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This article examines linguistic and semiotic means in BEYOND MEAT's marketing
on Instagram with the tools of Critical Discourse Analysis (CDA). The study focuses on
stylistic devices — anthropomorphism, metaphor, hyperbole, othering — and their use in
rhetorical strategies to position the brand within modern cultural and ethically engaged
narratives which include environmental responsibility and reduction of ecological impact,
animal welfare and ethical consumption, promotion of plant-based diet as a healthier
alternative to traditional meat. Key findings reveal that BEYOND MEAT employs
anthropomorphism to forge emotional ties, attributing human traits to plants to highlight
their worth and capabilities of becoming various healthy and eco-friendly products offered
by BEYOND MEAT. Anthropomorphism is used to portray animals as figures worthy of
respect and admiration to counteract the view of animals as a means to human ends
imposed by the traditional animal food industry. Metaphors and hyperboles strategically
underscore the ideological basis of the brand’s messages, linking plant-based diets to
animal welfare and enhanced environmental sustainability. Othering helps to create a
distinct brand identity by positioning BEYOND MEAT’s products as superior to traditional
meat products, highlighting the benefits of the former and emphasizing the negatives of the
latter. The research also reveals the use of cultural references to boost consumer
engagement and receptivity. The article shows that while BEYOND MEAT's marketing
adeptly engages with current social movements and consumer trends, it tends to
oversimplify complex issues, potentially engendering skepticism in certain audiences.

Keywords: Beyond Meat, plant-based meat, Instagram marketing, Critical
Discourse Analysis, rhetorical strategy, stylistic device.
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Acucmenm
Kuiscokuu nayionanvnuu ynisepcumem imeni Tapaca [llesuenxa

Y cmammi 3a oOonomocoro iHcmpymenmie KpumuuHo20 OUCKYPC-AHANIZ)
00CNIONHCYIOMbCAL  IIHSBICIMUYHI MA  CeMIOMUYHI 3aco0U, WO BUKOPUCTNOBYIOMbCA Y
mapxemuney komnauii BEYOND MEAT 6 Incmaepami. I'onosna ysaca npudinsiecmucs
CMULICMUYHUM 3acobam, a came aumponomop@ismy, memadghopi, 2inepooii, iHULYBAHHIO
ma ix BUKOPUCMAHHIO Y MAPKEMUH2O08UX CMpameziax Oas NO3UYIOHYE8aAHHS OpeHoy )
CYYACHUX KYIbMYPHUX [ eMUYHO 3AAH2ANCOBAHUX HAPAMUBAX, AKI 6KII0UaAome ) cebe
8ION0GIOANIbHEe CMABIeHHA 00 HABKOIUUIHBO20 Cepedosuud, 3MEHUEHHs He2amueHo20
8NIUBY HA HBO2O, 3AXUC NPA8 MEAPUH, emuuHe Xapyy8aHHHs, PEeKAAMYSAHHA IdiCI
POCNIUHHO20 NOXOONCEHHs. K 300pO0GIUOI  aNbMepHaAmueu MmpaouyitiHuM Xap4oeum
npooyKmam, upooaeHum 3 m’saca. AHmponomophizm euUKOpUCMo8yEMbCsi KOMNAHIEIO O
GopmysanHs eMoyitiHuX 36 s13Ki8 WLIAXOM ampubyyii 1I00CbKUX 81aCMUBOCMell pOCIUHAM,
wob niokpecaumu 8apmicms i YMIHHA POCIUH NEPemEOPr8AmMUC Y Pi3Hi 300posi ma
eKoNo2iuHl  npodykmu xapuyeauHs, saxi npononwye xomnanis BEYOND MEAT.
Aumponomopghizm maxodic 3acmoco8yemucsi 0Jisi 300pANCeHHs MEAPUH K ICIMOM 8apmux
noeacu ma wiauu, Ons1 NPOMUOii MPAOUYIUHOMY BGIOHOULEHHIO 00 HUX 5K 00 00 €Kmig
excnayamayii. Memagpopu i einepbonu 8uc8imaroroms i0eo102i4Hi 0CHOBU MAPKEMUH2O0BUX
N08I0OMIeHb KOMNAHIL, N08 A3)I0UU POCIUHHUL PAYIOH XAPYY8AHHS 3 NPABAMU MEAPUH MA
BIONOBIOAILHUM CMABIEHHAM 00 HABKOIUWHBbO2O cepedosuuya. [Huwysanus odonomaeae
cghopmysamu  YHIKAIbHY [0eHMUYHICMb OpeHOy, 30CepeddCyrouUUch HaA NO3ZUMUBHUX
acnexmax pocaunnoi npodykyii BEYOND MEAT ma umecamusnux acnexmax m’schux
npoodykmis xapuysauus. Komnanis inmezpye KynomypHi acnekmu y c80i MapKemucosi
NnOGIOOMACHHS ma NIOKPINaE ix pakmamu, wo NOMEHYIUHO NIOSUWYIOMb SKICMb iX
CHPUUHAMMS YiIb08OK ayoumopicro ma Gopmye 006ipy 0o Hux. Y motl dice uac,
CHPOWEeHHs CKIAOHUX NPObieM Y MaAPKeMUH208il KOMYHIKAYIT KOMNAHIT Modce BUKTUKAMU
HeOo08Ipy 6 ayoumopii, 3HauoMOi 3 HeeMUYHUMU MAPKEeMUH20BUMU NPaKmukamu. Y yinomy,
mapkemute Beyond Meat ne minbku cnpuse nowupento pociuHHoi diemu, a i NO3UMuHo
BNJIUBAE HA CYCNIIbHI HOPMU A NOBEOIHKY CNONCUBAYIS.

