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Abstract

To develop an integrated understanding of plant-based meat products within a business and
management context by synthesising conceptual foundations, market dynamics, consumer
behaviour, and relevant theoretical frameworks. A conceptual and analytical approach is
adopted, drawing on existing literature related to plant-based meat, with emphasis on market
trends, consumer adoption drivers, and strategic business perspectives. Key theoretical
perspectives, such as the resource-based view, diffusion of innovation theory, and the triple
bottom line, are incorporated to provide a comprehensive framework. The growth of the
plant-based meat industry is driven by increasing health awareness, environmental concerns,
and ethical considerations. However, barriers such as high prices, taste perceptions, and
consumer skepticism continue to influence adoption. Innovation, branding, and strategic
positioning are identified as critical factors in enhancing competitiveness. The use of data-
driven tools and decision-making systems further supports market expansion and strategic
planning. Provides actionable insights for firms, marketers, and policymakers to improve
product development, enhance consumer acceptance, and promote sustainable practices
within the plant-based meat industry. Offers a holistic and theory-driven perspective that
integrates fragmented research and advances understanding of the plant-based meat industry
from a business and management viewpoint.
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1. Introduction

The world food system is experiencing a radical change, with an increasing switch towards

alternative sources of protein. The main impetus of this shift is growing worries on

environmental sustainability, societal health, and future food security (Hartmann & Siegrist,

2017). Traditional livestock production has been known to be a significant source of
greenhouse gases, excessive land use, and water usage, thus putting significant strain on

natural ecosystems (Ritchie et al., 2022; Biesbroek et al., 2023). Due to the ever-increasing

population of the world and a rise in demand of protein, the sustainability of the traditional

meat production systems has been questioned. Plant-based meat products, in this case, have

become an option that is feasible and can be expanded, which has the potential to decrease

the environmental impact and satisfy the nutritional demand (Apostolidis and McLeay, 2019).

Also, increased consciousness of health effects of excessive meat intake, such as

cardiovascular diseases and obesity, has also helped to spur consumers to consider plant-

based food choices.

The plant-based meat sector has gone through tremendous growth in the last decade, shifting

away from its niche market, which satisfies mostly vegetarians and vegans, into a fast-

growing mainstream market (Bryant, 2022). The growth has been made possible by the

development of food processing technologies, growth in the investment of venture capital

firms and multinational food firms, and the change in consumer preference towards

sustainable and ethical consumption. Market trends show that there is a significant increase in

demand, especially with flexitarian consumers who also want to minimise the amount of
meat they consume but not to completely avoid it. This change is a part of a larger change in

consumer behaviour, as people are now more concerned with their health, environmental

friendliness, and moral responsibility in their purchases (He et al., 2020; Zhao et al., 2023).

Also, the unceasing product formulation and processing methodologies have greatly

enhanced the sensory properties of plant-based meat, allowing producers to closely recreate

the flavour, texture, and look of traditional meat items (Safdar et al., 2022). These advances

have promoted consumer acceptance and contributed to the acceptance of plant-based meat in

the international food markets.

Although there is growing literature on the topic of plant-based meat, the current studies are
still rather scattered and tend to focus on particular disciplinary approaches. Much of the
previous research has been directed at nutrition composition, the environmental effects or
consumer perceptions in a vacuum without sufficiently incorporating these areas in a holistic
business and management system. Consequently, the interaction between firm-level strategies,
market forces, and consumer behaviour to determine the formation and competitiveness of
the plant-based meat industry is poorly understood (Santo et al., 2020). Furthermore, it lacks
the integration of theory that links concepts of strategic management to the new trends in the
alternative protein markets. This disintegration limits the capacity of researchers and
practitioners to formulate a full-fledged understanding and informed strategic reactions
amidst a growing, complex and competitive industry landscape (Apostolidis and McLeay,
2019).

Based on these shortcomings, it is urgent to have an integrative strategy that can fill the gap

between theory and practice in the framework of plant-based meat products. This kind of
approach must not merely be able to synthesise the available knowledge but also include the

appropriate business and management frameworks to help offer a more insightful view into

the dynamics of the industry. Thus, this research will be conducted to form a coherent and

holistic approach to the issue of plant-based meat products by studying their theoretical

background, market trends, and consumer-adoption patterns in the business environment.

