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Abstract 

Key words: social media, veganism, diet, influence, public perceptions 

This article investigates whether social media influences public perceptions of veganism. We 

have conducted an extensive literature review and for the methodology we have used mostly 

primary data with an explanatory sequential design (survey and focus group). The survey data 

demonstrate a weak or no correlation between social media usage and public perceptions of 

veganism. Pre-existing views of veganism were not altered or changed after being shown 

multiple videos about veganism. However, there was the suggestion of a connection between 

childhood, presence on social media and attitudes towards veganism. 
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I. Introduction  

Aim 

The aim of this paper is to investigate the connection between social media and the recent rise 

of veganism as a social movement. Through quantitative and qualitative analysis of various 

experiences and diverse perceptions people have of the vegan diet, we aim to identify whether 

there is a connection between using new media platforms and veganism.  

Literature Review 

The current literature indicates an underlying relationship between social media and the 

popularity of veganism. Laakso et al. (2022) states in relation to the Finnish Vegan Challenge, 

social media has acted as a key contributor to educating the public on veganism, also 

stimulating questions about the conventional meat-based diet. Furthermore, qualitative 

evidence in a study by Erben & Balaban-Sali (2016) shows how social media has provided a 

medium for vegan activists in Turkey; they expressed that they “felt heard”. A study by Phua 

et al. (2020) further suggests an accelerating impact social media; when an individual’s self-

concept, such as health or environmental consciousness, “matches” with a social media or 

celebrity endorsers’ perceived characteristics, the individual’s intention to become vegan 

increases. Furthermore, Hwang & Kim (2015) states that social media does not only act as a 

simple reinforcer for individuals but can play a pivotal role in accelerating social movements. 

Jennings et al. (2019) also states that social media tends to generally portray the vegan diet in 

a positive manner, however, can be ignored or unreached by non-vegans.  

Nevertheless, it is undisputable that much of the current and past literature’s focus is limited to 

either ‘whether social media representation of vegans is fair’ or ‘how vegan activists use social 

media as a means of promoting their campaigns.’ Whether social media exposure has a 

correlated impact on the public audience’s perceptions of veganism is rather underexplored. 

Much of the completed studies target people who are already vegan or, on the contrary, those 

who are strongly ‘anti-vegan’.  

Through this study, the authors seek to address the identified gap in literature by investigating 

whether social media and exposure to vegan content on various platforms can shape the 

public’s view of veganism, including those that range from minimal interest in veganism to 
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those who have voluntarily adopted a vegan diet. The authors have studied how social media 

may change or question the public’s existing perceptions of veganism, and whether this may 

encourage them to participate in this recently rising social movement.  

Research question  

The research question investigated in this study is: “What is the impact of social media on 

public perceptions of veganism?” The independent variable of this study is the exposure to 

social media and the dependent variable is public perceptions of veganism. Whilst there may 

be multiple independent variables present, this study will be solely investigating social media’s 

influence on perceptions of veganism, controlling for all other possible factors that may 

influence the stated dependent variable. This is of particular importance as there is increased 

discussion of social media influence on public perceptions of social movements and 

environmental change, and to what extent prolonged exposure to such targeted content may 

reinforce one’s existing opinions.  

Hypotheses 

The hypotheses for this study are the following: 

H0: There is no association between social media and public perceptions of veganism 

H1: There is an association between social media and public perceptions of veganism.  

To test these hypotheses, this study adopts a mixed method approach: a quantitative analysis 

on collected primary survey data and a qualitative analysis on the focus group discussion. The 

rationale for utilising this mixed method approach is because quantitative data alone cannot 

provide detailed explanations for suggested correlations between the independent and 

dependent variables, and qualitative data from alone is difficult to extrapolate and generalise 

to the wider population. 
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II. Methodology 

 

Quantitative data 

1. Participants  

 

A convenience sampling method was conducted for 78 participants with approximately 70 

being LSE Undergraduate students aged 18-21 years. It was conducted over the time interval 

of 08/06/2023 to 12/06/2023. Participants were asked to complete a survey created from 

Microsoft Forms through a type of social media (WhatsApp). Majority of the participants were 

known to varying degrees to the researcher. 

 

The mean age of the participants were 20.76 years, where 53.85% identified as female, 42.31% 

identified as male, and 3.87% identified as other.  Majority of the participants had lived or were 

living in the United Kingdom at the time of the survey, where a considerable amount of 

exposure to social media is used as a means of communication (S, et al., 2020). 70 of the 

participants identified their diets as non-vegan/vegetarian, 5 identified as vegetarian and 3 

identified as vegan.  

 

2. Materials  

 

a. Microsoft Forms  

Microsoft Forms allows for the easy design of surveys to be conducted and was selected by the 

researchers for the data security of the participants.  

