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Abstract

This master thesis is research about sustainable businesses with a focus on waste
reduction.When looking at climate change, it can be stated that waste and waste management
are an imposént part othe causes of climate change. This research looked at businesses that
aim to reduce waste to a minimuoy either offering services or producadter critically
looking attheresearch surrounding the field of sustainable businesses and caratimgni
sustainability, three main concepts were found for this research which are optimistic versus
pessimistic messaginthe personalization of climate change communication and
involvement methods. These concepts say something about climate change communication
and how it is utilized to get a message across to the recEheemethod for this research
was a qualitative coant analysisvith a rhetorical analysis to analyse all of the gathered
Instagram posts-or this study, there were four businesses selected, which are Too Good To
Go, Pieter Pot, The Good Roll and Smol. These businesses are active on Instagram and use
their Instagram profile to inform their followers about their services, products and other
topics surrounding environmental issuée key findings of this study atleat sustainable
businesses with a focus on waste reduction use their Instagram to poshelvawn
business operations, the importance of tackling the waste crisis and climate change in general
andabout how their followers can contribute to this. Next to that, they make use of a strong
combination of visuals and text, to make the informasiotessible to everyonéhis
research also found that most businesses use a combination of neutral and optimistic
messages to get their idea acrasd they are making their communication personal by
including useful tips and information that is recoghledo their followers in their everyday
life, which makes the information moreachable and usalfier their followers.Suggestions
for further research are analysing more sustainable businesses with a focus on waste
reduction, to see if the findings tifis study arseen among other businesses as well and to
include businesses from more different countries than only the three countries included in this
research, which are The Netherlands, The United Kingdom and The United States of

America.

KEYWORDS: sustainable businesses, waste reduction, Instagfianate change

communication
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1 Introduction

The emergent world cres surroundingnvironmental problems and climate change
are gettingnore seriougach yeafHornsey & Fielding, 2020Because the impactfeffects
of climate change ar-te-daplibebut anly Become \asible afterpeop | e 06
time has passedocietytendsto ignore the problem that is happening at this momeayie,
2007).This research focuses bow sustainable businesses that have a focus on waste
reductionpresent themselves on Instagram. It is probable that their main focus is expanding
their business angkling their product, but this study aims to findthow these businesses
are targeting their audience to spread their mes3agre is a direct link between waste
reduction and climate changéfects, as stated in the researctKiopp and Van Leeuwen
(2015). They researched that poor waste manageraeié¢ad tavaterand airpollution and
enormous consumption of energy (Koop & Van Leeuwen, 2015).

The societal relevance of this researchasause climate change and other
environmental issues are a threatirban societie§Gasper, Blohn& Ruth, 2011) Because
most waste comes from urban societeesated waste must lbbeanaged correctly. As
mentioned before, poor waste managenm#hiencesthe living conditions of humans (Koop
& Van Leeuwen, 208). Even though that communication abolimnate change started
around tle late 1990s, society is still exposed to the consequences of climate change (Nerlich,
Koteyko & Brown, 2009) There are still societies that ignore all climate change
communicationgnd in that sense, climate change as deviApart from thatthewaste
reduction has been a proven methoeihg more sustainable but also of reducing climate
changeconsequencgs$hen et al., 2090Sq consumers mustebaware of these businesses
that want to achieve just that, waste reductibaste is mostly made up of product packaging
that is only used once and disposédfter. The production of waste contributes to the
emission of greenhouse gagBhen et al., 220). Next to thatyesearch has shown thalhen
governments lackustainable policies, businesses and the media can change their own
policiesand behaviour around sustainabili§arpenter, 2001 )Vith this, it is meant that
even wherthere is an absence of governmeantatelines for effective waste management,
busineses andnedia instances will still try to effectively educate their audiermit
sustainability.

It is important to see if these sustainable businessassing the social media

platform in a way that is good for their businassl convincing for consaoers whadollow



them or come across their profile. Researchshasvnthat Instagram is argat platform to
promote a business and for people to get to know certain businesses without having to go
throughthe trouble of looking upwebsite(Agung & Darma, 201P Social media is, in
comparison to traditional mediajstomizable per account but also per receiver of the
messageTlaneja & Toombs, 2014This is another advantage for businesses on Instagram,
they have fullauthority over their own communication strategies without beingdiéd
media companiesurthermore, social mediauseful to connect witbther organizations
and (potential) customert.also has been researched and confirmed thaistnef social
media by small businesses can increase visibility (Taneja & Toombs, ab&l media can
be the link between sustainable businessesansumersvho still have a disinterest in
making sustainable choices in their daily livk®fg, Witmaer & Ko, 2021).Because of
this, social media can be seen as a way for sustainable sasiteesfluence consumers but
also to increase the visibility of their seng@ndor products.

The academic relevance of this research isghstiainable businesswith afocus on
waste reduction are a fairly new concepstudy byAhmad et al. (2021has shown that
there has beendemand from consumers for more sustainability in businesgbthat
sustainabity canresult inconsumer loydy. This resarch is trying to fill the gap of research
aboutwastereducingbusinesses and their Instagram strategy and how this could help
consumers become more awareadtainability For this researcHour sustainable
businesses focussing on wastgugtion have beeselectedspecificallyToo Good to Go
(USA), The Good Roll, Pieter Pand SmolThese four business are trying to produce
their products with little to no waste, or aneentivizingother companies to sell their
products, that would otherwise be thrown awHyese businesses are all on the social media
platform Instagram and they are actively postm¢heir followers and to whoever may be
looking at their Instagram pag€hey also are active in countrighat have a higlevel of
digitization, namely, the Unite&ingdomand the Netherland&\fonasova et al., 20}9as
well asthe United Stateof America (Kravchenkoeet al.,2019).Next to thatMinton et al
(2012) found that social media motives for sustainability can vary for different countries, this
is also why businesses from different countries were selected.

To show the focus of this research, the following research question was formulated:

How do sustainable businesses with a focus on waste redusgédnstagram to

communicate their messag@?he following chapters of this research proposal, there will be

a critical literature reviewhat looks atlifferent types of research surrounding this topic



Multiple concepts will be discussed that are useful for this research, as they could help
explore thdield and what is already written about it. After tithere will be a methodology
section which discusses the maingptof the researclhe operationalization of the main
concepts and the method of data collectidre results chapter will contain the main results
of this research. The conclusion will give answer to theesearch question and the
discussion chapter will critically review this research and talk about the limitations of this

research and suggestions for further research.



2 Theoretical Framework

2.1 Climate Chageand Waste Reduction

Climate change and especially research about climate change are not new phenomena.
Studies have shown that climate change is largely caused by humans and their behaviour of
utilizing resources and producing products (Pierrehumber§)20fe dangers of climate
change are nommediately visiblethis is because it is a problem thtdrted decades ago
andis still developingeach yearBecause the results of climate change are not noticeable in
our dayto-day life, a lot of people amapable of ignoring or even not believinghe crisis
that it is at the momenthe results of climate change are not visible until a long period of
time has passg@.g. melting of the icecaps or extreme weather conditionfiélaewaves or
earthquakegs The United Nations define climate change a fi a-terimahiftgn temperatures
and we at h @nitedoNationsenrd.if sabhing is done about climate change and the
earth continues tavarm up, the conditions that it brings will be irreversible and become
uncomfortable for humans to live in (United Nations, n.d.).

Climate change is not something that consists of ondesifagtor, it is multiple
factors combinedMultiple aspects and multiplgowerfulindustries andectors are
responsible fotheglobal greenhouse gas emissarhich are causinglobal warmingOne
of the manyasped of climate change is waste amdorespecifically, how waste is created
managedndcirculated The amount of waste that humans produce is enormous and that is
an aspect of climate change that is considered as something that is directly done by humans.
The problem surrounding waste is sohireg that can be seen directly when lookingvaste
pollution in streets or landfill8Va st e can be def-adidedg@rocassorany fAno
physical material occurring in business prac
big part of the wste is plastic products used by consumers (Koop & Van Leeuwen, 2016).
The production of packaging material, especially plastic is contributing to climate change
(Sheng et al., 2020}his is because plasticharmfulto the environment to make, but algo t
break down after usagl the past few yearthere have been a lot of initiatives to reduce
waste that is made by humans, for exaniplék storesplasticfree products and people
having to pay if they want a plastic bag in a storiatives like these are on the rise and
becoming more and more accessible for people. However, sustainable businesses are not the

norm and do have to face nornshlopping chainsral big supermarkets.



2.2 Climate Change Communication

As mentioned before, there are a lot of studies on climate change and communication
surrounding this topic,dwever, there are still a lot of people who find themselves
guestioning thesstudies(Hornsey & Fielding, 2020)A reason that people are still
somewhat sceptical about climate change, could be bestuasesand papers about this
topic can bénard to comprehends they aréull of academiderminology Anothercausefor
current disbelief in climate change issues is that the consequences of climate change are
currently still invisible in our daily livesThis is because the consequences of climate change
are notevidentuntil after a long period of timeé\ study ty Brown, Koteyko and Nerlich
(2009) states thatespiteall the effort that is puhto climate change communicaticsgciety
still does not see it as a very serious problem that influences their daily life if it is not acted
upon.However, about a decade agjeere has been a shift within climate change
communication, it went from trying to convince people that it is happeningygpeople to
developmeasures to deal with iNérlich, Koteyko & Brown, 2009)This shift shows that
communicators of climate changeedrying to actively involve people to help stop climate
change and not only spread information about it. They want to show pemy@éhat can
actually change their behavioinerlich, Koteyko and Brown (2009) argue that
communicators of climate changkould no only encourage people to interact with the issue
that they are communicating abooitit communicators should alsakethe form of
communication meaningful and interesting for the receiver of the message. This means that
messages regarding climate change should be interacting and engaging with the individuals
that are looking at the message, instead of only informing.