This study has the following objectives:

(i) to investigate the conceptual underpinnings and dynamism of the plant-based meat
products in the market

(i) to examine the drivers and obstacles that play a crucial role in consumer adoption and
acceptance
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(iii) to incorporate provisional business and management theories to come up with insights on
strategic decision-making and the future of the plant-based meat industry

2. Conceptual Foundations of Plant-Based Meat Products

2.1 Definition and Classification of Plant-Based Meat

Plant-based meat products are meant to mimic the sensory, nutritional and functional qualities
of the traditional meat products of animals in terms of plant-based products. Proteins used in
these products are usually soy, pea, wheat gluten, and other legumes, which are mixed with
fats, binders and flavouring agents to give the impression of meat (Kumar et al., 2017; Bohrer,
2019). Plant-based meat products can be classified in various dimensions such as the base of
raw materials, processing technology and the format of the product. As an example, there are
soy-based, pea-based, and wheat-based products and mixed-protein products, whereas
technological processes like extrusion and fermentation can further distinguish between
products (Curtain and Grafenauer, 2019). This multi-dimensional category indicates the
growing variety and complexity of the products of plant-based meat in the market.

2.2 Evolution of Alternative Protein Markets

The alternative protein market has become a developing trend, no longer a niche market
based on vegetarian niches but rather a fast-growing global market. The market has expanded
at first because of ethical reasons and dietary needs, but with an increased understanding of
environmental sustainability, health issues and food security concerns, the market has
expanded. Market growth has been largely propelled by the development of flexitarian
consumption habits, in which buyers replace animal products with plant-based products to
some degree (Curtain and Grafenauer, 2019; Kumar et al., 2017). In addition, the innovation
of food technology and product benchmarking has improved the quality of the products, thus
plant-based meat could productively compete with traditional meat products. The role of
data-driven innovation and performance benchmarking in enhancing product formulation and
market positioning has been brought into the limelight of recent developments (van den
Bedem et al., 2026).

2.3 Key Characteristics of Plant-Based Meat Products

Plant-based meat products can be identified by providing sensorial, nutritional and
sustainability-related value propositions. Sensory imitation is considered one of the most
important properties, and high-moisture extrusion is among the advanced technologies to
recreate the fibrous texture and taste of animal meat (Bohrer, 2019). Besides sensory
attributes, the products are usually promoted on the basis of sustainability, such as less
greenhouse gas emission, less use of resources, and better environmental performance.
Another defining trait is nutritional innovation since the manufacturers are striving to
increase the protein content and micronutrient profiles to match or surpass that of traditional
meat products (Swing et al., 2021). Together, these aspects have led to increased acceptance
and commercialisation of plant-based meat among different consumer groups.

2.4 Industry Structure and Key Players

The meat-free industry has been characterised by an active and competitive nature with both
start-ups and multinational companies. Originally, startups were instrumental in the process
of innovation and bringing new products into the market. The competition has, however, been
greatly heightened by the entry of large food companies via acquisitions, partnerships and
internal product development, which have widened the market reach. This has enabled fast
technological development, economies of scale and better distribution networks through this
interaction between the agile startups and the incumbents who are full of resources.
Additionally, benchmarking research shows that sustained product innovation and positioning
are key to competitive advantage in this dynamic industry environment (van den Bedem et al.,
2026).
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As shown in Table 1, plant-based meat items are very diverse in their formulation and
production procedures, which contributes to their potential to scale the use of these products
to various consumer groups (Kumar et al., 2017; Swing et al., 2021).

Table 1: Classification of Plant-Based Meat Products and Market Segments
Catego Raw . Processing
Material Technol Target Market Examples References
ry Base echnology
Kumar et al.
i . (2017);
Soy Soy protein Extrusion Veggtaqans, Soy burgers, Curtain &
based Flexitarians nuggets
Grafenauer
(2019)
Pea- . High-moisture Health-conscious Plant-based Bohrer .
based Pea protein trusi i (2019); Swing
ase extrusion consumers patties etal. (2021)
Wheat- Wheat Traditional . . Kumar et al.
gluten . Vegan consumers Seitan strips
based . processing (2017)
(seitan)
Curtain &
Mixed- | Soy,  pea, ﬁlgzzril;;(ix trusio | Mass market Sausages, Grafenauer
protein | legumes n meatballs (2019); Swing
etal. (2021)
Emergi | Algae, . S . van den
. Fermentation/ Premium/innovativ | Novel meat
ne fungi, and biotechnolo e segment analogues Bedem et al.
formats | proteins gy & g (2026)