 

b. RStudio 

RStudio and R allows for the quantitative analysis of the data collection performed through 

Microsoft Forms.  

  

 

 

 



   

 

 
6 

 

 

       3.  Design  

 

An explanatory sequential design was used for the entire research project to allow for the 

interpretation of the numeric findings found in the quantitative data collection. 

 

4. Procedure  

 

Researchers had a small sample complete the initial survey to detect possible flaws with the 

data collection. After confirming no errors detected, the survey was advertised across 

Whatsapp group chats that the researchers were a part of with the last question allowing an opt-

in for a focus group participation. This was to gather a wide range of data and not limit the data 

collection to particular groups. Surveys were anonymised with the option to write their email 

address in order to be contacted for the focus group discussion.  

 

The survey asked for the gender identity and diet of the participants, and then measured their 

perception of veganism. A mixture of question formats were used in the survey to collect a 

richness of data, ranging from interval questions about social media usage e,g, ‘how many 

number of hours do you spend of social media’ to ordinal questions about the perceptions of 

veganism on social media, e.g. ‘I believe everyone should follow a vegan diet’. A final 

multiple-choice question was asked to assess the participants’ perception of veganism on social 

media ranging from strongly negative = 1, to neutral = 3 to strongly positive = 5.  

 

The researchers then collectively performed a quantitative analysis through Rstudio.  

 

5. Ethical considerations  

 

Before being allowed to participate in the survey, participants were fully informed of the 

intentions of the study and of their right to withdraw their data at any point of the research. 

Each answer was completely anonymised to ensure confidentiality. 
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Qualitative data  

 

1. Participants  

 

4 out of 78 of the participants from the quantitative data collection opted in for the focus groups. 

3 out of 4 identified as female, with one participant identifying as ‘other’. All participants were 

Undergraduate students at LSE and were living in the UK at the time of this study. None of the 

participants identified as vegan, though one participant had tried a vegan diet during childhood.  

 

2. Materials  

a. Pre-written questions  

 

A pre-set list of 6 questions were used by the one moderating researcher to conduct the focus 

group. The questions were split into two sections of three questions. Before the videos were 

shown, one researcher asked about the participants’ opinions of veganism, personal 

experiences, and what they believe social media’s portrayal of veganism is. After each of the 

videos were shown, the researcher asked about the participants’ immediate responses to the 

video, whether the video had changed their perceptions of veganism, and whether they believed 

that if they were exposed to similar content for a prolonged period whether their perception of 

veganism would change. Researchers asked further questions based on emerging themes of the 

group discussion.   

 

b. Otter.ai  

Otter.ai, a website used to transcribe auditory conversations was used in real-time of each of 

the discussions automatically for the thematic analysis. 

 

c. Video clips.  

Four video clips were used to present to the participants to assess whether social media would 

influence pre-existing views of veganism. Two of the videos presented strongly subjective 

views about veganism (one negative, and one positive), with the other two videos presenting 

objective views about veganism (one negative and one positive). Each video was collected 

from YouTube.   
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3. Design  

 

A within-groups design was used given that the same participants in the focus group performed 

the survey. A thematic analysis was conducted on the transcriptions of the qualitative data to 

identify themes within the group discussion.  

 

4. Procedure  

 

Participants were asked to arrive in a classroom located on the LSE campus. Only one 

researcher facilitated the group discussion. The focus group took 49 minutes to complete. The 

entire focus group was auditorily recorded but not visually.  

 

In the thematic analysis an inductive approach and semantic approach was applied to identify 

the themes of experiences, accessibility, corporate vs individual responsibility and speculation, 

which we will discuss in section III.  

 

5. Ethical considerations  

 

Before any questions were asked for the focus group, the participants read out a disclaimer as 

to the sensitive nature of the videos, that includes mentions of animal cruelty. Their right to 

withdraw at any point during the discussion was announced.  
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III. Results  

Quantitative data  

Figure 1 shows the participant’s public perception of social media against their mean number 

of hours spent on social media. Whilst the chart shows a high value of ‘4.25’ for ‘Strongly 

Negative’, implying that those who have strongly negative views are, on average, on social 

media dramatically more (on average 1.94 hours more), there were only two people of the 

seventy-eight respondents who answered: ‘Strongly Negative.’ Thus, the strongly negative bar 

is unrepresentative of all those who hold this view. Nonetheless, the rest of seventy-six 

participants all tend to use social media the same amount of time.  

