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Abstract: The shift toward plant-based living is accelerating globally, driven by health consciousness,
environmental concerns, and ethical awareness. In India, Gujarat is traditionally known for its high vegetarian
population, yet dairy products remain deeply integrated into daily dietary habits. Digital marketing channels,
including social media platforms, influencer campaigns, and educational video content, are playing a central role
in reshaping consumer choices and introducing plant-based vegan alternatives. The primary objectives of this
study are twofold: first, to evaluate the impact of digital marketing channels on creating awareness about veganism
among consumers in Gujarat; and second, to examine the direct influence of digital marketing strategies on the
actual adoption and purchase intent of vegan products among consumers in the region. A quantitative empirical
research design was adopted using a simple random sampling technique. Primary data was gathered from 150
respondents across major urban centers in Gujarat, including Ahmedabad, Surat, Vadodara, and Rajkot, through
a structured online and offline questionnaire. Statistical tools such as Descriptive Statistics, Chi-Square Test of
Independence, and Multiple Linear Regression Analysis were utilized to test hypotheses and analyze consumer
responses. The empirical findings reveal that exposure to digital marketing content significantly increases
consumer awareness regarding veganism and dairy-free alternatives. Furthermore, social media advertising and
influencer content exert a strong positive influence on purchase intention and adoption behavior. The study
concludes that digital marketing is a vital driver of dietary transition in Gujarat, bridging the gap between
traditional vegetarianism and modern plant-based vegan living.

Keywords: Digital Marketing, Veganism, Consumer Awareness, Plant-Based Adoption, Consumer Behavior,
Gujarat, Social Media Marketing, Purchase Intention.

1. Introduction

In recent years, the global food industry has experienced a monumental transformation driven by changing
consumer preferences toward health, sustainability, and ethical consumption. Among these dietary shifts,
veganism has emerged as one of the most prominent consumer movements of the twenty-first century. Veganism
is defined as a philosophical and dietary practice that seeks to exclude all forms of animal exploitation and cruelty,
abstaining from the consumption of meat, poultry, seafood, dairy products, eggs, honey, and animal-derived
materials. While plant-based eating was historically viewed as a niche lifestyle choice confined to specific
subcultures, it has rapidly transitioned into mainstream consumer culture across developed and developing
economies alike.

The rapid growth of veganism is heavily interconnected with the exponential expansion of digital communication
channels, internet access, and social media platforms. Digital marketing has completely revolutionized how
brands, health advocates, and non-governmental organizations communicate with target audiences. Platforms
such as Instagram, YouTube, Facebook, LinkedIn, and short-form video networks like Instagram Reels and
YouTube Shorts have created unprecedented opportunities to disseminate rich media content regarding dietary
health, environmental preservation, and animal rights. Interactive digital campaigns, visual storytelling, and
influencer endorsements allow health advocates and commercial plant-based brands to educate consumers
directly, bypassing traditional media intermediaries.
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India presents a uniquely complex and fascinating socio-cultural environment for studying the growth of veganism
and the impact of digital marketing. India is home to the world's largest vegetarian population, rooted in centuries-
old cultural, religious, and spiritual traditions such as Hinduism, Jainism, and Buddhism. However, traditional
Indian vegetarianism is predominantly lacto-vegetarian, meaning that dairy products such as cow milk, buffalo
milk, clarified butter (ghee), paneer (cottage cheese), curd (yogurt), and butter are deeply integrated into daily
meals, religious rituals, and regional culinary heritage. For generations, milk and dairy derivatives have been
perceived as essential components of health, strength, and hospitality across Indian households.

Within India, the state of Gujarat holds a uniquely prominent position regarding vegetarian culture and dairy
production. Located in western India, Gujarat is widely recognized for having one of the highest proportions of
vegetarians in the country. The state is also historically celebrated as the birthplace of India's White Revolution
and the home of major dairy cooperatives such as Amul (Gujarat Cooperative Milk Marketing Federation). In
Gujarati culture, dairy items are central to daily dietary habits, traditional sweets, and festive cooking.
Consequently, transitioning from traditional lacto-vegetarianism to strict veganism requires consumers in Gujarat
to give up dairy products, which represents a significant socio-cultural and psychological shift.

