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In today9s complex food environments, consumer decision

but also for producers of <unintentionally vegan= items, i.e., products that are vegan by default, 

the perceived intentionality of a product’s vegan status



–

such as an <organic= or <natural= label

< = < = < =

<lo fat= claims have been found to 

Similarly, <natural= labels may 



consumers interpret cues such as <fat free= or <organic= as signs of health, others view them as 

like 8organic9 or 8natural9 claims, vegan labels may likewise activate such heuristic processes, 

In this thesis, the terms 8vegan9 and 8plant based9 are used synonymously, as both 

derived ingredients (Ruby et al., 2024; Branković et 

s9



Ruby et al. (2024) and Branković et al. (2025) found only minor differences between 

<vegan,= <vegetarian,= and <plant ,= with <plant based= performing slightly better in 

than comparable items from competitors like McDonald9s (Chandon & Wansink, 2007). 

Studies further suggest that the heuristic <healthy = can eat more= encourages greater 

of actual differences. Likewise, <low fat= claims reduce guilt and increase perceived portion 



more expensive, regardless of their actual price, reflecting the widespread <healthy = 

expensive= heuristic (Haws et al., 2017). 



9s origin

<organic= or <gluten free= 

viewed as less processed than conventional alternatives (Prada et al., 2019), and <natural= 



which a company is believed to act in the consumer9s best interest (Go

as reliable, it reduces consumers9 perceived 



a persuasion attempt, they are more likely to respond critically, question the brand9s motives, 

to be seen as aligned with the brand9s ethical or health

Taken together, these insights suggest that the perceived intention behind a product9s vegan 

but also affect consumers9 willingness to try and 



through labels and consumers9 individual predispositions. While the present study does not 

focus on these factors directly, participants9 label attitudes, familiarity with veganism, and 

nality of a product9s vegan status may shape 

Does the perceived intentionality of a product9s vegan 





received a short explanation of the terms <vegan= and <intentionally vegan= before beginning 

(<How high in calories do you 

think this product is?= (<How expensive do 

you think this product is?= <How 

l of this product?=



–

–

–



–



<In your 

opinion, what is the caloric value of the product you just saw?=

caloric), adapted from Prada et al. (2017). Second, they compared the product9s calories to 

<Compared to other products in this category, do you think one 

serving of this product contains fewer or more calories?=

[Cronbach9s α

<How expensive do you think the previously shown product is?=

<Compared to other products in this category, do you think this product is expensive?=

[Cronbach9s α

<Based on the photo that you just saw, how likely is it that the product 

is minimally processed?=

<How likely is it that the product contains ingredients that have been artificially 

manipulated?=

[Cronbach9s α

<I trust this product= <This product seems reliable=

<The company behind this product is honest 

with consumers= <I believe the company behind this product acts with good intentions=

[Cronbach9s α

<I am willing to try this product=

<I would prefer to buy this product over 

other similar products=

bach9s α



<To what extent do you think the product you were shown is intentionally 

vegan (i.e., specifically made to be vegan)?= 

<Vegan Label= <Vegetarian Label= <Plant based Label=

<There was no label shown=

<When buying groceries, I seek labeled products= <Food labels allow me to know what I am 

consuming= <It is important that may food is labeled=

[Cronbach9s α

<How do you rate your knowledge about vegan products?= and <How 

familiar are you with what it means for a product to be labeled as vegan?=

point scale (1 = not at all familiar, 5 = extremely familiar) [Cronbach9s α

–

<This product seems healthier 

than similar products= <I expect this product to taste better than similar products=



<Do you think the product 

you saw has been prepared in an environmentally friendly way?= <Do you believe the product 

you were shown is environmentally friendly?=

[Cronbach9s α

part of a Master9s thesis on consumer perceptions of food products. They were assured that 

explicitly stated that the product carried a vegan label (with a brief explanation of <vegan=). No 



χ²(

= 1.39) in the manipulation check, Welch9s – Cohen9s 
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significantly shaped participants9 behavioral intentions.
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This chapter interprets the results of the analysis and discusses theoretical implications, 

outlines managerial contributions, and addresses the study9s limitations before suggesting 

future research.

are moderated by the perceived intentionality of a product9s vegan status. A

as <organic= or <low fat= often trigger halo effects, leading consumers to underestimate caloric 

–

<healthy = expensive= heuristic 





example <chocolate is always caloric= or <spreads are always cheap=





consumers did not actively question or interpret the origin of a product9s vegan status. For 

(Bergkvist & 

Rossiter, 2007).



study sample. In addition, the product names may have caused confusion. For instance, <almond 

milk chocolate= might not have been int

< = does not automatically mean <healthy,= which may weaken 







–

–

–

It9s only natural: the mediating impact of 

consumers9 attribute inferences on the relationships between product claims, perceived 
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Welcome, and thank you for participating in this survey as part of my Master9s thesis at Católica Lisbon School 

<Participant ID=. This ID is only used to confirm your participation and to match your survey response with your 
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ities (Cronbach’s α)
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