 

Figure 1, bar chart showing strength of perception of veganism on social media against the average number of hours spent 

on social media  

We tested people’s perceived portrayal of veganism on social media (M = 3.461538 SD = 0.9628463) 

against their average daily hours spent on social media (M = 2.532857 SD = 1.613621) in a spearman’s 

rho hypothesis test. We received a p-value of 0.5073, meaning we do not have sufficient evidence to 
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reject the null hypothesis, concluding that there is no association between being on social media and 

having a perception or stance on veganism.  

 

Figure 2 – Visual representation of the correlation between the number of hours spent on social media (H) and the public 

perceptions of veganism on social media (P) 

 

Figure 3 - Correlation between “how many hours do you spend on social media per day” and “I think the portrayal of 

veganism is generally...”   

After cleaning the data, we calculated the accumulated sum of each participants response to the ten 

questions (M = 29.07692 SD = 4.66757). We then tested this variable against the participant’s perceived 

portrayal of veganism on social media (M = 3.461538 SD = 0.9628463). We then conducted a 

spearman’s rho test where a p-value of 0.001779 was found. The p-value is less than the 1% 

significance level (0.001779<0.01). Therefore, we have enough evidence to reject the null hypothesis, 
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concluding that there is an association as to people’s perceptions of veganism and the portrayal of 

veganism on social media.  

 

Figure 4 – Visual representation of the correlation between the public perceptions of veganism on social media (P) and 

accumulated sum of people’s portrayals on veganism 

 

 

Figure 5 – Correlation between “I think the portrayal of veganism is generally” and the accumulated sum of the answers of 

“To what extent do you agree or disagree with the following statements?” 

 

Qualitative data  

Note: The thematic analysis conducted was based on transcriptions. The quotes taken from 

these extracts may have been rephrased for analysis purposes, however cross-checks have 

been completed to minimise error.  

From the inductive and semantic thematic analysis conducted, there were 4 key themes 

identified.  

1. Experiences: Participants shared their engagement with veganism during their 

upbringing, for example through short-term commitment, direct exposure to social 

media content on veganism, and what they have heard from friends and family. 
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2. Accessibility: Participants discussed the issue of accessibility to vegan diet in the 

societies they live in, and its implications to public perception and/or participation 

with veganism.  

3. Corporate versus individual responsibility: Participants discussed the underlying 

tones of videos shown, and to what extent individual engagement with veganism is 

more powerful than corporate engagement/action taken.  

4. Speculation: Participants formed speculative answers based on leading questions that 

asked them to consider ‘what if…’; this reflected on their childhood experiences with 

social media. 

 

Part 1  

During the discussion prior to showing the videos, participants briefly shared their experiences 

and perceptions of veganism. All 4 participants claimed not to be vegan, however 2 expressed 

their interest in partially committing to the vegan diet. This can be shown by “...maybe want to 

be partially vegan” and “definitely try it out, I don’t buy meat for myself but my family shops 

for it.” All 4 alluded to second-hand experiences as well; family and friends who were pursuing 

a vegan diet and that they have “sparked interest in” or “influenced” the participants. All 

participants suggested some association with social media and their perceptions of veganism. 

For instance, for one participant who had previously tried a vegan diet, “social media was [their] 

biggest exposure” and “YouTube [was] why [they] tried a vegan diet”. Participants alluded to 

seeing vegan content on social media platforms which were persuasive, e.g., “TikTok has 

people with convincing anecdotes.”  

Regarding the pre-existing perceptions of veganism, accessibility was the main themes 

discussed. Participants mentioned that the lack of accessibility to vegan options had a greater 

influence of their perceptions of veganism as opposed to social media clips that were presented. 

Evidencing quotes are: “it doesn’t fit the lifestyle I live in…restrictions on restaurants in a 

meat-heavy world”, “restrictive...my vegan friends are often stressed out, making it bad for 

their psychological health” and “people don’t know how to get a balanced diet with being 

vegan.” Regarding the environmental aspects, participants mentioned how the veganism 

culture has a more positive impact on the environment rather than individual commitments to 



   

 

 
13 

 

the vegan diet: “you can be vegan and still be wasteful”. Participants also mentioned the 

exploitative nature of factory farming (of animals).  

 

Part 2 

In analysis, the videos shown are the following, in respective order:  

#1 Subjective video with a negative portrayal of veganism  

#2 Objective video with a positive portrayal of veganism  

#3 Subjective video with a positive portrayal of veganism  

#4 Objective video with a negative portrayal of veganism  

Table 1, observed changes in perceptions of veganism amongst focus group participants 

Participant Perception of veganism 

Initial  After #1 After #2 After #3 After #4  

1 Slightly negative  Neutral  Neutral  Slightly 

negative   

Slightly 

negative 

2 Negative  Negative Negative Negative N/A 

3 Strongly negative  Strongly 

negative 

Strongly 

negative 

Negative  Strongly 

negative  

4 Negative   Negative  Negative Negative Negative  

 

Note: Table 1 is based on researchers’ judgement after reading and analysing the 

transcribed version of focus group  

In general, as shown in Table 1, the videos shown, regardless of subjectivity/objectivity had 

little to no influence on the participants’ existing perceptions of veganism. Although some 

changes in perceptions have been induced, for example participant 1: Neutral -> Slightly 

negative and participant 3: Strongly negative -> Negative -> Strongly negative, this is not a 

considerable change in perception as their overall stance remained unchanged.  

