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1 Introduction

that mimic meat9s sensory profile



2

Lewin9s three and Kotter9s eight

3
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2 Industry Analysis
2.1 Purpose & Scope

2.2 Industry Overview

2.2.1 Definition & Segmentation of PBM

without replacement, often described as the <less but better= 



4
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2.2.2 Market size & Growth trends
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Germany9s plant

Germany9s meat substitutes market generated 
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2.3 External Environment Analysis

2.3.1 PESTEL Analysis

y9s or product9s

< =

Political Factors

3 3

Economic Factors 

Germany9s plant (see <Market Size & Growth Trends=), 

CAGR from 2024 to 2030 underscores Germany9s global leadership 

Social Factors
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Technological Factors

Environmental Factors

PBM9s overall footprint remains 

Legal Factors

such as <milk= and < = for plant

use of <burger= and <sausage= when not misleading 

Germany9s 2020 < =
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: Official <Vegan= and <Vegetarian= Labels in Germany

2.3.2 Porter’s Five Forces

Porter9s Five Forces on PESTEL9s macro view to analyse competitive dynamics, 

Competitive Rivalry 

Germany is Europe9s largest PBM market, attracting brands such as Beyond Meat, Garden 

The threat of new entrants

Bargaining Power of Suppliers
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Bargaining Power of Buyers

Threat of Substitutes

and Porter9s Five Forces reveal a dynamic German 

2.4 Competitive Landscape

2.4.1 Key Players in Germany
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2.4.2 Competitive Strategies & Distribution Channels
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2.5 Consumer Analysis

2.5.1 Demographic Segmentation
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<paradoxical gender effect,= suggests that greater social freedom allows individuals to more 

2.5.2 Psychographic Segmentation
Dietary Behaviour

<Flexitarians=
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Motivations, drivers, and the Theory of Planned Behaviour
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refers to an individual9s 

sense of control over their ability to adopt such a diet. This includes both confidence in one9s

Internal Barriers to Adoption

influences that hinder their integration into consumers9 diets. Among both omnivores and 
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2.5.3 Decision making factors
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3 Change Management & Behavioural Economics
3.1 Introduction to Change Management and Behavioural Economics

Lewin9s Change Model Kotter9s 8

3.2 Relevant Change Management Tools

3.2.1 Lewin’s Change Model

d in the literature as the <father of social change theories= due 
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Lewin9s framework suggests that 

Lewin9s

While Lewin9s 

3.2.2 Kotter’s 8-Step Model

Kotter9s 8 Step Model builds on Lewin9s unfreeze
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by identifying <low hanging fruit= and 
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Notably, Kotter9s model shares similarities with Lewin9s framework, particularly in its 

3.2.3 Behavioural Economics and Nudge Theory

A combination of Lewin9s and Kotter9s Change Models provides a structured and strategic 

<any aspect of the choice architecture that alters people9s 

without forbidding any options or significantly changing their economic incentives= (
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: TPB9s attitude, norm

Lewin9s , while Kotter9s eight steps 
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Top: Kotter’s 8 : TPB; Sides: Lewin’s Force Field
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4 Empirical Research & Findings
4.1 Research Design & Methodology 

4.1.1 Research Objective

4.1.2 Research Approach

3
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4.1.3 Target Group & Sampling

Following Saunders9 guidance on <selecting a non probability sampling technique,= this study 

4.1.4 Questionnaire Design

4.1.5 Pre-Survey Qualitative Interviews and Pre-Testing
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4.1.6 Data Collection

4.1.7 Hypotheses Development

4.1.8 Instrument reliability

scales was assessed using Cronbach9s alpha (α). Two scales reached the commonly accepted 
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threshold of α g 0.70, indicating acceptable reliability: the PBM barrier influence scale (α = 

0.73) and the social norm agreement scale (α = 0.73). The meat reduction importance scale (α 

= 0.53) and the PBM importance scale (α = 0.61) fell below this benc

r scales (<Taste curiosity= and <Social

media challenges=) contributed most to the reduced internal consistency. Nevertheless, all items 