Communication from the medigardingclimate change is a very important part to
make more people understand the seriousness of thisksarethough climate change
issues are complicated to communidag¢eause people do noécessarilyexperience them
directly, media are important agents in communicating this iStlgfer, 2012)Research
by Andersorhas shown thatocial media have become an important phtthe way how

people consume news and interact with societal is&uree(son, 2017)

2.2.1 Cimate Change Communication on Social Media

By using social media, the message about climate cleaamgbe communicated more
easilyandnext to thathow receivers of the message that is brought by social ncadia
become more interested in the topic of climate change and how to act.ujaoiliter study



has shown that social media is some form of soft power that is used by citizen initiatives and
businesss to promote sustainabiliti@vrodievaet al.,2019).This shows that Instagram and
other social media platforms can be a good basis to inform people about climate change and
possible measures people can tdkee reason for this is because of the shiftlimate
change communication from strictly informing people to trying to activate people to tackle
the problemand getting them interested in the issue of climate change and how to tackle this
issue Also, shifting fromthe normal web to social mediausas for a twewvay dialogue
between sender amdceiver and it also makes the chosen message more clear for the
receiving end of the communication floAnother benefit of using social media platforms for
the spread of information surrounding climate cleaisghat in this way, theséypesof
scholarly texts can appeal to a broader audience (Schéafer, Bl@h2g, Instagraroouldbe a
suitable place for businesses to convey their mesgamécounteracting climate changad
their servicearound waste reduction actimate change.

Communication from business to consumers is essential if businesses want to achieve
a strongrelationshipwith their consumers. Social media can help with, thig businesses
need tahink critically about how they communicate via various channels and how they can
meet the demands of their consum®ebb & Roberts, 2016Before social media, most
communicéion was through traditional media channels (e.g. newspapers or telewviision)
that situation, there is a clear sender and receiver division and irsitnbasibns the sender
was sending their messageattot of people all at once, which made a disarssr
conversation about the message almost imposdiblagbara & Reid, 2013%ocial media is
a great way for a more twway communication approach atoistart a dialogue in
comparison to only oaeay communication. This can create more engagement surrounding a
topic like climate change and waste reduction (Nerlich, Koteyko & Brown, 2009). This is a
change from using Or egul almate changpeswhichecausesthe c¢c o mn
sender and the receiver of the message to become vague and unsure (Schaféijiaaie).
change communication via academic articlegeiy specific and unapproachable for people
to get their information from. Becausesafcial media, it has become easier for organizations
and businessée share information surrounding climate change and environmental issues.
Multiple studies about sustainable businesses on sueidik state that social media are a
useful tool for thestgypesof businesses to create a lot of engagement surrounding their brand
and the content that they post, but adagh level of customer loyaltyidar, 2017

Ahmad et al., 2021)his shows thatommunicating sustainability via social media
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platformsis useful for the business and ft& consumers. Social media can help businesses to
get their message across, bus also to create a strong bond betyeerationsand
customersNext to that, using social media can influence how the message is coratadnic

and how the message is received by the customer.

2.3 Communication Strategies on Instagram

Instagram is a social media platform tisadwned byMeta(Facebook, n.dandhas
over 1 billion users (Instagram, n.dhis means that businesses that use Instagoad
potentiallyreach a lot of peopl&kesearcliy Agung and Darma (2018pas shown that
Instagram provides a lot of opportunities for businessehe platforninstagramSocial
media, and in that case alsstagram, is a good platform popomote products, but also to
enablenteraction and communication with potentahsumersnd followerg§Agung &
Darma, 2019)Businesses and organizations that use social media are directly in contact with
their followersand potential consumers of their prodwgrvice omessagenstagram is a
place where people leave their direct opinions on a product@anganies could arguably
use digital and online marketing more effectively compared to traditional nmayKehis is
because of the low costs of the medium and the fast pace of social &edéasocial media
is very personal and interactive, it could be seen as a credible tool for green advertising done
by sustainable companié@dlinton et al., 2012)Reseach by Minton et al(2012) oncluded
thatit could be said thasustainable businesssitusesocial medido actively promog their
products, are on the right trattk convey their message abaonsumerdeing more
environmentdy friendly, but also in selling their products. addition to that, Mavrodievet
al. (2019) stated that social media arstablefor sustainablectiors set up by businessasd
citizens This is because social media is cheap compared to more traditieds and
messages on social media spread rather quickly (Mavroeieta2019).These are great
benefits forthe organization that want to use social media sihdees not have to bena
expensivanvestment to create an Instagram strategyform Instagram users about a
message or product/servidéext to that, because social media can activatelpéopake
action or convince them of certain ideas, businelsaes a big chance of spreading their
message via platforms like Instagram.

Various scholars have done researnlmow climate change should be communicated.
As mentioned beforg | ot of research about climate cha
citizens because of their academic nature and language, but also becawseaitéessibléo

11



a big group of peopleHornsey & Fielding, 2020Nerlich, Koteyko & Bravn, 2009).

Because of this issue in climate change researchsubshapter will look into

communication strategies on social media that businessesgarzationgan use to

convey their message about climate change, and more specifically, waste redbetsen.
strategies can be analysetdhin the dataset that is selected for this research, and in that way
see if the strategy used by businesses on Instagiarkes to any of the concepts that were

found for this study

2.3.1 Optimistic versus Pessimistic Messages

In their research, Hornsey and Fielding (2020) have mentioned various strategies for
businesses or pol i cymak e rogercame mactiocamonghel p t o
cl i mat e c¢ han g eThéredsanéwrceatingtstrafegies for2His)specific target
group is becausa study by Hornsey and Fielding (2016) found that even though people
believe in the consequences of climate change,dbeot feel the need to take acti@ne
thing that could influence this is timeimberof communication messages they see about
climate change and more specifically waste reduclibasestrategiexould help companies
to alter their message and to fithe right message for their audienthe strategies tanake
climate change believers more actoanbe helpful for businesses since they wantomvey
their message and make believers take action instead of only passively watching and taking in
informaion about climate chang&his is something that is confirmed by earlier research,
that a lot of people believe in climate change but cannot find/use the information about how
to become more active againsflihe strategies that Hornsey and Fielding (2020) mention
aren Opti mi stic ver sus -@QouEsVEersunousnt o Icp mesadaeismg 0 |
AThe role of normso ( Hor n.gerthis gpeckid reséacth, theg, 20 2
Aopti mi sessi me s b uisintgrestisg singedreysay something about the
content of a message

Research has shown that positive messaging surrounding climate change could be
more successful in reaching a certain goal than only using negassages andiages.
Whencommunicatingabout climate change or othssues, the sender of the messages often
does not think about the direct connection between the message and a change in behaviour
(de Vries, 2019)Another study byCarter(2011) revealed thapositive emotions can broaden
awareness surrounding climate changeto and al s

address climate change problems more efficiently, effectively and creaByelytegrating
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positiveor optimistic messages in climate change communication, organizations could find
that the receivers of their message more accepting of the message, but they also might
actually change their behaviomstead of only believing in climate change and the
implications that it brings with itEven though this studyoes not focus on behavioural

change, it is interesting to see what type of messages are related to the actions people take
after seeingome form of climate change communication.

Next to theoptimistic messages and positive communication, Hornsey and Fielding
(2020) also mention that realistic messages, that are not necessarily negative or positive can
influencep e o pderspgdiven climate change and other environmeintaliesBy
explaining whais happening exactly and why the matter is urgent, it could be that people
find it easier tqout it in perspective. This is in contrast to overly positive messages that can
seem like the situation is not that bad and to overly negative messagescan make it
seem like the situation cannot be saved anyrandeonly evoke more feamong people
(Hornsey & Fielding, 2020)This shows that there are two sides to this type of messaging.
Optimistic messages can stimulate peoplegtcome more aware of teguation but can also
make it out to be less of a probléemanthere actually isln contrast to that, pessimistic
messages can give people the feeling of lost hope, but can also make it look as serious as the
problem is meant to be takdRealistic messages are somewhere in betiwesse two

extremes (Hornsey & Fielding, 2020).

2.3.2 Personalization of Communication

Next to the strategies proposed by Hornsey and Fielding (2020) about how kassiness
can implement certain strategies to mficbut more importantly activate their audience,
Anderson (2017) states that personalization of climate change communication is key for
reachingand activating followers on social media platfordsderson 2017) stated in her
research that social mediasha an ef fect on 6cli mate change
b e havi o 8aciédl méd@ cah help people better understand climate change and the
effects of this crisisas well asactivate sceptics of climate change (Anderson, 20ahe
research by Andeos (2017)it is stated that personalization in online media can change
opinions, the use of elite cues in online media can change public g@Enmonline
communication about climate change can change behaviour (Anderson,B0tiating
personalized communitian surrounding topics of climate change and wdst®wers on

social media can relate more bat type of conterdnd they can experience theriousness

13



of the situatiorup closensteadof as something that is distant from the®milar findings
were published by Nerlich, Koteyko and Brown (2009), they statep#itgbnal language that
is not too informal may engage people to participate in the fight against climate ddange.
using that type of language in social media posts on a platform likgiastapeople caput
the issuento their own perspective, instead of only hearing it from scientists and reading
about it in academic artidewhich are often hard to read andccessibléor most peopleln
their research, Nerlich, Koteyko and Browi®(Q®) mention thabrganizationsvhosegoalit

is tocommunicatebout climate change should seek for engagement in these three facts:

Aunderstanding, emotion and behaviouro (p.

the information can be perceived by the consumers, in thistbasellowes on Instagram.
Emotion has something to do with the feelings the information produces and behaviour is the
actions that consumers take after seeing/reading the informiabioking at these three

concepts, personalization of climate change communication is important beécaugd |

broaden the reach of an Instagram estause more people will stop their normal scrolling
behaviour and take a look atind actually read the information thatrisluded in the
messageOnce theyealize that the issue that is communicatedighbcould be that they

take the time to understand the issue sgelthe situatiofrom a different perspective than

they did before.

