may seek to reduce meat
consumption [54]. Vegetarians and vegans are
more likely to positively perceive vegan
products because they are already committed
to a plant-based lifestyle [46]. In addition, the
degree of commitment to a plant-based
lifestyle also influences consumption and
purchasing behavior. Vegans are most likely
to consume and purchase vegan products,
while omnivores are least likely. Flexitarians
and vegetarians may consume and purchase
vegan products to varying degrees depending
on their personal beliefs and lifestyle choices
[10, 36].

Regarding purchasing behavior, price, and
availability are two significant factors

influencing consumer decisions [58, 33, 42].
Vegan products can be more expensive than
their non-vegan counterparts due to the cost of
ingredients and manufacturing processes. This
may deter some consumers from purchasing
vegan products, especially those on a budget.
Availability is also an issue, as vegan
products may only be commonly available in
certain regions or stores [34]. In conclusion,
consumer  perception, consumption, and
purchasing behavior towards vegan products
vary between different groups of consumers,
including flexitarians, omnivores, vegans, and
vegetarians. Consumer perception is critical in
determining the purchase behavior and
consumption of vegan products. Price and
availability are two essential factors that can
influence consumer choice.

This study also offers an interesting starting
point for future research on factors
influencing the perception, consumption, and
purchase process and motives of vegans,
vegetarians, flexitarians, and omnivores; in
the case of Slovak consumers, further research
is needed to investigate the factors influencing
consumer behavior concerning vegan products
and to develop strategies to increase the
acceptance and consumption of vegan
products among all consumer groups.
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