4.2 Key Findings & Analysis

4.2.1 Sample Characteristics

3 3

held a bachelor9s degree and 27% a master9s or doctoral degree. Only 3% re
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4.2.2 Descriptive Results

around the questionnaire9s four thematic blocks 

Likert items were coded 1 = lowest to 5 = highest

Consumption behaviour
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frequency of use tends to correlate with the restrictiveness of one9s dietary 

3

above <monthly.= Among 253

3
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Motivations for reducing meat and consuming PBM

point scale (1 = <not at all important= to 

5 = <very important=). Among this subsample, ethical considerations sto

scores and were considered important by over 84 % of respondents. 

followed in third place (M = 3.46; 56.1 %), while 

or influencer campaigns were almost entirely absent as drivers (M = 1.52; 3.7 %). These 
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Barriers to PBM adoption
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3

28 % of the overall sample rated their concerns about 

received comparatively low importance scores (both f 2.4), suggesting they 

Social norms and perceived support

transitions. This section examines how perceived norms and the level of support within one9s 
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Spearman ρ = 0.25) 

meat reduction in one9s environment and the personal intention to reduce meat intake, 

barriers, and social norms, which correspond to hypotheses H13

4.3 Hypothesis testing

<Flexitarians consume plant

.=

g weekly) 

3

g .23). Median PBM frequency was 3
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Hypothesis to be tested is: <

.=

significant predictor (β = 0.31, SE = 0.09, t = 3.35, p = .001); health concern (β = 0.14, p = 

welfare concern (β = 3

<

group.=

(β = 0.33, p = .016), explaining 20% of 

three motives reached significance (|β| f 0.23, all p g .17), suggesting heterogeneous reasons 

concern became the sole significant driver (β = 0.44, p = .023), while environmental concern 

significant (β = 0.18, p = .38).
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<Perceived social norms (

meat.=

norm items served as predictors: (a) <People around me are reducing meat= 

Reduce) and (b) <People around me recently ate PBM= (SN

dependent variable was participants9 

point Likert scale from <strongly disagree= to <strongly agree.

β = 

β = 0.01, p = 

ρ = 0.55, p < .001
high enough to indicate multicollinearity (VIF f 1.05). However, the correlation does reflect 
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to be tested is H4: <

regularly.=

3

items (χ²(6) = 18.41, p = 0.001), and 
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4.4 Discussion of Results

4.4.1 Interpreting the Hypotheses

price slightly surpassed taste (27.9 % vs 21.8 %)
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4.4.2 Positioning the Findings within Behavioural Theory

Lewin9s and Kotter9s 

omnivores (<unfreezing=), while animal welfare messages seem better suited to reinforce 

change among those already committed (<refreezing=). Interestingly, direct exposure to PB

4.4.3 Limitations

(83 %

4.4.4 Future Research

this study9s limitations and 
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4.4.5 Comparison with prior studies

5 Application to Marketing & Adoption Strategies

 Addressing the issues and establishing the urgency for change
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CO₂ 

2. Leveraging Partnerships within a guiding coalition

of Cialdini9s (2001) 

only communicate a brand9s commitment to addressing environmental and health concerns but 

the public9s tendency to trust expert voices in these domains (

3. A vision for a collective, values-driven shift

reduction of meat consumption within one9s environ
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Mühle frames its mission around accessibility and enjoyment: <Our vision is to enable everyone 

and enjoyment= 

with its statement: <We believe there9s a better way to feed our future.=

4. Communicating the vision effectively

and framing of a brand9s vision all the more important. As Calegari 

emerging tools such as the <carbon handprint=. Compared to 

₂, into

such as <equivalent to burning x gallons of gasoline= or <daily energy use of x households,= 

5. Empowering Consumers to Act
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< = product

descriptors such as <plant based= are typically preferred over <vegan= or <vegetarian= 

6. Short-term wins

called <low hanging fruit=

<

=

Tony9s Chocolonely and Patagonia already employ such strategies to highlight their short