Despite these deeply ingrained dairy traditions, urban centers in Gujarat-such as Ahmedabad, Surat, Vadodara,
and Rajkot-are witnessing a noticeable shift in consumer awareness and dietary behavior. Urban, educated, and
digitally connected consumers in Gujarat are increasingly being exposed to global health trends, fitness
movements, lactose intolerance awareness, and animal welfare advocacy through digital marketing channels.
Digital marketing strategies employed by domestic and international plant-based brands (such as oat milk
manufacturers, almond milk producers, soy protein brands, and vegan snack companies) focus heavily on targeted
digital advertising, educational content marketing, and influencer partnerships to build consumer trust.

Furthermore, the rise of e-commerce platforms, specialized online grocery delivery services (such as BigBasket
and Blinkit), and digital food delivery applications (such as Zomato and Swiggy) has dramatically reduced
distribution barriers for vegan products in Gujarat. Through digital ad banners, algorithmic product
recommendations, and targeted promotional offers, consumers are continually exposed to plant-based alternatives
while browsing online marketplaces. This continuous digital exposure creates a modern marketing ecosystem that
not only informs consumers about the health and environmental consequences of dairy consumption but also
provides direct, frictionless access to order vegan alternatives right to their doorsteps.

Understanding the precise dynamics through which digital marketing drives consumer awareness and subsequent
adoption of veganism in Gujarat is therefore of great academic and practical significance. While global literature
offers extensive insights into vegan consumer behavior in Western societies, empirical research focusing on
regional Indian contexts-particularly in dairy-rich, vegetarian states like Gujarat-remains limited. This study aims
to fill this critical research gap by empirically investigating how various digital marketing dimensions influence
consumer awareness, attitudes, and actual adoption of veganism among consumers across key cities in Gujarat.

2. Need of the Study

The necessity of conducting this study arises from the distinct socio-cultural, economic, and technological
landscape of Gujarat, combined with the rapid evolution of digital marketing communication. While substantial
international research exists on plant-based dietary shifts, most existing studies have been conducted in Western
contexts where consumers transition from heavy meat-based diets to veganism. In sharp contrast, consumers in
Gujarat transition from a lacto-vegetarian diet to a vegan diet. This fundamental difference means that the main
challenge in Gujarat is not encouraging consumers to stop eating meat, but rather convincing them to eliminate
dairy products like milk, ghee, butter, and paneer from their daily lives. Therefore, investigating how digital
marketing overcomes this unique cultural barrier is essential.
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A significant literature gap exists regarding the specific effectiveness of digital marketing tools in driving health
and lifestyle changes in western India. Although businesses in the fast-moving consumer goods (FMCG) and food
sectors are allocating substantial advertising budgets toward digital channels-including social media ads,
influencer collaborations, video content, and targeted search engine campaigns-there is a lack of empirical
evidence detailing which specific digital marketing formats are most influential in creating consumer awareness
and driving actual product purchase. Marketers need clear data on whether informative health videos, lifestyle
influencer endorsements, or promotional discount ads exert the strongest impact on consumer decision-making.

From a managerial and business perspective, the plant-based food industry in India is experiencing unprecedented
growth, with dozens of innovative startups launching dairy-free milks, plant-based cheeses, vegan protein
supplements, and cruelty-free personal care items. However, many plant-based startups face challenges related to
high customer acquisition costs, consumer skepticism regarding product taste, and limited consumer awareness.
By providing concrete empirical data on consumer responsiveness to digital marketing in Gujarat, this study offers
actionable strategic insights for brand managers, digital marketing strategists, and food entrepreneurs seeking to
optimize their digital campaigns, refine target audience segmentation, and increase conversion rates in regional
Indian markets.

From a societal and public health perspective, understanding consumer awareness and adoption of veganism is
increasingly vital. Lifestyle disorders such as lactose intolerance, dairy protein allergies, high cholesterol,
cardiovascular diseases, and type-2 diabetes are growing health concerns in urban India. Digital marketing serves
as a powerful medium for dissemination of health information and nutritional education. Evaluating how digital
media impacts consumer health choices helps health advocates, nutritionists, and policymakers leverage digital
channels effectively to promote sustainable, healthy, and plant-based eating practices across diverse demographic
groups.

Finally, Gujarat represents a booming digital economy characterized by high smartphone penetration, low-cost
mobile data, and rapid urban internet adoption. Urban centers in Gujarat possess a young, tech-savvy population
that spends several hours daily on digital platforms. Conducting empirical research in this dynamic geographical
context provides a contemporary snapshot of how modern digital marketing channels influence consumer
decision-making processes. This study addresses these theoretical, practical, and empirical requirements by
examining the relationship between digital marketing exposure, consumer awareness, and veganism adoption in
Gujarat.