Knwuosi cnosa: Beyond Meat, pociunne m’sico, Instagram, mapxemumne,
KpUMUYHULl OUCKYPC-AHANL3, PUMOPUYHA CIMpameis, CIMULiCmu4Hull 3acio.
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In 1992, Norman Fairclough wrote that he noticed an increase in the
codification of language to meet political, economic, and institutional objectives
[Fairclough 1992]. In the economic sphere, language design acquired particular
importance as the focus shifted from manufacturing to service, culture, and leisure
industries where success largely depends on the image they present to the public. In
addition, due to growing market competition companies have been more preoccupied
with communication strategies and techniques that would enable them to outperform
their competitors [Fairclough, Mulderrig, and Wodak 2011, p. 359]. Nowadays,
marketing language is highly codified and carefully tested on focus groups to ensure
its potential to influence consumers. The linguistic aspects of marketing language
have been extensively explored in the seminal studies of Edward F. McQuarrie and
David Glen Mick, [McQuarrie and Glen Mick 1996, p. 424-438], Greg Myers
[Myers 1994, p. 159-173], Angela Goddard [Goddard 2002], Geoffrey Leech [Leech
1966], and Guy Cook [Cook 2001].

More recently, new software, and digital tools allowed to enhance verbal
communication with extra-linguistic means through the codification and creative use
of image, color, video, icon, typeface, and other semiotic resources. Their motivated
use as well as the social and cultural meanings they are loaded with are studied within
the framework of Social Semiotics. Additionally, research and consulting agencies
such as Semiotic Solutions employ semiotic methodology to identify nuanced aspects
of contemporary culture which they apply to help businesses create effective
marketing campaigns. In turn, semiotic resources can be categorized as belonging to
visual, aural, linguistic, gestural, and spatial modes and studied within the framework
of multimodality. Multimodal research helps uncover how different modes are
implemented to generate complex meanings. Various modes can reinforce,
complement, and extend each other, enhancing the overall communicative impact.
Multimodality of marketing communication on online platforms has been explored
in the studies of Carmen Daniela Maier [Maier 2011], John A. Bateman, Janina
Wildfeuer and Tuomo Hiippala [Bateman et al. 2018], and others.

In late capitalism, adding symbolic and material value to products is essential
to fend off competition. Thus, marketing communication is loaded with cultural and
social meanings that endow it with the power to reinforce and challenge societal
norms and structures. Within this critical perspective, communication is much more
than just ways of speaking or writing, it constitutes practices that systematically
shape the ideas of what is considered true and acceptable in society, thereby
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regulating and controlling it [Fairclough 1995]. Therefore, marketing
communication can be viewed and analyzed as discourse.