3. Market Dynamics and Industry Landscape

3.1 Global Market Size and Growth Patterns

The plant-based meat market in the world has seen a significant rise throughout the last
decade, turning into a niche and a swiftly growing part of the overall food industry. This is
mostly enabled by the changing consumer tastes towards healthy and environmentally-
friendly diets, as well as the growing awareness of the environmental and ethical issues
surrounding traditional meat production. Demand has been growing rapidly due to the
emergence of flexitarian consumption patterns where consumers are substituting animal
products with plant-based products to a certain degree (Apostolidis and McLeay, 2016).
Recent foreseeable studies also suggest that consumption patterns can be affected by
demographic factors, income, and changing lifestyle demands, and predict a long-term market
growth in both developed and emerging economies (Chmielinski and Bratt, 2024). Also,
bibliometric data demonstrate that more and more attention to plant-based meat is paid to
research and policy, which is indicative of its growing role in the food system and the world
market (Sendhil et al., 2024).

3.2 Supply Chain Structure

The plant-based meat products supply chain involves a chain of interconnected processes,
which start with the sourcing of raw materials and end with eventual consumption. Plant-
based raw materials like soy, pea, and wheat proteins are purchased at the first level by
agricultural producers. Such inputs are subsequently worked on with the help of sophisticated
technologies, such as extrusion and fermentation, to create meat-like textures and
functionalities (Onwezen et al., 2021). After processing, products are branded and packaged,
where differentiation strategies are focused on, including labelling, sustainability claims, and
product positioning. The distribution channel entails a variety of channels, such as
supermarkets, retail chains, e-commerce sites, and food service places. Proper supply chain
management is needed to guarantee the quality of products, cost-effectiveness, and scalability.
In addition, the transparent supply chain and improved supply chain operations are also
associated with integrated logistics systems and technological innovations (Szejda et al.,
2020).
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3.3 Competitive Landscape

Plant-based meat competition is marked by the growing fusion of the old meat companies and
the new plant-based ones. Although the traditional meat manufacturers still control the protein
market around the world, the plant-based businesses are increasingly on the rise due to their
innovative ideas and focused marketing efforts. Increased competition and the transformation
of industry dynamics by the entry of well-established multinational corporations, usually by
way of acquisitions or product diversification, in the plant-based segment. This changing
environment indicates a hybrid form of market structure in which the traditional and the
alternative protein suppliers are competing on the same consumer groups. Price
competitiveness, taste parity, and perceived value are determinants of consumer willingness
to switch to plant-based options, resulting in competitive positioning in the industry
(Apostolidis and McLeay, 2016; Sendhil et al., 2024).

3.4 Role of Innovation, Technology, and Investment

The growth and progress of the plant-based meat industry are focused on innovation and
progress in technology. Ongoing advancements in processing technologies, ingredient
formulation and product design have improved the sensory aspects and nutritional value of
plant-based products. The venture capital and institutional funding have helped in increasing
the rate of innovation cycles and consequently allowed new firms to enter the market quickly
by investing in research and development. Moreover, predictive analytics and data-driven
strategies can help companies to learn more about consumer behaviour and make optimal
product propositions (Chmielinski and Bratt, 2024). According to industry reports, strategic
investments in expansive production capacity, efficiency in the supply chain, and distribution
networks expansion aiming at addressing the increasing consumer demand are crucial (Szejda
et al., 2020). Figure 1 shows the value chain model whereby the activities in the plant-based
meat industry include sourcing of raw materials and the final consumption (Szejda et al.,
2020).

INFPUTS

= Plant proteins (soy, pea, wheat)
- Oils
= Functional additives

h 4

PROCESSING

- Extrusion
= Fermentation
- Formulation technologies

v

BRANDING

= Product differentiation
= Labeling
- Sustainability positioning

v

DISTRIBUTION

- Retail chains
- Supermarkets
- E-commerce
- Food service

h 4

CONSUMER

- Vegans
- Flexitarians
= Health-conscious consumers

Figure 1: Global Plant-Based Meat Value Chain Model
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As Figure 1 shows, the plant-based meat value chain is based on the involvement of various
steps, which is why the coordination of all functions of production, branding, and distribution
is essential to provide value to consumers (Chmielinski and Bratt, 2024).