2.3.3 Involvement Methods

Personalization of climate changemmunication on Instagram relates tm#ner
research by Minton et al. (2012)hat researchses the concept of involvement motives
Involvement motives say something about how social media posts use some form of
engagement®s mentioned before, building engagement between business and consumer is
something that can be don& social media, but both parties have to put the right amount of
effort into this (Avidar, 2017)This makes the consumers feel more involvedoing their
part in being more sustainabléthe consumer of the follower on lagfram is distant from a
certain cause, it could be that they also do not want to invest their time andhédfirt
However, if they get logical and useftdntent presented to them, it could be that they feel
more involvedn also dang their part fora certain cause. This can be achieved by using
certain involvement method8usinesses can useee method® sell their product but also
convince consumers to use their products/platforms (Minton et al., 2Dk@}inesses want

to achieve actual engament with followers on Instagram, it could be useful to see if

14
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involvement methods aralreadyused and implemented in Instagram posts and to what
extent they are usedn the study by Minton et al. (2012) they talk about multtpjees of
sustainable behaviour. One of thenamgi-materialism which says something about how
people consume more consciously amdrall try to minimize their consumption of products.
This issomething that could be useful for this research since all of the businesses that will be
analysed have as their main goal waste reduction but also consugn@gonsciously.

After looking at multiplestudies it has become clear that social mediagseat tool
to convey messages about climate chatoyeuild loyalty among consumers and to build
engagemenetween organizations and custom&scial media are a tofdr raising
awareness and engagement (Mavrodehval, 2019) andffer agood way tacommunicate
complicated issues in a more informal matfemderson, 2017)The studies discussed in this
chapter say something about ways how organizations and businesses can use social media to
communicate about climate change or waste reduction andhiegvean do thisOne concept
that was mentionedften is the concept of personalization of communication, meaning using
a style of communication that people, in this consumers, can relate posatide in their
daily lives.Next to the personalization of climate change communicatt@nstrategies #t
were mentioned by Hornsey and Fielding (2020) are suitable for the analysis of Instagram
postssurrounding waste reduction and trying to convince consumers of a certain message or
service.These concepts show that climate change communication has ged#s thait can
strive toachieve, and this research aims to find out how these concepts can be used by

sustainable businesses on Instagram to ensure engagement with their follower.
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3 Research desigrand methods

3.1 Method& Data Analysis

This study iqqualitativeasit aims toexplorethe differentstrategieshat are used to
convey the message of sustainabititythe Instagram pages of sustainable businesses that
focus on waste reductiomhe goal is to understand whikind of messages the companies
are using in their Instagram poQualitative research is interpretive and theoretical.
Additionally, Qualitative research focuses on relationsbigisveermedia and society and
the different interpretations of theseidiesBrennen, 2017).The reason why this study
chose a qualitative approach in contrast to a quantitative tim&ttgialitative researchims
to build a deeper understanding of the dahas is useful in this study because this study
aims to find outhe how and the why sustainable businesses with a focus on waste reduction
communicate in the way they are doing.

The nature of this research is inducti®@ inductive study causes thesearcher to
first look at multiplestudiesand theadesin a criticalway from the field thatvhichthe
research is related to. After retrieving the data, the researcher willtapptpllected theory
and see if any of the theory applies to the compiled datatéxt patterns and themes
(Soiferman, 2010)A qualitativestudyensures that the researcher is not restricted by already
existing methodologie§fThomas, 2006). This researchaiqualitative content analysis.
Qualitative content analysis can use either primary or secondary data. This specific study will
use secotiary datawhich means that already existing data will be gathered for the analysis.
The unit of analysis for this research is Instagram posts uploaded by sustainable businesses
By analysingthe different Instagram posts, it will become clear if thegedsrtain pattern
within one company but also between different companies.

The method of analysis for this researchistorical analysisRhetorical analysis
helps to find out what the message behind a certain text is and how this message is conveyed
to the audienceas well as to what extent it tries to persuade the aud{Bush & Boller,
1991).The Instagram pages of businesses aramatlvertisement, but they are a form of
online marketing andimto persuade their followers of their message. This is why rhetorical
analysis is suited for the analysis of Instagram pdstshry (2009) confirms that rhetorical
analysis is useful if a researcher wants to look at the complete communication that can be
found in certain texts, but also at the specifieredatsof certain message$hree important
steps in doing a rhetorical analysis are identifying the auth®main messagandthe

16



intended audienc&Vhile identifying the main messagbree categorgehaveto be

considered, which are ethos, pathos, and Idgiesis connected to the credibility of the
author of an image or different text, pathos is connected to the emotion that is in an image
and logossays something about the logical argumentatiozonvince the receiver of
legitimacy.Research has shown that rhetorical analgsasusefulvay to find the reason and
make sense of that reason of how certain texts, in this case, Instagrarogrostgnicate to
people and how they are trying to came people of their messa@achry, 2009)

3.2 Opeaationalization

The research question of this study is as folldw@y do sustainable businesses with

a focus on waste reduction use Instagram to communicate their meBgaisfg a

rhetorical analysis, the meaning behind the Instagram posts will come gprarataelata

and resultsurrounding visual culture, power and influenERis is because engaging on

social media can be seenaagood form of selpresentatioriStokes & Price, 2017)A lot of
research surrounding climate change communicasitocused on the personalization of

climate change communicati¢Anderson, 2017)This says something about how in the

recent years studies have shown tmahmunication surroumayg climate change and waste
reductionis becoming more personal. This could be because a lot of people find that research
about climate change can be very inaccessibldlatidt is not made for the bigger public.

The personalizatio of climate change communication is important for thisyshetause it

can help study the Instagram paatsl to see if businesses focused on waste reduction are
making their communication surrounding their message/goal personal towards their followers
on the social media platform.

Next to the concept of personalization of climate change communication, there is
another concept that is useful for the analysis of Instagram postsvork of Hornsey and
Fielding (2020) proposed multiple strategies to eckahe reliability of communication
surrounding topics such as climate change and the environmentf Deestrategies thaire
useful for this research i s Optonsticimessagesi ¢ ver s
supposed! arereceived better anglasier bythe public, than messages that focus on the
negative side of climate chanf@id¢ornsey & Fielding, 2020)As mentioned before,
messaging surrounding climate change or other environmental issues contains pessimistic
language or other elemeniisgcould make the informationarder to communicate to the
receivers of the messagéhe Instagram posts that are collected for this research will be
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analysed based on their tone of voice (in the post but also the caption) and the elements that
are shownn the picture but also in the caption of the Instagram pbstione of voice
relates to the wording dafie Instagram posts and in what way that can be interp&yeaiso
analysing the visuals, it could lead to a more optimistic or pessimistic Biegeeing ifthe
Instagram accounts make use of optimistic language, visuals and other elémantbge
analysed what type of technique the busineBgamplementinghe concepts of this
research, it could mean that the businebsg@g a higher chance sificcess, in
communicating their message and changing the behaviour of people, butsabiogntheir
products or services to peopléne study of Hornsey and Fielding (2020) also talked about
how overly optimistic messages can also haveposite effet on people, making it seem
like it is not & big of a problem as it reallg.i

The last concept that is useful for this study is the concept of involvement methods
that werepresented in a research by (Minton et al., 2012). This concept says sorabtiing
how consumers but also followers on social media are involved in making sustainable
decisions that can impact climate change in a certain way. The study by Mintor2@12). (
showed that when there is some form of engagement found in messages surrounding waste
reduction or other environmental issues, people will be more convinced of the message. This
could also lead to behavioural change, instead of @tyeying informé&on. Behavioural
change can namely cause real changésarfight against climate change, since climate
change believers need to become more active indhtims (Hornsey & Fielding, 2020)

By considering the visual culture that is presented byallridividual Instagram
posts this research will be able to understand the meaning of Instagranth@isssnot
necessarily visiblgRogoff, 1998) Visuals can help create a certain identity arfldience
people in that sens&he Instagram posts thatkaselected for the data set of this study will be
analysed using the concepts of 1) the personalization of climate change communication
(Anderson, 2017), 2) optimistic versus pessimistic messaging (Hornsey & Fielding, 2020), 3)
Involvement methods (Mintoet al., 2012)Following the method of rhetoat analysis, the
analysis of the Instagram posts will be structured as follofiest, all of the elements of the
Instagram posts will be descrihathmely the author, the main message and the intended
audience of the post. After thike ethos, pathos and logos will be analysed and also directly
connected to the main concepts of this aese. As mentioned before, ethos has something to
do withthe credibilityof a certain sourggathos with the emotion and logos with the logical

argumentation that is used in a p&sthos can be connected to the concept of optimistic
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versus pessimistimessagingby looking at the emotion of a post, it is also nattgdbok at

the message and if it has moreaafptimistic, neutral or pessimistapproachEthos is not
something that is directly connected to the concepts but is useful to see whrrsiteeses

on Instagram are getting their information from and if there is a source connected to it. Logos
will be connected to the personalization of climate change communication and involvement
methods, these are connected because they have somethingitb how the information is
shared and if it is logical for people to actually change their behaviour, either because the
message of the Instagram podhigyeted towards them or because they feel the need to get

involved.

3.3 Data Collection
This research focuses on four sustainable businesses that promote creating less waste
and consumersan do this by using their servidieuying their productsThis is the sample
for the researchl he criterum for the selection of these businessethat theyhave a public
and open Instagram patetthey use activelgnd their main business goal is to reduce
waste for a better and cleaner environm&hese businesses were fouhtbugh social
media and werselected based on their locations. Next to that, the businesses were selected
on the service/product that they are trying to teetheir followers. Two of the chosen
businesses offer services to reduce waste production and the other two businesses offer
product which helps people to reduce their wabite.selectedusinesses are Too Good To
Go, Pieter Pot, The Good Radind Smol.
1. Too Good To Gd@toogoodtogausg is a digital platform that wants to save food
from being wasted. Restaurants and supgketa can join the platform and offer their
leftover food at the end of the day, that would otherwise have gone to the trash (Too
Good To Go, n.d.)They write on their website that they want to contribute to
minimizing food waste and also state that igbtfagainst waste can only be done if
everyone does their pa@n their Instagram they post about food waste but also give
helpful tips about how consumers can minimize their food waste and what the impact
of that is (Too Good To Go, n.dThe Instagram page of Too Good To Go ba%k
followers and in totaB54 posts.The company is based in the USA.
2. Pieter Po{@pieter_pot)s a website that sells normal groceries but without
packaging. People order their food in jars and containers, iimdhe next order
they can return them and get new containers with the food of their choice (Pieter Pot,
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n.d.).Its main mission is to reduce the amount of waste that humans are creating

while doing their normal groceries. They state that becaluskthe waste, the earth

is being polluted in a way that is not necessary. They make it easy to shop sustainably
and without all of the packaging that comes from normal supermarkets (Pieter Pot,
n.d.). The Instagram account of Pieter Pot ha®K&llowers ad has a total of 399
posts.This company is based in the Netherlands.