3. Literature Review

Sharma (2021) investigated the role of digital social platforms in driving health-conscious food choices among
urban consumers in western India. The author conducted a quantitative survey among 220 young adults to measure
how exposure to health-focused Instagram posts and informative YouTube videos affected consumer dietary
awareness. The findings showed that digital marketing content significantly enhanced consumer understanding of
plant-based alternatives and encouraged initial trial purchases of dairy-free products. The study highlighted that
visual content showing step-by-step cooking recipes and clear nutritional benefits played a key role in overcoming
initial consumer hesitancy toward vegan food choices.

Patel and Joshi (2022) examined consumer perception and adoption of vegan diets in major western Indian cities,
focusing specifically on urban centers in Gujarat such as Ahmedabad, Vadodara, and Surat. The authors analyzed
survey data from 180 respondents to determine how digital communications differentiated strict veganism from
traditional lacto-vegetarianism. Their findings indicated that while general awareness of vegetarianism was nearly
universal, digital content marketing was the primary source through which consumers aged 18 to 35 learned about
the ethical and health differences of a dairy-free vegan lifestyle. The study concluded that informative social media
posts reduced consumer confusion regarding plant-based nutrition.
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Mehta (2022) analyzed the impact of social media influencer endorsements on ethical consumerism and green
purchasing behavior in tier-1 and tier-2 Indian cities. Using a structured questionnaire administered to 200 social
media users, the study evaluated the credibility of micro-influencers and fitness creators who promoted cruelty-
free and plant-based living. The empirical findings demonstrated that influencer recommendations had a strong
positive effect on consumer trust and purchase intent. Consumers who regularly viewed influencer content related
to health and plant-based cooking exhibited significantly higher willingness to buy vegan food items compared to
non-viewers.

Aleixo, Sass, Leal, and Dantas (2021) examined how social media can be used to understand consumer perceptions
of veganism and plant-based diets. The study specifically focused on Twitter as a digital source for market
research. The researchers used a social networking data-mining methodology to collect and compare posts related
to the terms “vegan” and “plant-based diet.” The differences between the two groups were tested using the global
chi-square test and chi-square per cell analysis. The findings showed that posts related to veganism were strongly
connected with recipes, trends, criticism, and negative comments about veganism, while plant-based diet
discussions were more connected with nutrition, physical activity, and consumer health. The study showed that
social media provides direct information about consumer thoughts and attitudes and can therefore help marketers
understand different vegan and plant-based consumer groups. The authors concluded that digital platforms can be
useful for developing products, services, and marketing strategies according to the needs of specific consumer
segments.

Pilaf, Stanislavska, Kvasni¢ka, Hartman, and Ticha (2021) studied the presentation and perception of vegan and
healthy food on Instagram. The main purpose was to identify the major topics connected with healthy food and
understand the communities created around food-related content on a digital platform. The researchers used social
media analysis based on hashtag research and examined 2,045,653 Instagram messages created by 427,936 users.
They used frequency analysis, eigenvector centrality, betweenness centrality, community analysis, modularity
analysis, and network visualization to identify important relationships between hashtags. The findings showed
that vegan food was one of the most frequently connected characteristics of healthy food on Instagram, with the
hashtags “vegan” and “veganfood” forming an important part of the healthy-food discussion. Vegan food was
also strongly connected with vegetarian, plant-based, organic, homemade, and healthy lifestyle content. The study
further showed that food bloggers and influencers play an important role in presenting food choices and creating
communities around healthy eating. These findings suggest that attractive visual content and influencer
communication can influence how consumers understand vegan products and lifestyles.

Laakso, Niva, Erdntic, and Aapio (2021) examined the role of social media discussions in changing everyday food
practices through the Finnish Vegan Challenge campaign. The researchers used a large social-media dataset
containing 14,250 messages related to the Vegan Challenge. A combination of qualitative content analysis and
topic modelling was used to identify the major themes and understand how online discussions were connected
with changes in food practices. The findings showed that social media created opportunities for social learning
among consumers, including learning about purchasing, preparing, cooking, and consuming vegan food.
Consumers also shared personal experiences and stories about veganism, which helped create a community around
vegan food practices. At the same time, the discussions included questions and disagreements about
environmental, ethical, and nutritional claims. The study therefore showed that digital communication can
influence consumer perception by providing knowledge and peer experiences, but consumers may also question
and challenge the information presented online. The research concluded that social media communities can
support changes towards sustainable food consumption.