Tony9s Chocolonely, 2025

7. Build on change 
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8. Anchoring the change

the new <normal= choice 
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6 Conclusion 
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Appendix A: Pre-Survey Interview Summary 3 Emilia (April 2025)
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Appendix B: Pre-Survey Interview Summary - Kai (April 2025)
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Appendix C: Pre-Survey Interview Summary - Julius (April 2025)
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Appendix D: Pre-Survey Interview Summary 3 Fabian (April 2025)
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Appendix E: Pre-Survey Interview Summary 3 Cedrik (April 2025)
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Appendix F: Pre-Survey Interview Summary 3 Antonia (April 2025)
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Appendix G: Pre-Survey Interview Summary 3Johanna (April 2025)
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Appendix H: Export of Survey from Qualtrics (German & English)
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oOmnivore (Keine Ernährungseinschränkungen) (1) 

o Flexitarier/in (überwiegend pflanzlich, aber gelegentlich Fleisch) (2) 

oVegetarier/in (kein Fleisch, aber gelegentlich andere tierische Produkte) (3) 

oVeganer/in (vollständiger Verzicht auf tierische Produkte) (4) 

oOmnivore (no dietary restrictions) (1)

o Flexitarian (mainly plant-based, but occasionally meat) (2)

o Vegetarian (no meat, but occasionally other animal products) (3)

o Vegan (no animal products at all) (4)

o Täglich (1) 

o 3-5 mal pro Woche (2) 

o 1-2 mal pro Woche (3) 

o 1-2 mal pro Monat (4) 

oWeniger (5) 

oNie (6) 

oDaily (1)

o 3-5 times a week (2)

o 1-2 times per week (3)

o 1-2 times per month (4)

o Less (5)

oNever (6)

„Ich beabsichtige, meinen Fleischkonsum 
reduzieren.<
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o Stimme überhaupt nicht zu (1) Do not agree at all

o Stimme eher nicht zu (2) Rather disagree

oWeder noch / Neutral (3) Neither / Neutral

o Stimme eher zu (4) Tend to agree

o Stimme voll und ganz zu (5) Fully agree
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o o o o o
o o o o o
o o o o o

o o o o o

o o o o o

o o o o o
o o o o o
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„Ich beabsichtige, auch weiterhin auf den 
Konsum von Fleisch zu verzichten.<

o Stimme überhaupt nicht zu (1) Do not agree at all

o Stimme eher nicht zu (2) Rather disagree

oWeder noch / Neutral (3) Neither / Neutral

o Stimme eher zu (4) Tend to agree

o Stimme voll und ganz zu (5) Fully agree

o Ja (1) Yes

oNein (2) No
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oNie (1) 

o Selten (1-5 mal) (2)

oGelegentlich (1-2 mal pro Monat) (3) 

oRegelmäßig (1+ mal pro Woche) (4) 

oNever (1)

o Rarely (1-5 times) (2)

oOccasionally (1-2 times per month) (3)

o Regularly (1+ times per week) (4)
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o o o o o
o o o o o
o o o o o

o o o o o

o o o o o

o o o o o
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o o o o o
o o o o o
o o o o o
o o o o o

o o o o o

o o o o o

o o o o o
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o Preis (1) Price

oGeschmack (2) Taste

oVerfügbarkeit (z.B. in deinem Supermarkt) (3) Availability (e.g. in your supermarket)

o Textur/ Gefühl im Mund (4) Texture/feel in the mouth

oUnbekannte oder problematische Zutaten (5) Unknown or problematic ingredients

o Fehlende Vertrautheit/ Unsicherheit (z.B. wie man es zubereitet, womit man es 
kombiniert, welche Marke gut ist) (6) Lack of familiarity/uncertainty (e.g. how to prepare 
it, what to combine it with, which brand is good)

o Einfluss von Personen aus meinem Umfeld (z.B. Familie, Freunde oder Partner) (7) 
Influence of people from my environment (e.g. family, friends or partner) 

o Sonstiges (bitte angeben) (8) Other (please specify)