3. The Good Rol{@thegoodrolljs a company that provides toilet paper, but not in
plastic packaging. They sell their product in paper packagimgy also use a lot of
recycled materialswvhich helps to reduce other waste (Project Five Design, thel).
mission is to reduce the waste that comes from normal toilet paper, the plastic
packaging that is always thrown away. They also invest part ofptedit to build
clean and safe toiig in Africa (Project Five Design, n.dTheir Instagram account
has 14k followers and a total of 560 postis company is based in the
Netherlands.

4. Smol(@smolproductsis the fourth business aiits mission is also to reduce plastic
waste by selling laundry detergent in pods that aretsgiou without any plastic
packaging'Smol, n.d.) They say their formula works as good as any other brand of
laundry detergent. Because the laundry pods come wtithny plasticthere is a big
waste reduction because consumers do not
laundry detergent anymore (Smol, n.dhe account has 115k followers and 571
posts orits page.This company is based in the United Kingdom.

The posts that will be collected have to be postetle yea2021 Januaryls'i December
31%). To prevent any sort of bias in the research, the Instagram posts that will be used for the
analysis will be selected randomly. The aim is to re&hpbstdan total, whichis around40
posts per account.o ensure random selectiail the posts in theear 2021 will be given a
number and random numbers will be selected from the total am®@betdifferent countries
that hosthese companies can be considered tdidpgal countries were most of the
marketing activities are done online and on social mddiis. means that a lot of businesses
are promoting themselves on social media or at leas sscial media tanake consmers
know abouttheir products/service3his research will focus only on the Instagram pictures
and the captions of the Instagram po&tkthe posts that will be analysed will be collected in
a document where the analysis will be runnroaderly manne The data was collected in a

table in a word document which can be found in the appendix of this docuseent (
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AppendixA). On one side of the tahlgou will see the visual part of the post and the caption
will be placed below itOn the right side of the table, the analysis part can be féunsd.the
sender, the main message anditibended audience will be described. After thia¢ main
conceps and the components of the rhetorical analysis will be discuBsedanalysis will be
done per businesmnd each Instagram post will be analysed in the same order, to make sure
that it is struaired the same throughout the whole research.
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4 Results

In this chapter, the results of this study will be described and expliaired
comprehensive wayAs mentioned before, the method for this research was a rhetorical
analysis of a dataset of 160 Instagram posts, collected from four different sustainable
businesses with a focus on waste reduction. These businesses are Too GooRig®Go,

Pot, The GoodRoll and Smol. The Instagram posts were analysed using three main concepts
that were retrieved from the literature (see chapidnebretical Framework). These concepts
are as follows: Personalization of climate change communication (Anderson, 2017),
Optimistic versus Pessimistic messaging (Hornsey & Fielding, 2020) and Involvement
Methods (Minton et al., 2012Jhis research aigto find out how sustainable businesses

with a focus on waste reduatiaise Instagram to spread their message and if theyiage us
Instagranto its fullest potential. The chapterds/ided into three separate sections, all three
main concepts have their owaobchapter. Firsthe personalization of climate change
communication, second the optimistic versus pessimistic messatjksty the involvement
methodsEvery concept will be illustrated by multiple examples that are retrieved from the
data set, this is to make it clear how concepts are analysed but also how they were seen in the

dataset.

4.1 Personalization of Climateh@nge Communication

The personalization of climate change communication is a concept that was retrieved
from the studyby Anderson (2017). This concept says something about how personal a
climate message is and to what extent personal communicationreaaldpeople better than
communication without any personalizati@ne advantage ahaking climate change
communication more personal is that it becomes more accetssibieider audience
(Anderson, 2017).

One way that the personalizationatimate change communication was seen during
the analysis of the Instagram posts was that the businesses give useful tips that are not hard to
incorporate ito a daily routine but can reduce waste bgasonable amounthis can fall
under the concegif personalization of climate change communication becautieese
types of posts, the businesses waiiege out tips that are not hard to follow but can make a
big difference in the long run. Followers whee these types of posts can easily relate to
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thembecauséas something to do with elements of theirditleat they come across every
day.

A good example of this is the following post by
@toogoodtogo.usahis was posted ajuly 11" 2021
(see Figure Dr see Appendix Apost 23. In this post,
OLD ME NEW ME
you can see two illustrations. On the left, you canesee |
situation of people buying a produethile they only l
use a small amount of it, and ending up throwirgg th . l
rest of it away. Above this illustration are the words

Purchased a whole carton Freezes leftover liquid in an

é O I d m e 6 Wr | ’tyd)u e:a'n see @mcktom e of buttermilk or heavy ice cube tray, allowing

cream for a recipe that calls cubes to thaw for future use
for a small amount. as needed

how to reduce waste. Instead of throwing all of the

product away, Too Good To Go gives an easy hack ¢

toogoodtogo.usa & Never throw out extra buttermilk again with
how the product can be savehis is by jpitting it in the Ofccanos o

#TooGoodToGo #5ustainableKitchen #CookingTips

freezer Thetext that is placgbeneath it, makes it e 1. (To0 Good To Go, 2021
very clearto people what they can easily change in

their dayto-day life to prolong the life of their produ@®y incorporating this hack, they can
save food instead of throwing it awebince this is the core goal of Too Good To Go, they

aretranslating it in an accessible way that is doable for everyone who has experienced this

situation of buyingdo much and having to throw a lot of it away because they could not use

it beforethe expiration date of a produ&ven though teselnstagram postarefocused on

the whole following of @toogoodtogo.usa, it can be seen as a form of personalization of

climate change communication because it is something that almost every individiedhtan

to and can implement in their own lives in some kind of Mtagan be seen in this post that

the communicatiofrom @toagoodtogo.usa is focused on making a personal connection with

their followers because they are showing situations that probdbtyof their followers can
relate to.In this post, it is also noticeable how ethos, psittind logogan or cannot be seen.

Too Good To Go is credible to talk about this topic because it is their field of business, they

do not use any strong feels this post andheir information contains a logical argument
on how using this hack that is included in the post can reduce the waste production. By
looking at the Instagram posts with these three elemebgdimes clear that the main

message of this gbiswanting to share information witheir followers surrounding/aste

reduction that their followers can do themselves.
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Another example of the personalization of climate
change communication can be seen on the Instagram
account of @pieterpot. Thgosted the following post on
the 29" of January 202{see Fgure2 or Appendix A, post
44). In this postyou can see two earlier customers of Pieteg

Pot, posing with their ordeof the business. You can see
them smiling in the picture while theye holding two pots ¥
filled with food. The caption of the picture talks aboutto |
these customers are and why they are showingaheess.

Q pieter_pot Het potje van A"tc:c:" en Tessel! A sinds het :Jeg"' is
het gezin kiant bi hun hele keuken staat vol met onz:

potten & . Hun favoriete potje delen ze: pof] eg droogde mango!
Heb jij hem al eens geprobeerd? #pieterpotie

By doing this, highlighting some of their customers, Piete
Pot shows how happy they are and how long they have b
ordering. This makes the communication from this brand Figurez: Pieter Pot, 2021
less busineseelated and more personal towards their followBosby makng their

communication more relatable, it also becomes more persoral &itheir followers, and

less distant andnly businesgelated When looking at the elements of rhetorical analysis,

the element of pathos is interesting in this post. Pieter Pot wants to share the feeling that these
customers depictdaave when they order from Pieter Pot. By doing this, Hupe toevoke

the same fdang among potential customers who are seeing the post.

The third examplef this concept is a post by
@thegoodroll and this was posted@atober 1% 2021 (See ¢ "‘

M 1
Millions of lade of 100%

i led
trees are cut Nfade wn_h Tree-friendly PR BRO

Figure3 or Appendix A, post 1141n this postyou can see r N
two sideswith old me/new me above it. On the left sideu

see a standard packaging of toilet paper that is wrapped

37 gallons of water is needed  No in ksdyes.s:e ts, 400 ply
to make a single roll nstead of

plastic.Around the picturgthere are multiple facts about Snoclorine 1505y

rnpn ilding toilets by just
ing our toilet paper

how bad this is for the environment and how mu@ste it

Toilet Paper Recycled Toilet Paper

createsOn the right side of the pgstou can see a box of @) egesren = @ & st wonserms svout e gnt croice o

0 be shared &

toilet paper that is from The Good Roll and around it, ther

3 rerage person uses 100 rolls of toilet paper per year (over
20,000 sheets)

are again some facts, but this time on how this is better fc

the environment. These are some arguments on why pec

shout buy their toilet paper from The Good Roll instead.

Come roll with us and let's make the world less shitty @

By showing these two sideThe Good Roll is

ww.thegoodroll.com

hegoodro -tc e e\1l‘atb dtc ets # a::r p

communicatng to people howsimple the change is from asicee Susanavity Fsusainabe secofendl Fendrerment
FlgureB The Good RoII 2021

normal toilet paper to toilet papgom The Good Roll and
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what type of impact it ha3 his iscreatingawareness among their followers and potential
customers because everyone normally buys their toilet paper that is wrapped inlastic
looking at the elements of a rhetoric analysis, the element of logos is something that is useful
when looking at thipost since the post makes use of argumentation to convince the receiver
of the messagef the information that is shared. The argument®égting the product by
The Good Roll instead of normal toilet paper are presented logically, which makes the
information very clear for someone who sees this post.