Cooper, Dedehayir, Riverola, Harrington, and Alpert (2022) investigated consumer perceptions of the value
proposition of vegan food products using digital consumer conversations. The objective was to understand which
messages and benefits connected with vegan food are most important to consumers. The researchers collected
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more than 120,000 tweets related to veganism and examined them using Leximancer text-analytics software to
identify the main themes and relationships within consumer conversations. The findings showed that although
vegan food is commonly connected with three major drivers-ethical concerns, personal health, and environmental
benefits-the online conversations contained relatively limited discussion about environmental sustainability.
Instead, consumers more frequently discussed personal health characteristics, such as dairy-free and nutritional
benefits, and consumption-related qualities such as taste and deliciousness. The study also found differences
between vegan and non-vegan conversations, indicating that one marketing message may not be suitable for both
groups. The findings are important for digital marketing because they suggest that vegan brands should use
different messages for different consumer segments rather than depending only on environmental or ethical
appeals.

Pilat, Pilafova, Chalupové, Stanislavska, and Pitrova (2022) studied the role of food bloggers and vegan food
discussions on Twitter. The objective of the research was to identify major food-related topics and understand
how social media content connects food bloggers with consumer interests, including vegan food. The researchers
applied a Social Media Analysis based on Hashtag Research Framework to a very large dataset of 686,450 tweets
posted by 171,243 unique users between January 2017 and May 2022. Hashtag frequency, network analysis, and
community analysis were used to identify important topics and relationships. The findings showed that food-
related digital communication included strong connections with healthy, homemade, tasty, and vegan food. The
study demonstrated that social media creates a large digital footprint that can be used to understand consumer
interests and food trends. For vegan marketing, the findings indicate that food bloggers and digital communities
can help make vegan food more visible and can connect vegan products with health, taste, recipes, and lifestyle
themes.

4. Research Objectives

1. To evaluate the impact of digital marketing channels (social media ads, influencer content, and informative
videos) on creating awareness about veganism among consumers in Gujarat.

2. To examine the direct influence of digital marketing strategies on the actual adoption and purchase intent of
vegan products among consumers in Gujarat.

5. Sample Size

To achieve the research objectives and ensure robust statistical testing, a total sample size of 150 respondents (N
= 150) was selected for this empirical study. The sample size falls strictly within the target range of 100 to 200
respondents, which provides sufficient statistical power for descriptive and inferential analysis, including Chi-
Square testing and Multiple Linear Regression analysis.

The respondents were selected from four major urban centers in Gujarat, representing a comprehensive
geographical and demographic cross-section of the state's urban consumer population. The distribution of
respondents across cities is structured as follows: Ahmedabad (50 respondents, 33.3%), Surat (40 respondents,
26.7%), Vadodara (35 respondents, 23.3%), and Rajkot (25 respondents, 16.7%). Care was taken to include
diverse age groups, gender categories, income levels, and educational backgrounds to ensure high data
representative quality for urban consumers in Gujarat.

6. Sampling Technique

This study employed the Simple Random Sampling technique to select respondents from the defined population
of urban consumers in Gujarat. Simple random sampling ensures that every individual consumer in the target
population has an equal and independent probability of being chosen for participation in the study, thereby
minimizing sampling bias and enhancing the generalizability of the empirical findings.
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To operationalize simple random sampling in practice, a digital survey questionnaire link was distributed across
verified public online consumer groups, social media community pages, university networks, and corporate email
directories in Ahmedabad, Surat, Vadodara, and Rajkot. A random generation code was utilized to select complete
responses from the received submissions. Screening questions were included at the beginning of the questionnaire
to verify that respondents resided in Gujarat, possessed active internet access, and were responsible for or involved
in household food purchasing decisions. A total of 150 valid, fully completed survey responses were retained for
statistical data analysis.

7. Data Analysis

The collected primary survey data from 150 respondents was analyzed using modern statistical software. A
systematic quantitative analysis was conducted to address the two research objectives. The data analysis comprises
three key analytical components: (1) Demographic Profiling of Respondents using Descriptive Frequency
Analysis, (2) Chi-Square Test of Independence to evaluate Objective 1 regarding digital marketing exposure and
veganism awareness, and (3) Multiple Linear Regression Analysis to evaluate Objective 2 regarding the impact
of digital marketing dimensions on vegan product adoption and purchase intent.

7.1 Demographic Profile of Respondents

Table 1 presents the detailed demographic profile of the 150 survey respondents across gender, age group, city of
residence, and current dietary preferences.