4. Consumer Behaviour and Adoption Drivers

4.1 Key Drivers of Consumer Adoption

Health consciousness, environmental and ethical concerns are the main factors that drive
consumers to use plant-based meat products. The growing awareness of the health risks of
consuming meat in large amounts has prompted consumers to consider alternative sources of
protein that could be considered healthier (Cheah et al., 2020; Estell et al., 2021). Another
important driver is environmental sustainability since plant-based meat is deemed to have
lower greenhouse gas emissions and consume fewer resources, which is consistent with the
pro-environmental values of consumers (dos Santos et al., 2024). Ethical issues, especially
those surrounding animal welfare, provide another incentive to consumers to change their
eating habits to plant-based. All these aspects contribute to the formation of positive attitudes
towards plant-based meat and an increase in purchase intentions (Chen, 2024).

4.2 Barriers to Adoption

Although there is increased interest, numerous obstacles remain in the way of the
popularisation of plant-based meat products. The first limitation is the price, with people
viewing alternatives to meat products as more costly than traditional ones (Van Loo et al.,
2020). Taste and texture perceptions are also key factors, with some consumers stating that
they disliked the sensory properties of plant-based meat relative to traditional meat (Michel et
al., 2021). Also, the consumer acceptance may be adversely affected by the lack of trust in
product authenticity, processing, and nutritional value. The barriers are also enhanced by the
resistance to change and the adherence to traditional diet, which restricts the adoption within
some consumer groups (Siegrist and Hartmann, 2020; Szenderak et al., 2022).

4.3 Consumer Segmentation

Plant-based meat products are products that can be divided into different groups of consumers
according to their dietary preferences and motivations. The core segment is represented by
vegans and vegetarians, whose main motivation is ethical and environmental issues. The
consumers who minimise but do not abstain from meat consumption, the flexitarians,
represent an ever-expanding group and are regarded as the most significant sources of market
growth. Also, plant-based alternatives are demanded by health-conscious consumers because
of the perceived health benefits and nutritional value (Cheah et al., 2020; Estell et al., 2021).
Consumption patterns are also influenced by social and cultural factors like national norms
and identity, which confirms the significance of segmentation in the context of consumer
behaviour (Nguyen & Platow, 2021).

4.4 Role of Branding, Trust, and Perception

Consumer perception and branding are important to promote the use of plant-based meat
products. Consumer trust can be increased with the help of strong branding strategies that
focus on taste, quality, and sustainability and minimise perceived risks related to new food
technologies. Honest communication on the ingredients, sourcing, and production processes
are necessary in creating credibility and overcoming doubt. Moreover, the familiarity with the
brand and the positive associations made by consumers are crucial factors affecting consumer
acceptance and readiness to use plant-based products (Michel et al., 2021; Van Loo et al.,
2020). Consumer attitudes and purchase intentions also have a moderating relationship with
trust in the brands and institutions.

4.5 Theoretical Integration

The Theory of Planned Behaviour (TPB) is a helpful concept to explain consumer behaviour
during the adoption of plant-based meat products. TPB predicts that attitudes, subjective
norms, and perceived behavioural control have an effect on behavioural intentions.
Favourable health and sustainability attitudes and the presence of social norms that support a
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lower consumption of meat increase the chances of adoption (Cheah et al., 2020; Nguyen and

Platow, 2021).

Also, Consumer Value Theory describes the influence of perceived value on the consumer

decision making; that of functional, emotional and social benefits. Plant meat products that

can effectively provide value in terms of taste, health, and ethical congruence are more

acceptable (Chen, 2024; dos Santos et al., 2024).

Table 2 is the summary of the determinants and barriers that impact consumer adoption of
plant-based meat products and identifies both positive and negative determinants (Cheah et al.,
2020; Chen, 2024).

Table 2: Key Factors Influencing Consumer Adoption of Plant-Based Meat

Impact on
Factor Description Purchase Supporting Insights
Intention
Health Perception of plant-based meat Positive Cheah et al. (2020);
consciousness | as a healthier alternative v Estell et al. (2021)
Environmental Awarepess.of sustainability and Positive dos Santos et al. (2024)
concern ecological impact
Ethlcfal . Concerps about anmqal welfare Positive Chen (2024)
considerations | and ethical consumption
Price Perceived higher cost compared .
sensitivity to traditional meat Negative Van Loo etal. (2020)
Taste Evaluation ~of ~flavour and |\, g Michel et al. (2021)
perception texture similarity
Trust and | Confidence in product quality Positive Siegrist & Hartmann
perception and brand credibility (2020)
Social norms Inﬂ}lence of . cultural  and Positive Nguyen &  Platow
societal expectations (2021)

The combination of health, environmental, and social factors, economic, and perceptual
barriers influences consumer adoption, as shown in Table 2 (Van Loo et al., 2020; Michel et
al., 2021).