The fourth and last exampbd the concept of
personalization of climate change communication is a pc bkl e Rt
by @smol and this was posted Bebruary 3 2021(see seleapmonsoes ooy '
figure 4 or Appendix A, post 1251n this postyou can see
some sort of dashboard that was created by Smol. With1 ==
dashbodd, theyshow their followers and (potential) ez oo e
customers how much washes they have powered, how n

plastic they have saved, how much chemicals they have = =

saved and how much money their customers have s@yec

showing these numbers, the customers of Sinolsee how

m U Ch I m paCt thel r ChOICe tO b Uy plastree |au nd ry We're super proud here st smol to share these with you, it's

ncredible the difference we have made coming together like this

detergent has done for the world and how much they hay ' coings i ends iy (s we

saved in total. In the caption they mention that each Figure4: Smol Products, 2021
customer can also see it for themselves in their personal Smol account, mekergntore
personalSmol communicates their succesagad this show that they want to share their
sense of pride with their followerdust likein the last post, in this post the logos element of
the rhetorical analysis igsible. This is because of the arguments that are made in the post
that are based on factual informatitvat comes from Smol itself and what they have reached
already with theibusiness and the help of their customers.

The four posts that were described in this subchapter are all an example of the
personalization of climate change communication. The posts show that businesses often want
to connect with their followers/customers a deeper level than only showing a picture on
their social media channelBhey are communicating useful tifwstheir followers, which are
also related to their field of business and the main goal of their business. Thidsiomesxt
to only givinginformation, the businesses want to connect with their followers and they do

that by communicatingontent like the posts mentioned in thigochapter.
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4.2 Optimistic versus Pessimistic Messages

The second concept that was used in this research is stti@rsus pessimistic

messaging, this is a concept that was retrieved from a study by Hornsey and Fielding (2020).

They found that even though a lot of people are starting to believe in climate change and the

importanceof action against climate change, they are also still inactive and not incorporating

changes in their behaviour save the climatadith their concept of optimistic versus

pessimistic messaging, Hornsey and Fielding (2020) state that different types afasessa

have different outcomdsr the receivers of the message.

One way that this was seen in the data analysis of the Instagram pokksjssiesses

that possomething that relates to the bigger problem outside of only waste reduction, so

about biggeenvironmental problems and climate change. They post that to show how big the

problem actually is andiant to show their followerthat it is a problem that should be taken

very seriouslyFollowers who see that type of post will probably take their toread itand

absorb the information that is given to them.

One example that falls under this concept is the

following post by @toogoodtogo.usa that was posted of W

April 20" 2021 (See Figuré or Appendix A, post 14 In
the visual of the post you can seeimage of a city with a
park and below thatisthetexeth s ays t he

food waste were a country, then it would be the third

hi ghest emitter of Thisiea nh
fact that could be shocking for people since they probak
do not know the impact of wasting food and throwing it

awaywhile they could have still eaten ih the caption of

IF FOOD WASTE WERE A
COUNTRY, THEN IT WOULD
BE THE THIRD HIGHEST
EMITTER OF GREENHOUSE
GAS EMISSIONS.

=TooGoodTaGo
#FightFoodWaste

the postthey talk about howvasted food is a cause for Figure5: Too Good To Go, 2021

big part of global greenhouse gas emissions. Next to that, they state that saving a meal using

the platform by Too Good To Gmntributes to reducing greenhouse gas emissions since it

prevents that meal from being thrown away. With this, they give a sort of optimistic twist to

the message that they give in the pdsb Good To G@ommunicates how people can help

contribute to their goand they do this bgxplaining how big the issue actually Wghen

looking at the elements of rhetorical analysis, vatahds out is the elemgudthos, which

has to do with feelings that are expres$#dh this postthey want to convince their

followers to be hopefuhiboutthe situation and do what they can to help solve the problem.
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Even though that they are talking about a serious situation, they want to also express to their
followers that the problem can be solved when people handle it correctly.
Thesecondexample of optimistic versus pessimistic

messaging is from the Instagram account iptérand this = 6 tips voor een
ging g @pip duurzame keuken

Check de link in onze bio

post was uploaded ddecember 182021 (see figure ®r oo ht vl archal

A

Appendix A, post 7Y In this post they give six different tips t¢ .~
make your kitchemore sustainable, and how people can -
reduce their waste productidn.the caption of the paghey -
state that the average amount of wasteififatoduced per
individual in the Netherlands, and that this is 490 kilogram
They also state how much of this is made up of plastic

packaging and that a lot of this packaging cefrem doing

groceries at a normal supermarket, which causes for a lot Ot o 6. pieter pot, 2021

plastic waste. Becausé¢ how they are phrasing the first part of

the message can be seen as nesitnak they are stating faabout the amount of waste that

is produced per person in the Netherlands per year. However, it also leans towards an
optimistic message, sintlieey gve an easy solution on how people can reduce their waste,
either by doing their groceries with Pieter Pot or at least by following the six tips that were
given in the postSo in this postit is clear that they make use of neutral messaging but lean
towards an optimistic message because they show a solution that can tackle the problem they
are talking aboutWhen looking at ethos, pathos and logos, it can be said that ethos is
something that stas@ut when analysing this post. This is because ethos has something to do
with the credibility of the sender of the message. In this case, Pieter Pot, which sells plastic
free groceries, is giving tips about how to have a more sustainable kitchen by, fosioge

the grocery service of Pieter Plitcan be said that Pieter Pot is an expethis field

because their whole business revolves around this topic.
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The third example of optimistiersus pessimistic
messaging is a post by @thegood(sée figure Br Appendix
A, post 100. In this postyou can see a building that is a
toilet/water/shower unit that was buily The Good Roland
in the postthey give information about this projesntd how it
came to be and what it means for the commuofithe
country where they built itNext to that, they thank their
followers for thé support and for buying their producthis
post has an optimistic mgage because of the feeling that is
behind it. They talk with pride about this project but do not

mention any underlying probleswr issues that are still left for

them to solveBecause of thisvay of communicatingpeople Figur;e o
can get the idea that the bigg@roblem is over and that the

goal of The Good Roll irrachedPathos is an element that can be seen in this post, this is
becausehis post contains a lot of positive elements that make it seem like The God&oll
reached a big part of their goaldathey want to share that with their followers. Next to a lot
of feelings, there is not a lot of factual information in this post included.

The final example of optimistic versus pessimistic

—

messaging is an Instagram post by @smol that was poste
Janary 17" 2021 (see figureB, or Appendix A, post 1230n
the visual part of the pqgstou can see a seal that is wrappe

in fishing nets. In the caption of the pabiey explain what
their goals are fothe upcoming yeain their captionthey
state the problem that they want to tackle and they plan o

doing that. By including these two elements in their captio

smolproducts & To preserve our perfect planet we must ensure we

they first start off with a more neutrdned message and ™! hecome a force for good. Dave Atenoorougn

The powerful forces that shape our planet mean there is no part

show the seriousness of the problem. But the after that the o= =z se o womingy e same il soon e e or

try to be optimisticand show how they want to handle the ra never b more et @ reseone
. We want 2021 to be a year to make a difference, to work towards

problem. This shows that even though they want to be PoSte ch2nges or s, e panet on e estures v shar ¢

optimistic with their goals and how they want to reach theil  &isSEsrign iy Fromse e

Wha else thinks it's time other companies did the same.. this year...

goalsand maket seem like they are able to reach the goals  zeretrovearsimer
that they have set for themses/With this post, Smol wants 79ure 8 Smol Product, 2021

to share a feeling of hope they feel for the future and what they want to reach with their
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business in the upcoming yed@his can be categorized under the element of pathos because
they are sharing how they feel about therent situation and also including what they want
to do about it.

After looking at the different posts that show elements of optimistic versus pessimistic
messaging, it can be said that most businesses use neutral messaging, but always with some
optimistic sentences in the post. This camdated to wanting to feel heghat the situation
will be better and also convince people to buy their product because it can help with the
problem. The argumentatiarsually starts with stating facts about how the situation is now
and why the situation is as bad as it is. The sepantds usually related to the businessl

how its products/services can help the environment

4.3 Involvement Methods

The third and last concept of this study is the concept of involvement methods, which
was retrieved from a study by Minton et al. (20112)is concept says something about how
trying to involve people can have an impact on their behavidus.concept igbout
engaging with the receiver of the message and giving them the tools to do something about
the overflowing waste problem.

One example of how this is dopa Instagram i®y giving concretdips on how
people can redie their waste by using some of the

servicesln this way people feel involved in the SMART
SHOPPING

journey and goabf waste reduction, and actually feel
FREEZE WHAT YOU
like they cardotheir part in the fight against climate e ol mz;;;%”f“j:

STORE FOOD
PROPERLY TO
PROLONG
FRESHNESS

I

BE CREATIVE IN
THE KITCHEN

changeln this paragraph, multiple examples will be

involve and engage their followers to be a part of the
mission and their goal.

The first example to illustrate the concept of
involvement methods is a post by @toogoodtogo.use =
that was posted dRebruary & 2021(See Figuré®, or | b e you st receyour s oo
Appendix A, post & In this postyou can see w@isual ' I

of a shopping cart and some text. The te the picture

Make # the best zero-waste recipes with your
food worth of leftovers can often end up being

says something about smart shopping. The post is e e e e e e i
Figure 9: Too Good To Go, 2021

giving tipsfor consumers to think about while they are
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doing their normal groceries. By using these tips, consumers can shop more consciously,
instead of over@nsuming.These tips are also repedia the captionwith a little bit more

context and explanation, so it is clear for consumers what they can do. This post falls under
involvement methods since it is trying to give the followers of @toogoodtogorastical
measures that they can takectmtribute to the goal of Too Good To Go, which is making

sure as little as food possible goes to wakte. Good To Go is communicating about how
people, next to using their service, can reduce their food vigetause of the factual
information and tha@arguments that are made ireglelnstagram posts, it is clear that the
element of logos is important in this post and useful for the analysis. The arguments that are
made in this post by Too Good To Go are logically structureccandgey all the informatin

that needs to be communicated, without making it overwhelming for the receiver of the
message.