Gender Male 68 45.3%
Gender Female 82 54.7%
Age Group 18 - 25 years 52 34.7%
Age Group 26 - 35 years 58 38.7%
Age Group 36 - 45 years 26 17.3%
Age Group Above 45 years 14 9.3%
City of Residence Ahmedabad 50 33.3%
City of Residence Surat 40 26.7%
City of Residence Vadodara 35 23.3%
City of Residence Rajkot 25 16.7%
Dietary Baseline Lacto-Vegetarian 102 68.0%
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Dietary Baseline Non-Vegetarian / 28 18.7%
Eggetarian

Dietary Baseline Already Vegan / 20 13.3%
Dairy-Free

Table 1: Demographic Distribution of Respondents (N = 150). Source: Primary Survey Data.

As shown in Table 1, female respondents constitute 54.7% of the sample, while males account for 45.3%. A
significant majority of respondents (73.4%) belong to the younger age brackets of 18-25 years and 26-35 years,
reflecting the active internet-using population in urban Gujarat. In terms of dietary baseline, 68.0% of respondents
identified as traditional lacto-vegetarians, 18.7% as non-vegetarians/eggetarians, and 13.3% as practicing vegans
or dairy-free individuals.

7.2 Analysis for Objective 1: Digital Marketing Exposure and Veganism Awareness (Chi-Square Test)

To fulfill Objective 1, the study investigated whether a statistically significant association exists between the
frequency of consumer exposure to digital marketing content (low, medium, high exposure) and their level of
awareness regarding veganism (low, moderate, high awareness).

Hypothesis Testing for Objective 1:

Null Hypothesis (HO1): There is no statistically significant association between consumer exposure to digital
marketing channels and awareness of veganism in Gujarat.

Alternative Hypothesis (H11): There is a statistically significant association between consumer exposure to digital
marketing channels and awareness of veganism in Gujarat.

Low Exposure 22 12 4 38
(Rarely view
digital ads)

Medium 10 31 15 56
Exposure (1-3
times/week)

High Exposure 3 16 37 56
(Daily exposure)

Total 35 59 56 150

Table 2: Cross-Tabulation between Digital Marketing Exposure and Veganism Awareness Level. Source:
Primary Survey Data.
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Pearson 41.852 4 0.000001 (p < Reject Null
Chi- 0.05) Hypothesis (HO1)
Square

Vo)

Likelihood 43.120 4 0.000001 (p < Reject Null
Ratio 0.05) Hypothesis (HO1)
Cramer's 0.373 - 0.000001 Moderate to Strong
V (Eftect Association
Size)

Table 3: Chi-Square Test Results for Digital Marketing Exposure vs. Veganism Awareness. Source:
Statistical Output.

Interpretation of Chi-Square Results: As detailed in Table 3, the Pearson Chi-Square test yielded a calculated test
statistic of y> = 41.852 with 4 degrees of freedom, resulting in a p-value of 0.000001 (p < 0.05). Since the p-value
is substantially below the standard significance threshold of 0.05, the null hypothesis (HO1) is decisively rejected.
This provides strong empirical evidence supporting the alternative hypothesis (H11), confirming that digital
marketing exposure is statistically significantly associated with higher levels of consumer awareness regarding
veganism in Gujarat. The Cramer's V value of 0.373 indicates a moderate-to-strong strength of association.

7.3 Analysis for Objective 2: Impact of Digital Marketing Dimensions on Vegan Adoption (Multiple
Regression)

To address Objective 2, Multiple Linear Regression Analysis was conducted to determine the direct extent to
which specific digital marketing dimensions influence the adoption and purchase intent of vegan products among
consumers in Gujarat. The dependent variable (Y) is 'Vegan Product Adoption and Purchase Intent' (measured on
a 5-point Likert Scale). The three independent predictor variables are:

1. Social Media Advertising (X1): Frequency and appeal of targeted social media ads on Instagram and Facebook.
2. Influencer Marketing (X2): Endorsements, lifestyle content, and recipe posts by digital content creators.

3. Online Informative Content (X3): Blogs, educational YouTube videos, health articles, and nutritional graphics.
Hypothesis Testing for Objective 2:

Null Hypothesis (H02): Digital marketing dimensions (Social Media Ads, Influencer Marketing, Online
Informative Content) have no statistically significant impact on the adoption and purchase intent of vegan products
in Gujarat.
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0.742

0.551

0.542

0.418

Table 4: Multiple Regression Model Summary. Source: Statistical Output.