▢ Niedrigerer Preise (1) Lower prices▢ Besserer Geschmack (2) Better taste▢ Bessere Textur/ Gefühl im Mund (3) Better texture/feel in the mouth▢ Bessere Verfügbarkeit in Geschäften und Restaurants (4) Better availability in 
stores and restaurants▢ Mehr Informationen über gesundheitliche Vorteile (5) More information about 
health benefits▢ Nachweis von Vorteilen bei Nachhaltigkeit (6) Proof of benefits in terms of 
sustainability▢ Mehr Rezepte oder Kochinspiration (7) More recipes or cooking inspiration
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▢ Bekannte Marken oder vertrauenswürdige Unternehmen (8) Well-known 
brands or trustworthy companies▢ Inhalte in sozialen Netzwerken (z.B. Rezepte oder Challenges meiner 
Lieblings-Influencer/in) (9) Content on social networks (e.g. recipes or challenges from 
my favorite influencer)▢ Mehr Nutzung von Personen aus meinem Umfeld (10) More use of people 
from my environment▢ Nichts würde mich überzeugen (11) Nothing would convince me▢ Sonstiges (bitte Angeben) (12) Other (please specify)

„Ich beabsichtige, in den nächsten 6 
pflanzenbasiertes Fleisch zu essen.<

o Stimme überhaupt nicht zu (1) Do not agree at all

o Stimme eher nicht zu (2) Rather disagree

oWeder noch / Neutral (3) Neither / Neutral

o Stimme eher zu (4) Tend to agree

o Stimme voll und ganz zu (5) Fully agree

Q12 „In der Vergangenheit fiel es mir schwer, eine überwiegend pflanzliche Ernährung 
umzusetzen.<

o Stimme überhaupt nicht zu (1) Do not agree at all

o Stimme eher nicht zu (2) Rather disagree

oWeder noch / Neutral (3) Neither / Neutral

o Stimme eher zu (4) Tend to agree

o Stimme voll und ganz zu (5) Fully agree
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Q13 "Menschen in meinem Umfeld (z. B. Familie und Freunde) reduzieren ihren 

o Stimme überhaupt nicht zu (1) Do not agree at all

o Stimme eher nicht zu (2) Rather disagree

oWeder noch / Neutral (3) Neither / Neutral

o Stimme eher zu (4) Tend to agree

o Stimme voll und ganz zu (5) Fully agree

Q14 "Mir ist aufgefallen, dass Menschen in meinem Umfeld (z. B. Familie und Freunde) 

<I have noticed that people around me (e.g. family and friends) have recently consumed 

o Stimme überhaupt nicht zu (1) Do not agree at all

o Stimme eher nicht zu (2) Rather disagree

oWeder noch / Neutral (3) Neither / Neutral

o Stimme eher zu (4) Tend to agree

o Stimme voll und ganz zu (5) Fully agree
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oUnter 18 (1) Under 18

o 18-24 (2) 

o 25-34 (3) 

o 35-44 (4) 

o 45-54 (5) 

o 55-64 (6) 

o 65+ (7) 

o Frau (1) Woman

oMann (2) Man

oDivers/ Nicht-binär (3) Diverse/non-binary

oMöchte ich nicht angeben (4) Prefer not to say
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oHauptschulabschluss (1) Secondary school 

oRealschulabschluss (4) Secondary school (special to Germany)

o (Fach-)Abitur / Allgemeine Hochschulreife (5) General higher education 

oBerufsausbildung (6) Vocational training

o Fachhochschulabschluss (z. B. Bachelor, Diplom FH) (7) Degree from a university of 
applied sciences

oUniversitätsabschluss (z. B. Bachelor, Diplom, Staatsexamen) (2) University degree

oMasterabschluss (3) Master degree

o Promotion / Doktorgrad (8) Phd

oKeine Angabe / Sonstige (9) Not specified / Other
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Appendix I: Sample distribution table

Master9s degree

Appendix J: PBM consumption frequency overall table

3

Appendix K: PBM consumption per dietary group table

–5 / 6 mo
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Appendix L: Motivations for meat reduction table

Appendix M: Motivations for PBM consumption table

Appendix N: Barriers to PBM consumption table
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Appendix O: Forced Choice Barriers to PBM consumption table
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