5. Business and Marketing Strategies

5.1 Product Positioning and Differentiation Strategies

Product positioning is an important strategic instrument of companies in the plant-based meat
sector because it allows the differentiation of products in a market that is becoming more and
more competitive. Companies normally market their products on such dimensions as being
healthy, sustainable, and having a taste equivalent to conventional meat. The very idea of
clean label products, which are viewed as natural, minimally processed, and not containing
any artificial additives, has become prevalent and majorly shapes consumer preferences
(Asioli et al., 2017). The differentiation is also made by innovation in the product formulation,
texture, and flavour so that the firms could target certain groups of consumers like vegans,
flexitarians, and health-conscious people. Through matching the product characteristics to the
expectations of consumers, companies can increase the perceived value and increase their
market positioning.

5.2 Pricing Strategies and Premium Positioning

Pricing strategies are important in determining consumer adoption and competitiveness in the
market. Plant-based meat products are commonly marketed as high-quality products, because
of increased costs of production, processing technology and perceived value-added health and
sustainability. Customers might be ready to pay extra when the product provides them with
high quality, nutritional advantages, and ethical worth (Banovic et al., 2018). Nevertheless,
price sensitivity is a problem, especially in the price-sensitive markets. Companies should
thus strike a balance between high-quality positioning and low cost in order to increase their
customer base. The spheres of economies of scale, cost optimization and value-based pricing
are the strategies that will help to enhance price competitiveness in the long term.
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5.3 Branding and Communication Strategies

The branding will be an essential aspect in shaping consumer attitudes and creating trust in
plant-based meat products. Good branding strategies highlight such important features of the
product as taste, sustainability and nutritional value, and thus influence positive consumer
attitudes. The creation of a robust brand image, with the help of a stable message and open
communication, contributes to the growth of consumer confidence and the decline in
perceived threats of new food products. Furthermore, branding that is sustainability-oriented,
such as eco-labels and environmental claims, may enhance brand appeal and have an impact
on buying behaviour (Hwang and Kim, 2019). Effective and trustworthy information about
the ingredients of products, their sources, and their advantages is needed to overcome the
distrust of consumers and establish long-term loyalty to the brand.

5.4 Role of Digital Marketing and Social Media

The use of digital marketing and social media platforms has become an indispensable
instrument to promote plant-based meat products (Onwezen et al., 2021). These media allow
companies to interact directly with the consumer, share information and develop brand
communities. The social media campaign, influencer marketing and user-generated content
can help to raise brand awareness and consumer awareness. Targeted marketing strategies can
also be done through digital platforms, whereby firms can customise the message according
to the preferences and behavioural data of the consumers. In addition, social proof and online
reviews play a great role in the decision-making process of consumers, so it is necessary to
emphasize the need to have a good presence in the digital world, which is competitive.

5.5 Strategic Partnerships

Alliances are crucial in creating broad market accessibility and product availability.
Partnerships with restaurants, fast-food chains, and retail stores can help plant-based meat
companies to offer their products to more people (Asioli et al., 2017). Collaboration with the
established food service providers will not only raise the visibility of the products but also the
credibility and acceptance of the product by the consumers. Also, partnerships with retailers
enable the integration of distribution and supply chains, enabling products to be available in
various market segments. Such alliances play a critical role in hastening market penetration
and industry development. Figure 2 shows how the plant-based meat products are positioned
strategically according to price and perceived value, with sustainability and taste as the most
significant differentiators (Asioli et al., 2017; Banovic et al., 2018).

Low Price High Price
High Value High Value
Mass Market Premium Brands
Competitive Advantage Sustainability & Taste

=

=2

T

T Low Price High Price

= Low Value Low Value

= Entry-Level Niche Products

b Minimal Differentiation Limited Appeal

S

=

(]

=

[«5]

e

(&)

[=

Price (Low — High)
Figure 2: Strategic Positioning Matrix for Plant-Based Meat Products
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Figure 2 shows that companies are able to position their products strategically by balancing
between pricing and perceived consumer value and, therefore, increase competitiveness in the
market of plant-based meat (Hwang and Kim, 2019).