Regression 31.425 3 10.475 59.782 0.000 (p <
0.05)

Residual 25.584 146 0.175 - -

Total 57.009 149 - - -

Table 5: ANOVA Test Results for Regression Model Significance. Source: Statistical Output.

(Constant)

0.512

0.185

2.768

0.006

Social Media
Advertising
(X1)

0.342

0.068

0.365

5.029

0.000

Influencer
Marketing
(X2)

0.298

0.062

0.322

4.806

0.000

Online
Informative
Content (X3)

0.215

0.059

0.238

3.644

0.000

Table 6: Regression Coefficients for Predictors of Vegan Adoption. Source: Statistical Output.
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Interpretation of Regression Analysis Results:

1. Model Goodness-of-Fit: As shown in Table 4, the multiple correlation coefficient (R) is 0.742, indicating a
strong positive correlation between the set of digital marketing predictors and consumer adoption of veganism.
The R-Square (R?) value is 0.551, which signifies that 55.1% of the variance in vegan product adoption and
purchase intent among consumers in Gujarat is directly explained by the three digital marketing variables in the
model. The remaining variance is attributable to external factors such as product pricing, retail availability, and
personal taste preferences.

2. Overall Model Significance: Table 5 shows the ANOVA summary. The F-statistic value is 59.782 with a p-
value of 0.000 (p < 0.05). This confirms that the regression model is overall statistically significant and provides
a highly reliable prediction of vegan adoption.

3. Relative Impact of Predictor Variables: Examining the regression coefficients in Table 6 yields the following
empirical insights:

* Social Media Advertising (X1) has the strongest positive impact on vegan adoption (Standardized Beta § =
0.365, t=5.029, p = 0.000). For every unit increase in effective social media ad exposure, vegan adoption intent
increases by 0.342 units.

* Influencer Marketing (X2) is the second most influential predictor (Standardized Beta f = 0.322, t = 4.806, p =
0.000). Lifestyle creators and digital food influencers exert a statistically significant positive effect on motivating
consumers to adopt plant-based products.

* Online Informative Content (X3) also demonstrates a statistically significant positive contribution (Standardized
Beta B = 0.238, t = 3.644, p = 0.000), reinforcing that educational recipe guides and health blogs build necessary
baseline trust.

Consequently, the null hypothesis (H02) is rejected, and the alternative hypothesis (H12) is fully accepted. All
three digital marketing dimensions significantly drive the adoption and purchase intent of veganism among
consumers in Gujarat.

8. Conclusion

This research paper evaluated the impact of digital marketing on consumer awareness and adoption of veganism
in Gujarat. Through an empirical study of 150 respondents across major urban centers including Ahmedabad,
Surat, Vadodara, and Rajkot, the research provides clear insights into modern consumer behavior within a
traditionally dairy-dependent, lacto-vegetarian state.

The statistical findings conclusively demonstrate that digital marketing is the primary catalyst driving the plant-
based dietary transition in Gujarat. The Chi-Square test confirmed a highly significant association (y* =41.852, p
<0.001) between exposure to digital marketing channels and heightened consumer awareness regarding veganism
and dairy alternatives. Furthermore, the Multiple Linear Regression model proved that digital marketing
dimensions explain 55.1% of the total variance in vegan product adoption and purchase intent (R* = 0.551, F =
59.782, p < 0.001). Among the predictors, social media advertising emerged as the strongest driver (§ = 0.365),
followed closely by influencer marketing (B = 0.322) and informative online content (f = 0.238).

Managerial and Practical Implications: The study offers practical recommendations for digital marketers, food
brand managers, and plant-based startups targeting the Indian market:

e Leverage Social Media and Visual Campaigns: Brands should focus heavily on short-form video
advertising on Instagram Reels and YouTube Shorts, emphasizing taste, texture, and affordability of plant-
based milks and snacks.
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Utilize Local Influencer Marketing: Collaborating with Gujarati food bloggers and fitness influencers
builds authentic trust, helping consumers see how traditional Gujarati recipes can be adapted into delicious
dairy-free versions.

Address Socio-Cultural Beliefs through Content: Digital content strategies should focus on scientific
education regarding lactose intolerance and plant-based nutrition to reduce cultural anxiety about
eliminating dairy.

Limitations and Future Research: While this study provides valuable insights, it is limited to an urban sample size
of 150 respondents in Gujarat. Future research could expand the geographical scope to suburban and rural areas
across India, utilize longitudinal research designs to measure long-term lifestyle retention, and examine pricing
sensitivities in greater detail.
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