


At The Vegan
Society we have
been asking: is the rise

of the phrase ‘plant-
based’ helping or
hindering the vegan
movement?




Plant-based is ill-
defined and potentially
confusing to consumers.
However, the phrase ‘plant-
based’ does not necessarily
come at the expense of the
word ‘'vegan' and may be
encouraging more people to
make positive behavioural
changes

‘Plant-based’ is
associated with being
more accessible while
'vegan' is considered a
more accurate and less

ambiguous label

When considering

which label to use,

brands are making

decisions based on working

assumptions and are open
to changing their decision

if more evidence is

presented

Most brands seem
to agree that while
both phrases have their
drawbacks, using ‘plant-
based’ and ‘vegan’ to
describe their product is
the best approach



69%

of consumers were
totally confident that the
product would contain
no animal products if
labelled ‘vegan’

compared
to just

32%

if labelled ‘plant-
based’


https://www.vegansociety.com/sites/default/files/uploads/downloads/Plant-based vs Vegan Report 2022.pdf
https://www.vegansociety.com/sites/default/files/uploads/downloads/Plant-based vs Vegan Report 2022.pdf

Most brands

assume, or worry,
that the word ‘vegan’
can be off-putting.

Thus, they ask themselves
whether they should use
this label or ‘plant-
based’




Choose for your brand:
choose purposefully — based on
strategic alignment to your brand
and by collecting as much evidence
as possible — and to regularly return to
that decision as your brand evolves or
evidence changes. You can use more
than one label, but each brand should
ask whether using two (or more)
terms adds additional value,
or simply runs the risk of
confusing the consumer

Still deliberating?
Collaborate!: Brands
collaborating across different
product lines, industries, or consumer

segments can help one another to make

important decisions (like vegan or plant-
based labelling) without competing directly.
Brands can also benefit from the work of The

Vegan Society to better understand their
consumers and market trends and evaluate
whether their own production processes,
supply chains and brand positioning
aligns to vegan definitions or
vegan criteria



The full results from our Plant-based Versus Vegan project
can be found on our website. Please go to:

vegansociety.com/get-involved/research/publications
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