6. Theoretical Frameworks in Business Context

6.1 Resource-Based View (RBV)

Resource-Based View (RBV) is the background of the concept of competitive advantage in
the plant-based meat sector. RBV states that sustainable competitiveness is a result of the
successful exploitation of valuable, rare, inimitable, and non-substitutable (VRIN) resources
by firms. The ability to innovate, proprietary processing technologies and brand equity
become very important strategic resources in this aspect. Firms that invest in product
development, sensory and brand differentiation, are in a better position to gain market share
and sustain long term growth. Additionally, the perceived quality and brand trust play a
crucial role in the consumer acceptance of substitute protein products, which, in turn,
supports the role of intangible resources in the formation of competitive advantage (Bryant
and Barnett, 2018; Mancini and Antonioli, 2020).

6.2 Porter’s Five Forces and Industry Competitiveness

The Five Forces framework is a rich framework that can be used to understand the
competitive landscape of the plant-based meat sector. The risk of new entrants is moderate
because it is becoming more costly to enter and more complex in terms of technology, but the
more innovative startups are coming into the market. The threat posed by suppliers can be
determined by the presence of raw materials that are plant-based, and buyers have high power
since they are price sensitive and have substitutes. Substitution possibilities are especially
high, with the products of plants competing with the standard meat and other protein
substitutes. The level of competitive rivalry is increasing with both the established food
companies and the new companies competing to gain dominance in the market. All these
forces influence the strategic decision-making and market positioning in the industry (Slade,
2018).

6.3 Diffusion of Innovation Theory

Diffusion of Innovation Theory describes the adoption trends of the plant-based meat
products in various consumer groups. Adoption is a process that follows awareness, interest,
evaluation, and trial. Early adopters and innovators, who are driven by moral and
environmental issues, are instrumental in helping to spearhead market penetration. With
continued awareness, early majority and late majority consumers are slowly shifting to the
adoption of plant-based products, which is instigated by factors like better taste, lower costs,
and social acceptability. This process is greatly affected by consumer perceptions and
attitudes, especially perceived risks and benefits of novel food technologies (Bryant &
Barnett, 2018; Slade, 2018).

6.4 Sustainability and Triple Bottom Line (TBL)

The Triple Bottom Line (TBL) model is focused on how economic, social and environmental
aspects can be incorporated in business strategy. In the plant-based meat industry,
sustainability is a key driver of both consumer demand and corporate strategy. Plant-based
products have been linked to lower carbon emissions and consumption of resources, which is
favourable to the environment. On a social level, they deal with ethical issues of animal
health and human health. The industry has growth and innovation potential in terms of the
economy. Companies with a well-developed strategy in line with TBL principles can improve
their competitive position and also help to achieve the objectives of sustainable development
(Mancini & Antonioli, 2020).

6.5 Role of Business Intelligence (BI) and Decision Support Systems (DSS)

Business Intelligence (BI) and Decision Support Systems (DSS) would be important in
facilitating the use of data to make decisions in the plant-based meat sector. The BI tools
enable the analysis of market trends, consumer preference and competitive forces and enable
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firms to determine growth opportunities and optimise product offerings. DSS aids in strategic
decision-making as it combines the information from various sources, such as sales, supply
chain, and consumer behaviour analytics. These systems increase the responsiveness of the
organisation and enhance the strategic planning, especially in a fast-changing market
environment. Moreover, the knowledge gained through BI and DSS assists companies to
respond to consumer issues, work out marketing strategies, and enhance product innovation
(Piazza et al., 2015). The combination of strategic resources, market forces, and consumer
behaviour is an integrated framework that can explain the dynamics of the plant-based meat
industry (Bryant and Barnett, 2018; Mancini and Antonioli, 2020). Figure 3 will show it.

= Innovation
- Brand Equity

RESOURCES (RBWVY)
- Technology

v
MARKET STRATEGY

- Positioning
= Pricing
= Differentiation

1y
CONSUMER ADOPTION

= Diffusion
- Behavior
= Intent

SUSTAINABILITY (TBL)

- Economic
- Social

L - Environmental J

v [
Bl & DSS FEEDBACK

= Analytics
= Insights
= Decisions

Figure 3: Integrated Theoretical Framework for Plant-Based Meat Industry

The interplay of capabilities at the firm-level, consumer adoption processes, and
sustainability considerations determines the overall competitiveness and development of the
plant-based meat sector, as shown in Figure 3 (Slade, 2018; Piazza et al., 2015).