The secon@nd lasiexample of involvement

} —=fo )

methods in an Instagram post can be seen in the post th E} — =

was uploaded by @pieter_pot on Octobéf 2621 (see Yy \
figure 100r Appendix A, post 7R In this postPieter Pot ///ﬁ/@ Fj@@
describes the process of ordering groceries via their By,

platform. They state the different steps that people have -
take if they want to order groceries without packaging. Tl h
first step isto sign up for the waiting list. Once it is your
turn, you can make an order with Pieter Pot and choose .
of your favourite goceries, but without the packaginthe

third step in the process is getting your groceries and usi

all of the product that is ithem The last step in the proces
is cleaning your pots and saving them for when your neXrigure 10:Pieter Pot, 2021

order comes in, then you carvgiback the empty pots so

Pieter Pot can reuse them and then the whole cycle starts overGigjaie.grocery shopping

is not a new phenomenon but it is something that people could struggle with. Because of the
post with the instruction on how people cader from Pieter Popeople will instantly feel

like theyare helped and they can order from Pieter Pot. By doing this, Pieter Pot is
stimulating the ales of their packging-free products, but also their overall goal of reducing
waste amongustomers. The followers of Pieter Pot will feel some form of engagement to

shop there because it feels like the company cares ab@uatiéntial) customer®8y posting
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these instructions, Pieter Pot makes the followers on Instagram feel inuokxed mission
of reducing waste and the fight against climate chahigis post is similar to the last post in
terms of rhetorical analysis. The logos elemanésomething that stands out with this post
because of the information that Pieter Pot is tryingptavey to their followers about their
businesses. Bgxplaining to their followers how they can make use of the service of Pieter
Pot, they make it easy to find and can convince their followers of using their service.

With the example of involvement ninetds, it is shown that the selected businesses try
to engage with their followers and give them easy to implethent in their daily routine.
By trying to involve the customer, these businessesuilding a communitgf consumers
who share the same gaa them, which is to reduce waste and save the environD@ng
this is good for their business, but also the customers will feel like they are a part of
something, making them enthusiastiause their products/service while also feeling like they

areparticipating in the fight againstaste production.

4.4 Overall Results

After discussing all of the concepts that were used in the analysis of the data set, it can
be said that all of the concepts kamerged in the Instagram posts that were posted by the
selected businesses that focus on waste redudtienpersonalization of climate change
communicatiorwas seen in multiplposts.The accourgthat were analyskeshared tips and
informationabout wate reductionThe information that was shared in these posts was
accessibleo the bigger public, making it so everyone can enjoy the content of these
businesses\ext to thatthe concept of optimistic versus pessimistic messages was also
found in multige posts. Most of the posts had a more optimistic tone when talking about the
business and products related to it. However, vihere were posts aboilite bigger problem
of waste and climate change in general, the tone of voice was more neutral totpertray
seriousness of this problem. When giving solutions, the tone became more optimistic, to
show people that not all hopeas los. The third and final concept was involvement methods.
In a lot of Instagram posts, there were concrete tips given to tbevéos on how they could
get involved in the mission and what they could do themseNesbusinesses regularly
involved their followers by saying how they helped with their successes, but also involving
them in how they could use their services/ordeir {(r@duct.

When performing a rhetorical analysis, the three main parts of the analysis are ethos,
pathos, and logo&thos says something abdhbé credibility ofthe sender of the message. in
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this research, this was the least surprising part, sithoé the posts either talked about waste
reduction otbusiness operations. All of the businesses were credible to talk about thig since
is their field of business or their own business they are talking ébontetimesinformation

from an outside saue was used in an Instagram post, this source was then always mentioned
in either the visual or in the caption of the Instagram poshe case of Pathos, it was a bit
more difficult torecognize in the Instagram posts, since it has to do with thadebkt is
expressedviost posts had a positive and happy tone of voice, which is in line with the
optimistic messagingiowever, there were also psstat did not use any emotion but were
only stating factual information to either illustrate the wastdlem or inform people about
certain business practicesngoshas something to do with the argumentation in a post and if

it is usedn a logical wayln most Instagram posts that were analysed, it could be seen that
first there was factuahformation, which was supported byore informal information. By
looking at the Instagram posts with Ethos, Pathos and Logos, it became more clear how the
Instagram posts were structured and which elementssgerein the posts.

To sum up the results, it can be said that businesses use their Instagram to
communicate their message and tigeials (both business and sustainabiliige) to their
followers. They do this while using logical argumentaiiomwhich they state facts and
support these with emotional elements, like happiness or pgihtestrategy was seen in a lot
of Instagram postsviost Instagram posts were visually aesthatid used a lot of small
illustrations to get the point of the Instagram posts across if tlex@aining facts about
the waste problem or giving useful tips to the follow¥®isuals in the Instagram posts did
not contain ®o much text and made use of colours that were repeated throughout all of the
posts per business. In the captfidnvas usubly texts combined with emojig his shows that
even though that is some posts there is serious information communicated, the selected

businesses want tmmmunicate the informatidightly to not discourage their followers.
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5 Conclusion& Discussion

5.1 Conclusion

This research has brought up some interesting findings surrounding the use of the
social media platform Instagram and sustainable businesses with a focus on waste reduction.
One thing that can be said about these businesses is that thetha®n their Instagram
and use it to connect with followers and to convey their message to their followers. As
mentioned before, Instagram is a useful platform for businesses that want to instantly make
contact with their followers and their (potential)jstomers. Because of this, businesses that
make use of Instagram can translate their message and the goal of their company in a rather
easy and relatively lowwost manner.

This subchapter aims to answer the research question that was introduced in the first
chapter of this master thesis. To recollect, the research question that was composed for this

research is as followsow do sustainable businesses with a focus on wedtretion use

Instagram to communicate their messagéter conducting the research, the research

guestion can be answered as follows. This research found that sustainable businesses with a
focus on waste reduction actively use Instagram and they usemtftiple goals such as
connecting with their followers, communiaagiabout their sustainable goals, teaching their
followers how to be more sustainable in their daily lives and lastly to promote their
product/service that encourages waste reduction.

After this research it can be concluded that sustainable businesses with a focus on
waste reduction are making use of mostly neutral and optimistic messages within their post,
the businesses communicate on a personal level with their followers/consumers and
businesses are actively involving their followers in their goal towards less waste and a more
sustainable future. A lot of Instagram posts that were analysed for this research were using
neutral and optimistic messages in their Instagram posts. Thidadtead like a neutral
statement about climate change or the waste problem that is in the world and they then gave
tips or a conclusion surrounding this problem, on how people can take matters into their own
hands and change their own behaviour to be mas&inable. By using optimistic messaging
next to neutral messages in their Instagram posts, it can make it look like the dolthmsn
waste problem is easy and that it can be solved by the actions of individuals. For some posts
it can be said that &éhmessage about climate change is flattening the situation or making it
seem less seriousatit actually 8. This was also stated by the research done by Hornsey and
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Fielding (2020), in which they confirm that only or mainly optimistic messaging in @ima
change communication can take away the seriousness of the message that businesses or
organizations try to convey to their audience. Because of this, the Instagram posts by
sustainable businesses with a focus on waste reduction can sometimes be edtagoriz
ineffectivein transferring a message surrounding climate change and other environmental
issues. However, sustainable businesses with a focus on waste reduction are capable of
transferring information about climate change and the waste problemagtarate and less
complicated way, which they are also doing with their posts.

Most posts of sustainable businesses with a focus on waste reduction share tips that
are easy to incorporate for people in their daily lives. Easform of the personalizian of
climate change, which is a concept from a reselydlnderson (2017). This says something
about how personal or nonpersonal businesses make their content for their followers. As
mentioned in the results, a lot of posts make the communicatiorusding waste reduction
very personal, either by sharing tips that are useful in the daily life of the followers or by
reposting the pictures from the followers, so other people can see how it has helped them.
Doing this can let followers feel more connekte the business, since it is talking about
topics that are personal to them. Because of this, sustainable businesses with a focus on waste
reduction make the communication via their Instagram posts very personal, so all of their
followers can relate tdits and feel like they can contribute to the mission of the sustainable
business.

The concept of involvement methods by Minton et al. (2012) was seen the least
during the analysis, which means that sustainable businesses with a focus on waste reduction
are not actively trying to involve their followers in their godfiwaste reduction. In the cases
they did use involvement methods, it was seen as follows. Sometimes there were reasons or
tips given via an Instagram post which people could use in theyrldejlbut these reasons
or tips were connected to the main goal of the company. This showed that businesses are
thinking about involving their followers, however, it was not seen often during the analysis of
the Instagram posts. By not actively involvitgir followers, it could be that sustainable
businesses with a waste reduction do not feel coedextheir followers to the business and
its goal.Most posts that were analysed did not invoiwelvement methods and were
labelled as not applicable wh talking about this concept.

After analysing the data and conducting the research, it can be said that sustainable

businesses with a focus on waste reduction communicate via their Instagram in a personal
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and optimistic way, but are not actively invalgitheir followers in their practice and their

goal. They communicate optimmsabout the situation of the waste csithat is going on and

how people can help to better the situation. Next to that, they make the communication
personal because they tryridate to people and communicate about situations that will feel
relatableto their followers. However, in their communication via their Instagram profile,
sustainable businesses with a focus on waste reduction do not actively involve their followers
in their goal of lessening the waste ¢sisThe communication via Instagram is successful to

the extent of communicating about the message and the goal of the sustainable business and
the personalization of climate change communicaBynusing a combinatioof visuals,

factual informatiorand informal language, the businesses with a focus on waste reduction are

communicating their messages and goals to their followers.

5.2 Discussion
In this subchaptethe discussion part of this master thesis will be highlighted. The chapter is
divided into four parts, which are as follows: interpretations, implications, limitations and

recommendations for further research.

5.2.1 Interpretations

The results of thistady show thasustainable businesses with a focus on waste
reduction communicate a lot via their Instagram pages and that they are trying to
communicate their main message, whichas their service or product is helpful for
reducing waste and in thatrse for a better environment, but also what their followers can
do themselves to be better for the environmene liisinesghat had the most variety its
communication via Instagram was Too Good To Go. When looking at the analysed Instagram
posts, it @n be tated that they use a lot of different techniques when posting on their social
media.Theyuse a good combination of neutral and optimistic messaging in their captions
that are supported yutsider sources. Next to that, they make the communication
personal for their followers and are actively trying to involve their followers in their goal of
food waste reductiotHowever, all businesses, are very active on their Instagram pages and
try to deliver their message anaccessible way to theirlfowers. They stay away from
academic or scholarbanguage and this is to avoid misunderstanding among their followers.