Key themes that have arisen in the discussion after exposing the participants to videos align 

with the initial themes discussed in part 1: experiences, accessibility, corporate versus 

individual responsibility, and speculation, there are findings from the part 2 discussion that 
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must be highlighted. After watching video #1 a participant said, “groups susceptible to 

influence, such as younger girls, may have been impacted; they would not seek more education 

but have more fear” and participant 1 agreed. After video #3, a participant said, “this could be 

educational to some people who have not been exposed to such messages” and participant 1 

said: “I agree, there is a reason she has a big following. People are definitely convinced by her.” 

A participant then further reinforced this by saying: “educational level is interesting- it affects 

the perception of people and how they respond to these videos.”  

 

IV. Discussion  

The quantitative findings of this research demonstrate the impact of social media on public 

perceptions of veganism are low to non-existent. This is evident by the computer analysis 

earlier where we found no correlation between the number of hours spent on social media and 

the portrayal of veganism on social media. However, we found a strong positive correlation 

between the portrayal of veganism on social media and participants’ views of veganism. From 

this, we can infer that depending on the vegan content that the participants consume, they are 

aligned with their views. However, this is to be expected given that users will be provided 

content that will reflect their views as the algorithm recommends content that aligns with their 

views. Although this finding aligns with previous research, this is not a new discovery. 

The qualitative findings of this research reinforce its quantitative findings; there is no shown 

association between social media and perceptions of veganism. Participants in general 

evaluated the shown videos, based on credibility, whether it is anecdotal or not, the tone of the 

video (whether it stimulates fear), and how this would influence perceptions of various groups. 

Whilst answering speculative questions, participants highlighted the level of education they 

have, and how they can critically reflect on the implication of the shown videos. They also 

alluded to their childhood experiences mentioning whether they have been continuously 

exposed to such content, believing they would have been influenced by them (regarding their 

perceptions of veganism). This indicates the lack of investigative focus in this study on varying 

levels of influence social media has on different age groups, educational levels, etc.  

There are several limitations for this research project. When assessing public perceptions, it is 

important to grasp the full scope of perceptions of the general population, however due to the 

nature of the research, findings were only collected from participants aged 18-21 who attended 
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a prestigious university. The conclusions of the findings therefore cannot be applied to the 

general populace, as varying degrees of education and exposure to social media will impact 

members of society differently. Additionally, the sample size of four participants in the focus 

group, who were majority female, does not provide a representative sample of opinions for this 

research. Furthermore, a Likert scale of 10 questions cannot accurately portray the participants’ 

perceptions of a complex topic like veganism and social media. Another fundamental limitation 

of the survey data was that the research questions may have been formatted in a way to promote 

acquiescence bias, meaning that the participants felt that they must respond as either ‘agree’ or 

‘disagree’. Whilst this is easy to analyse, this does not then accurately reflect the participants’ 

perceptions of veganism. 

Despite the range of limitations associated with this research, this study has provided a 

theoretical bias as to the role of adolescence as playing a crucial factor for the impact of social 

media on the perceptions of Veganism. Prior experiences as identified in the thematic analysis 

indicate that the role of social media on public perceptions of Veganism may be more 

influential on children as opposed to adults. This has been supported in research as social media 

plays a crucial role in the education for children across Europe (O'Neill, 2023). 

 

For future research, improving the sample and methodology is crucial to determining whether 

social media plays a role in influencing perceptions of veganism. Whilst our research concludes 

that social media is not the sole determinant of opinions of veganism, this does not rule out the 

possibility of social media as a contributing factor. Therefore, including a larger sample size 

across all age groups, and varying levels of education would be best to establish whether a 

correlation exists. Furthermore, addressing social media usage in more detail during the focus 

group in the asked questions may have improved our results further.  

 

V. Conclusion  

In conclusion, this study has discovered that social media has no impact on public perceptions 

of veganism. This finding is limited to the scope of our study, our sample size, and 

methodology, and thus cannot be generalised. Nonetheless, we believe that our finding 

provides a fundamental basis for further research on the connection between social media and 

veganism. 
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Appendix 3- Focus group consent form  
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Appendix 4- Focus group disclaimer and questions asked  

 

 

 

 

 

 