7. Sustainability, Ethics, and Corporate Governance

7.1 Environmental Impact

The sustainability concept is one of the fundamental tenets of the plant-based meat industry,
especially concerning the environment. In comparison to traditional livestock production,
plant-based meat products have been linked to lower greenhouse gas emissions, less water
use, and more efficient land use (Taufik et al., 2022). Such environmental benefits make the
plant-based alternatives a potential remedy to curb climate change and resource depletion.
Moreover, a movement towards plant-based diets has been associated with more widespread
ecological gains, such as minimised biodiversity decline and a more sustainable ecosystem.
Nevertheless, the manufacturing practices of products of plant origin determine the
environmental performance as well, focusing on processing intensity and supply chain
efficiency, which is why the production process should be continually improved (Tso &
Forde, 2021).

7.2 Ethical Considerations

Ethical issues are very important in the determination of consumer attitudes towards plant-
based meat products. One of the main triggers is animal welfare issues, since vegetarian
options do not require the slaughtering of animals and intensive farming methods. Moreover,
the sourcing, labelling, and production processes need to be transparent in order to gain the
trust of consumers. The ethical acceptance is also affected by the culture and societal norms
because consumers will perceive meat alternatives differently depending on their values and
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beliefs (Van der Weele and Driessen, 2019). These moral aspects add to the increasing
popularity of plant-based meat among socially-sensitive consumers.

7.3 Corporate Responsibility and ESG Practices

The concept of corporate responsibility has gained more relevance in the plant-based meat
industry, and companies have turned to Environmental, Social, and Governance (ESG)
practices to be in line with the expectations of the stakeholders. Businesses are taking
sustainability steps in their business models as they minimise their environmental impact,
promote ethical sourcing, and conduct transparency. ESG programs can not only improve
corporate reputation, but they also offer a competitive edge as it draws environmentally and
socially aware customers. Besides, sustainable business practices can help in the long-term
value creation and risk management, which further supports the significance of sustainability-
based approaches in the sector.

7.4 Regulatory and Policy Influences

Policy interventions and regulatory frameworks are important in developing the plant-based
meat sector. Governments and international organisations are also advocating the use of
policies that contribute to alternative protein production and consumption in the promotion of
sustainable food systems. Food labelling regulations, food safety standards and
environmental regulations impact on product development and entry into the market.
Meanwhile, industry growth can be enhanced through policy backing in the form of subsidies,
finances to conduct research and provide incentives to develop innovations. Regulatory
differences in different regions, however, can become an obstacle to international market
growth, so the policies will have to be harmonised. Table 3 provides the most important
dimensions of sustainability and business implications of the plant-based meat industry (Tso
and Forde, 2021; Van der Weele and Driessen, 2019).

Table 3: Sustainability Dimensions and Business Implications

Dimension Key Issues Business Impact Strategic References
Response
Carbon emissions, | Cost savings, | Eco-efficient
. . . Tso & Forde
Environmental | water use, and land | sustainability production,  green 2021
efficiency positioning innovation ( )
Animal  welfare, | Enhanced brand | Ethical  sourcing, Van der
. . . Weele &
Social public health | image, consumer | transparent Driessen
concerns trust communication (2019)
. Cost structure, | Profitability, market Prop ess Tso & Forde
Economic - o, optimisation,
scalability competitiveness . (2021)
economies of scale
Tso & Forde
Compliance, Risk management, | ESG integration, | (2021); Van
Governance .
(ESG) transparency, stakeholder sustainability der Weele &
accountability confidence reporting Driessen
(2019)

Table 3 also shows that companies have an opportunity to increase their competitive edge by
balancing the sustainability dimensions with strategic reactions, especially with the
integration of ESG and ethical activities (Tso and Forde, 2021).

8. Challenges and Emerging Opportunities

8.1 Cost Competitiveness

Cost competitiveness of the plant-based meat industry vis-a-vis traditional animal-based meat
products is one of the main issues that the plant-based meat industry is grappling with. Today,
plant-based products tend to be more expensive as they require more production and
processing equipment and lack economies of scale. This cost difference might scare away
price-sensitive people and limit diffusion. Although the continuous improvement of the
production efficiency and optimisation of the supply chain is likely to decrease the costs in
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the long-term, price parity with conventional meat is a serious goal of all stakeholders in the
industry (da Fonseca et al., 2025).