Because of this, it is likely that most of the followers will understand the problem that is
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talked about, without being confused abthé language that is incorporated in the padts.
results of this study add information to the already existing literature that is out there
surrounding sustainable businesses with a focus on waste rediibioinformation that is
added states something about how these types of businesses are cotimguheiagoals
and business objectives to their followers on the social media platform Instddmans
useful in this research area becatlgze is now more understanding about how these
businesses are communicgtand which elements are importandarequently used in the

communicatiorsurrounding waste reduction and climate change.

5.2.2 Implications
The results of this study show that a lot of content that is produced avatiaglby
sustainable businesses with a focus on waste redwdrgans optimistic messaging. This is
something that is seen as not the nedf&ctive way of communicating about climate change
and other environmental issues (including waste reduction). This can be seen as a contrast
with the research of Hornsey and Fielgli2020). They do not argue that optimistic
messagingloes not affednactiveness among climate change believers, butdbesyate that
neutral messaging is most effective when it comes to climate change communication because
this does not take away frotime seriousness of the crises that is climate change (Hornsey and
Fielding, 2020).

Next to that, another aspect that came up in the results is how most bugioesses
actively make us of the personalization of climate change communicatiobuSimesses
that were analysed eda lot ofelements in their social media strategy that make the content
more personal for their followers. This can be seeraiious elements, such as ttantents
of a post (containing tips or relifle situations) ofin the pictures that are useshich are
often repostdfrom their own followersWhen looking at the research of Anderson (2017), it
is said that with more and more personalization of climate change communipatipie
will be more likely to read andden about climate change but also will be more likely to
make behavioural changes in their daily lives. This meanshbaesults of this study, are
also in line with the results of Anderson (2017) becausediothesareseeing
personalization of clinta change communication.

Lastly, the concept of involvement methods that was retrieved from alsgudy
Minton et al. (2012)This concept talked about how involving followers within climate
change communication could leadoghavioural changes. This diufound that not a lot of
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businesses use involvement methods in their Instagram posts, they lack actual action points
for making their followers feel included in their goal/mission for waste reduc@oa.could

argue that this concept was msefulfor this study, howeveimvolvement methods can be
something that sustainable businesses with a focus on waste redoctimprove upon.
Something that could be useful for further research is seeing if involvement methods could be
implemented on thenktagram posts of othsustainable businesses with a focus on waste

reduction.

5.2.3 Limitations

For this researchihere are a few aspects that can be considered as limitations. The first
aspect ighe bias in the search for theory to build the thémaktramework. During this
search, a lot of research watadied and considered to use in the theoretical framework,
however, it is not possible to include all research dortiee field of climate change
communication and how this is expressed on soo@lia. Because of this, one could state
that there is crucial literature missing in the theoretical framework of this research, which
could lead to different results and the overall conclusion of this stimlyever, this is also
something that could beased about every research, because it is impossible to study all of
the literature that is available in a field of research.

Another limitation in this study could be tpessible bias during the analysis of the
data. Because during a qualitative contardlysis, the researcher is doing all of the analysis
of the data. When only one researcher is analysing, it could be that there is some form of
subjective analysing. Thiould be because the researcher is Dutch, and there was also a
Dutch business inctled in the data set. Another research for possible bias during the analysis
of the data could come frotheupbringing, cultural background and academic background
of the researcher. It could be that someone with a different background looked differently a
the Instagram posts that were selected for this studich would have also resulted in a
different conclusion for this study. However, this is somethingishabt proven, and the
researcher of this study tried to be as objective as possible.

The last limitation of this study could be hdwere were only four businesses selected
for this study The reason why there were only four businesses selectatiavtiee number
of posts selected per business had to be a reasonable ammaketa statement about the
strategy behind thelnstagram pagdBecause of this, only four businesses could be selected

for the size of this research project. However, therename sustainable businesses with a
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focus on waste reduction. Becaus$é¢his, it could be that the data that was not analysed in
this research, could meé#mat the results and the overall conclusion of this study would be

very different if that data wasdfuded.

5.2.4 Recommendations

For further researglit is recommended that more sustainable businesses with a focus on
waste reduction are included in ttedy. This could lead to more-depth and

simultaneously broader results. The results would i nm-depth because of the range of
businesses included in the study, and because more businesses mean more information.
However, the results also would be broader because more businesses mean more data to
analyse and in that wathat fieldof businesses would be better mapped. This coulgétil

to get more information drawn for this fiethd it would uncover how sustainable businesses
are using social media, but also how they could use their social media platforms, in this case,
Instagran, more effectively.

Anotherrecommendation for further research is thatbusinesses that are selected
for the research include businesses from a more diverse group of countries. Now only
businesses from western countries were selected, making the results of the study not as
diverse asheycould be. If more businesses froifferent countries were selected, it could
be that the results of this study would be different and the overall conclusion would be

changed.
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Appendix

Appendix A:Data Analysis Instagram Posts
Post 140: Too Good To Go

All pictures are retrieved fromoo Good To Go Usp@toogooodtogo.usa]. (n.d.) [Instagram
Postg. InstagramRetrieved May 29, 2022, frohttps://www.instagram.com/toogoodtogo.usa/
Post 4180: Pieter Pot

All pictures are retrieved from Pieter R@pieter_pot]. (n.d.). [Instagrafost$. Instagram.
Retrieved May 29, 2022, frofttps://www.instagram.com/pieter_pot/
Post 81120: The Good Roll

All pictures are reieved from The Good Roll [@thegoodroll]. (n.d.). [Instagraosty.

Instagram. Retrieved May 29, 2022, frémtps://www.instagram.com/thegoodroll/
Post 121160: Smol

All pictures are retrieved from Smol [@smolproducts]. (n.d.). [InstagrastgPInstagram.

Retrieved May 29, 2022, frofttps://www.instagramam/smolproducts/

Nr. | Post + Caption Analysis
1

Author : @toogoodtogo.usa
Main message Post about the new year startir
Intended Audience Followers of

@toogoodtogo.usa

Ethos: does not apply
Pathos With this post, Too Good To Go wants
to make sure that they are connected to their

followers, by making an announcement about

the new year starting. Their followers could fe
Figure7: 1 January 2021

Q toogoodtogo.usa & W
of our Waste Warriors

ne opporun

acknowledged by these types afsts.- - -

LUIeZnde | Optimistic vs pessimistioptimistic because
s we grow our movement o f;?"?{":::d:&‘.:stil in new

ities and communitis &+ @ S they talk about having a healthy new year ang

aste #HappyNewear #2021 how they want to make a difference.
Logos does not apply.

- Personalization of ccc

- Involvement motives
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Figure8: 9 January 2021

Author : @toogoodtogo.usa

Main message Announcing how many meals
they have saved already in the US.

Intended Audience Followers of

@toogoodtogo.usa

Ethos: Too Good To Go is a credible source t
share this irdrmation, since it is something thg
is done by them.

Pathos Too Good To Go can share this
message and approach their followers with a
positive view on their business and tell them
they have already saved a certain amount of
meals.

- Optimistic vs pessiistic: this post has a rathg

optimistic tone, since it talks about how many
meals they have saved and how many CO2 t
has prevented.

Logos the logical reasoning in this post is cle
since, they state that with the number of meal
that are saved, thehave prevented a number
amount of CO2 emission.

- Personalization of cc®y saying this, the pos

is made personal because everyone who has
save a meal once, will feel like they have don
certain part in preventing CO2 emissions.

- Involvement moties By seeing the results of

50.000 meals saved, people can feel more
connected to the cause and start actively usir

the platform even more.
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& REASONS TO EAT YOUR

Figure9: 18 January 2021

toogoodtogo.usa & Did you know that strawberry stalks are totally

edible and full of nutri

L

Author : @toogoodtogo.usa
Main message The main message is that all 0
the strawberry can be eaten and not only the
fruit part. They want to educate people of
creating less waste in that way.

Intended Audience Followers of
@toogoodtogo.usa

Ethos: there is no obvious source mentioned
thepicture, however, seeing their business, T
Good To Go probably is a credible source, sit
they are suitable to talk about this topic.
Pathos There is no obvious use of emotion in
this post.

- Optimistic vs pessimistidhis post can be see

as a netral, since there is no celebration of a
win, or a negative statement. The only thing t
makes it more leaning towards optimistic is th
they share that the stalk of a strawberry is full
nutrients, which could make people see this ir
positive way.

Logos this post is very logical structured. It
gives four arguments of why people should eg
their strawberry stalk.

- Personalization of ccthere is not apparent

personal element in this post.

- Involvement motivesthere is no real reason

for involvement included in this post.
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#WARRIORWEDNESDAY TIP

An Apple A Day Keeps
the Sprouting Away

FigurelQ: 27 January 2021

O)

toogoodtogo.usa & Did you know that your
longer in the company of @@ 7 It's true! The ethylene from

Make sure you're following us

Comment on this post and tag a friend

First 50 followers will receive a voucher code for a free Surprise
Bag. 1 code per person!

Author : @toogoodtogo.usa

Main message The main message of this post
sharing a kitchen hack that will make your fog
last for longer.

Intended Audience Followers of
@toogootogo.usa

Ethos: Too Good To Go is credible to post thi
because it is their field of business, creating I¢
food waste.

Pathos there is no obvious emotion that is us
in this post.

- Optimistic vs pessimisticHowever, this post

does lean a little bit more to optimistic, since i
is sharing a hack that people can do themsel\
to keep their own food fresh ftanger.

Logos they make some argumentation on wh
using an apple to keep the sprouting of a potz
away and they try to explain the science behi
it. This makes it logical for people to listen to
their advice.

- Personalization of ccd@hey make this psi

personal because they include a give away in
if people comment on that post they have a
chance of winning a free meal from Too Gooc
To Go, which is something for their personal
life.