8.2 Technological Limitations

Although a lot has been done, technological constraints are still influencing the sensorial
quality of plant-based meat products. The challenge of replicating the texture, flavour, and
juiciness of animal meat is still a major challenge. Despite the use of new technologies like
high-moisture extrusion and fermentation to enhance the quality of products, some
consumers continue to view plant-based substitutes as lower in taste and texture. These
restrictions underscore the importance of sustained research and development of the product
to make it more realistic and acceptable by the consumer (da Fonseca et al., 2025).

8.3 Regulatory Challenges

Plant-based meat products have regulatory challenges and uncertainties. The difference in
food labelling regulations, food safety and product definitions in the various countries may
pose an entry and growth barrier (Weinrich, 2019). An example is the controversy
surrounding the use of plant-based products as meat and as a burger, which has created
regulatory and legal issues. Moreover, food safety or certification standards make
manufacturing more expensive in terms of their operations (Weinrich, 2019). These
regulatory issues warrant a streamlined policy framework that can sustain the growth of the
industry as well as provide protection to consumers (da Fonseca et al., 2025).

8.4 Emerging Opportunities

The plant-based meat sector has great development and innovation prospects despite such
obstacles. Food processing, ingredient development and product formulation are all
advancements in technology that provide the opportunity to enhance the quality of products
and decrease costs. The emerging markets, especially in Asia and developing economies,
offer an unexploited growth potential since there is greater urbanisation and a shifting dietary
pattern. Moreover, artificial intelligence and Business Intelligence (BI) systems can be
integrated to help firms use data analytics to predict the market, consumer-based insights, and
strategies. These data-friendly solutions make the plant-based meat industry more
competitive and innovation-friendly, which will help the industry grow in the long term (da
Fonseca et al., 2025).

9. Managerial Implications

This study provides a number of strategic implications for plant-based meat firms. To begin
with, it is advisable to focus on product innovation and product differentiation by improving
the sensory qualities of the product in terms of taste, texture, and nutritional value to address
changing consumer demands. It is also essential to develop production processes that are
cost-efficient to be competitive in prices against traditional meat products and increase
market penetration. Companies also need to embrace sustainability-oriented practices, where
the environmental and ethical aspects are incorporated in their value propositions to enhance
brand positioning and consumer confidence.

Business Intelligence (BI) and Decision Support Systems (DSS) play a vital role in
facilitating the process of making decisions based on data. Companies can use BI tools to
research the market trends, consumer preferences and competitive dynamics, thus
discovering growth opportunities and optimising products. DSS has the capacity to assist in
strategic planning by incorporating real-time data of supply chains, sales channels and
consumer behaviour analytics to make organisations more responsive and efficient in
operations. Predictive analytics also enables companies to predict demand trends and
optimise their marketing approaches.

As a marketer, the stress is to create great brand identities using clear communications, digital
interaction, and sustainability-oriented messages. The supply chain managers should be
concerned with enhancing efficiency, quality of their products and traceability throughout the
value chain. To policy-makers, the results suggest that there is a need to put in place
supportive regulatory structures to facilitate innovation by providing incentives, as well as to
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foster sustainable consumption habits. All these managerial insights can help in creating a
competitive, resilient, and sustainable plant-based meat industry.

10. Conclusion

This study is a synthesis of the changing scene of plant-based meat products, emphasising
their increased importance in the business and management world. The discussion highlights
that the growth of the plant-based meat sector is motivated by a combination of forces, such
as an ever-growing health awareness, environmental sustainability issues, and ethical
implications. Other key challenges that the study has found to be critical include cost
competitiveness, technological constraints, and the complexity of regulation that still define
market dynamics and affect consumer adoption. Theoretically, this work can be included in
the business and management literature by combining several frameworks, such as the
Resource-Based View, Porter's Five Forces, the Diffusion of Innovation Theory, and the
Triple Bottom Line. It is an integrated method that gives a holistic view of the interaction
between firm-level capabilities, market forces, and sustainability considerations to determine
industry growth and competitiveness. Additionally, the incorporation of Business Intelligence
and Decision Support Systems highlights the increasing importance of data-driven strategies
in enhancing organisational performance and strategic decision-making. The research
provides a number of future research opportunities. More empirical studies are required to
analyse consumer behaviour in various cultural and regional settings, especially in emerging
markets. The contribution of advanced technologies, including artificial intelligence and
biotechnology, to enhancing product quality and scalability could also be studied in the future.
In addition, studies on policy frameworks and harmonisation of regulations can yield useful
information on how to support the development of the industry. Altogether, this research
provides a robust basis to develop the research and practice in a fast-evolving plant-based
meat industry.
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