- Involvement motivesThere is no real reason

for people to geinvolved in the cause of Too
Good To Go.
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SEASONAL FOODS

February

» & @

BROCCOLI BRUSSEL CABBAGE
SPROUTS

/ @ @

LEEKS ORANGES RUTABAGAS

Figurell: 1 February 2021

fj toogoodtogo.usa & G
favorit this

TURNIPS

Author : @toogoodtogo.usa
Main message The main message of this post
to teach their followers about what foods are i
season in February.

Intended Audience Followers of
@toogoodtogo.usa

Ethos: Too Good To Go is credible to post thi
because it is their field of business, creating I¢
food waste.
Pathos In this post there is no obvious emotic
included.

- Optimistic vs pessimistichere is no obvious

optimistic or pessimistic message in this post
this can be considered as neutral.

Logos the argumentation behind this post is t
Too Good To Go ants to encourage people tq
start eating foods from the season, which is
better for the environment. By making an eas
overview of which fruits and vegetables are in
season, people can keep this in mind while
shopping.

- Personalization of cc®y telling their

followers about which foods are in season, Tq
Good To Go gives a personal twist to their po
because people can see for themselves what
accessible to them.

- Involvement motivesThere is no real reason

to get involved in the cause of Too Good To (
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SMART
SHOPPING

FREEZE WHAT YOU
WON'T CONSUME
IMMEDIATELY \

e

CREATE A
SHOPPING LIST

STORE FOOD
PROPERLY TO
PROLONG
FRESHNESS

¢

BE CREATIVE IN
THE KITCHEN

Figurel2 6 February 2021

Q toogoodtogo.usa & If you're looking to reduce food waste at
home, shopping smarter is the best place to start. k
ensure you buy only what you need, and follow the
tips below @

B Store food properly

Keep bananas, avocados, tomatoes and onions away from foods
ike potatoes, peppers, apples and leafy green vegetables as they
accelerate their ripening

# Freeze, freeze, freeze
more than you can eat, freeze your extra food to
reserve freshness for later. Your future self will thank you.

ttention to portions
etter to dish out meals conservatively and go back for

seconds rather than plating too much food which would patentially
get wasted.

ecipes with your

often end up being

Author : @toogoodtogo.usa

Main message The main message of this post
Too Good To Go wanting people to minimize
their food waste

Intended Audience Followers of
@toogoodtogo.usa

Ethos: Too Good To Go is credible to post thi
because it is their field of business, creating I¢
food waste.

Pathos there is not really a clear feeling that i
expressed with this picture.

- Optimistic vs pessimisticThe message in this

post is quite neutral but leaning towards
optimistic. This is because the information is
mostly factual, but it is presented in a way tha
avoiding food waste is solving a big part of th¢
bigger problem.

Logos: the argumentation behind this post is t
Too Good To Go wants to teach people on hg
they can reduce their food waste while doing
their normal groceries. The tips that are given
this post are useful for people and it could
convince them to think tiwe about food waste
while doing their normal groceries.

- Personalization of ccd he tips that are given

in this posts could be seen as personal conte
since almost everyone does groceries at a
supermarket, this means that these tips are
relatable ér everyone, and not just a handful ¢
people.

- Involvement motivesThe tips that are given

could be seen as a way for people to get mor
involved in waste reduction and how they cou
make slight changes in their daily habits to

reduce their waste.
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HOW CAN WE FEED THE
WORLD'S GROWING
POPULATION? ‘)

Figurel3: 20 February 2021

/‘7 toogoodtogo.usa & Today's fight against food waste is key to
addressing sustainability challenges of the futurs @

t's estimated that the world's populati
billion people by 2050, The most efficies
with the limited natural resources we ha
to take action against food waste. W

n will grow to reach 9
vay to feed everyone,
will be to work together

Today 1/3 of all food globally produced is being wasted. This
puts the planet's resources at risk, while millions of people are
facing foed insecurity. We must work on our supply chain efficiency
to reduce food wastage across all steps. Small actions we take in
our daily life are already making a big difference! §

Author : @toogoodtogo.usa

Main message The main message of this post
informing people about how reducing food
waste can make sure we can still feed the evg
growing world population.

Intended Audience Followers of
@toogoodtogo.usa

Ethos: Too Good To Go is credible to post thi
becausetiis their field of business, creating les
food waste.

Pathos there is no clear emotion that is
expressed in this image.

- Optimistic vs pessimistidthe message in this

image is quite neutral, but also leaning towar
optimistic, since they talk abohbw they want
to feed the worl doés
Logos

- Personalization of ccc

- Involvement motives

Figurel4: 28 February 2021

/‘—) toogoodtogo.usa & Whether you're all about the cream cheese
and lox or butter and salt combeo, let's all agree that the best way to
eat a bagel is when you save it from going to waste.

% Rescue a bagel this weekend!
m: @jeremyjaccbowiz

Author : @toogoodtogo.usa

Main message The message of this post is
inspiring people with ideas of meals/products
they can get with the Too Good To Go app.
Intended Audience Followers of
@toogoodtogo.usa

Ethos: not applicable

Pathos the emotion behind this post is that
people will feel like the Too Good To Go
platform is something that fits in their daily
lives. The man in the picture looks satisfied w|
his meal, and people could feel like they want
that as well.

- Optimistic vspessimisticthere is no apparent
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waste reduction/climate change meaning in th
picture. The only mentioning about it is in the
caption 6érescue a ba
relates to waste reduction, but in a very minin
way.

Logos not applicable, neeal arguments made
in this post.

- Personalization of ccd his post feels really

personal since it is a repost of someone who
used the Too Good To Go service in his life,
which could seem relatable for some people.
- Involvement motivesthis pictue is kind of

involving the receivers, since they make the b
to use Too Good To Go very low, this is beca
of the

repost by ano

TRY THE TEST:

& N W

TO FIND OUT IF THE
PRODUCT IS STILL GOOD

Figurel5: 9 March 2021

/) toogoodtogo.usa &

Author : @toogoodtogo.usa

Main message Teachingoeople how to find ou
if they can still eat/use the products in their
home, without only looking at the expiration
date on a product.

Intended Audience Followers of

@toogoodtogo.usa

Ethos: Too Good To Go is credible to post thi
because it is theirdid of business, creating les
food waste.

Pathos there is no apparent emotion in this
post.

- Optimistic vs pessimistiche message of this

post is rather optimistic, but leaning towards
neutral. They state a few ways people can se
their food is still edible. But they are encourag
people to make no waste inside of their home
Logos The arguments made in this pas¢

logical and clear for the public. They make it
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clear that they want you to look at your produ
before just throwing it away because of the
expiration date.

- Personalization of ccdNot applicable

- Involvement motivesThey are trying to get

their followers to get more involved in their
mission, teaching them ways on how to redug

food waste in their own home.

10

Author : @toogoodtogo.usa

Main message Informing p@ple on how big
the waste problem is at the moment and how
we are using our natural resources.

Intended Audience Followers of

@toogoodtogo.usa

Ethos: Because Too Good To Go is not the
expert in this field, they have used a source fr
the outsidewhich is mentioned in the picture.

Pathos They do respond to the emotion with

this post, because they want to inform people
how big the problem is, however, they do not
make it sound scary or super serious.

- Optimistic vs pessimisticThe message inith

post is quite neutral, because they state the
problem and the seriousness of it, and what t
consequences are of our actions in the past.
Logos the argumentation in this post is logica
because they state the problem, the outcome
the problem anddw they want to tackle the
problem. Additionally, they

- Personalization of ccd hey try to make this

post personal, and that is because of how the
phrase the problem. This is because they are
tal king about Oowed a

of people fekincluded and not as if they are
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being blamed.

- Involvement motivesbecause the post is ma

guite personal, people will probably feel
involved and they can kind of see how they a
involved, however, there are no clear action
points in this posts witthings that people can
do to tackle the problem.

11

Figurel7: 26 March 2021

f) toogoodtogo.usa & We're s rowing in Philad
Help us out by tagging a shoj s

Author : @toogoodtogo.usa
Main message The main message behind this
picture is asking people which shops they thir|
should be included in Philadelphia and D.C.
the Too Good To Go platform.

Intended Audience Followers of
@toogoodtogo.usa, specifically in the Philly a

D.C. area.

Ethos: Not really applicable
Pathos There is not really any visible emotion
in this post.

- Optimistic vs pessimistianessage is

optimistic, since they want to expand their
businesses, but not necessarily in relation to
climate messaging.

Logos Not reallyany argumentation in this
post.

- Personalization of ccdNot really a personal

message regarding climate change/waste
reduction. Only thing is that because of busin
expansion, more people can actively reduce t
waste via this platform.

- Involvement motives by asking their followerg

for recommendation of businesses to join thei
platform, Too Good To Go makes their
followers feel included in the mission against

waste reduction.
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Color your Enster Eggs with

FOOD SCRAPS!

Figurel18: 3 April 2021

fj toogoodtogo.usa & Thi
wayy to use up food scra

dye your Easter eggs nat

ster weekend we're sharing a colorful
& Swipe through for tips on how to

#TooGoodToGo #7eroFoodWaste #Sustainablekitchen #Eastertggs

Author : @toogoodtogo.usa

Main messagethe main message is reducing
waste by using food scraps that would norma
be thrown away, to do something with them
first.

Intended Audience Followers of
@toogoodtogo.usa

Ethos: Too Good To Go is credible to post thi
because it is their field of business, creating le
food waste.
Pathos There is no visible emotion. But they ¢
try to make a holiday more fun and sustainab
by sharing these tips.

- Optimistic vs pessimistianore optimistic

message, on how to reduce waste and make
holiday more fun.

Logos Not any argumentation for waste
reduction in this post.

- Personalization of cc&ecause a lot of peopl¢

celebrate easter, it makes it more personal to
share thestps for waste reduction.

- Involvement motivesBy sharing these tips,

followers could feel more involved in waste
reduction, because it is something they can d

themselves.
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Author : @toogoodtogosa

Main messagethe main message of this post
teaching people that ngyerfect looking food is
just as tasteful and nutritious as the perfect fo
we always find in the supermarket.
Intended Audience followers of

@toogoodtogo.usa

Ethos: Too Good TdGo is credible to post this

53