The marketing of plant-based foods, one of the newest and fastest-growing
food market sectors, leverages discourses of health, vegetarianism, veganism,
environmental protection, sustainability, and animal welfare [Overstreet 2019;
Mintel 2023; Hopwood et al. 2020]. These issues are increasingly popular in Western
countries and are gaining traction globally, contributing to the sale of products, on
the one hand, and a positive impact on society, on the other hand. Noteworthy, some
businesses exploit these trends by merely portraying their products as healthy,
environmentally friendly, and sustainable without a genuine commitment to these
values [Andrews 2021; Eriksson and Machin 2020; Chen and Eriksson 2019].

One of the largest companies that represent the sector of plant-based foods is
Beyond Meat, founded in the USA in 2009 [Jones 2022]. Beyond Meat is a popular,
Innovative company with a mission to positively affect the global problems of natural
resource depletion, the greenhouse effect, and animal welfare by providing nutritious
and healthy food options. It produces plant-based meat substitutes such as burger
patties, sausages, and ground meat. The company’s products are available in more
than 80 countries across the globe and sold in over 190,000 locations worldwide
including grocery stores, restaurants, hotels, and universities [Beyond Meat, Inc.
2023]. The brand actively promotes its products on social media which allows a
broad reach and the use of diverse communicative formats (text, images, videos,
stories, etc.). In particular, Instagram, a visual-centric platform, is suitable for food
marketing hence we consider Beyond Meat’s marketing discourse on Instagram a
noteworthy object of analysis.

The primary aim of this study is to analyze the linguistic and semiotic means
employed in marketing communication of Beyond Meat on Instagram using the tools
of Critical Discourse Analysis (CDA) as described in Machin and Mayr [Machin and
Mayr 2012]. The study will contextualize Beyond Meat's marketing discourse within
health, environmental protection, sustainability, and ethical consumption, and
evaluate its potential perception by the audience.

This study analyzes Beyond Meat’s Instagram posts over the period from the
1%t of January 2023 to the 1% of March 2024. A total of 194 posts and the profile bio
were examined to identify the discourses of health, environmental protection,
sustainability, and ethical consumption, which were then grouped by stylistic device
and analyzed employing the analytical tools of CDA described in Machin and Mayr
[Machin and Mayr 2012].
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In this section, we present the findings from our critical discourse analysis of
Beyond Meat's Instagram posts. The analysis reveals several key rhetorical strategies
employed by Beyond Meat to promote its plant-based products. These strategies
include anthropomorphism, metaphor, hyperbole, and othering, each contributing
uniquely to shaping consumer perceptions and encouraging ethical consumption.

1. Anthropomorphism

Anthropomorphism is a rhetorical strategy that attributes human
characteristics to other entities. Beyond Meat anthropomorphizes plants to create a
perception of plants as valuable and worthy, highlighting their human-like qualities.
By presenting them this way, Beyond Meat encourages consumers to make choices
that are beneficial for their health and environment, as consuming plant-based foods
typically has a lower environmental impact and reduces the risk of chronic diseases
[Willett, Rockstrom, Loken, et al. 2019, p. 447-492]. Moreover, opting for plant-
based meat helps animals live better lives outside of the confines of industrial
farming systems, which aligns with Beyond Meat’s mission statement.

The key elements of plant anthropomorphizing are represented by the phatic
(e.g., tell your house plant I said hi) and the conative functions (e.g., To all the plants
out there, we believe in you), positioning plants as humans [Jakobson 1960, p. 350-
377]. Emojis reinforce verbal elements and add a casual and friendly tone to
messages. Furthermore, Beyond Meat emphasizes the capabilities of plants by
personifying them as animate agents rather than as receivers of action, which is
underscored by the active voice in their messaging: 1) *looking at a plant* You can
be anything you want when you grow up. A burger, a chicken nugget, a steak. |
believe in you. 2) Pretty cool that plants can combine with other plants to become
burgers. who you surround yourself with matters 3) Shout out to plants for being able
to be meat without all the drama. 4) Plants, wow. Amazing range. Should’ve won a
Golden Globe.

Beyond Meat also expresses a fascination with the capabilities of plants via
celebratory and admiring language (““Shout out to plants,” “Should 've won a Golden
Globe, ” “Pretty cool that plants can ™).

beyondmeat ] Following ~ Message 8 eee

2,343 posts 998K followers 747 following

Beyond Meat
@ beyondmeat

£ We make your favorite foods from plants

© No cholesterol, GMOs, hormones, or antibictics
& Clean. Simple. Plant-based

#gobeyond

@ linkin.bio/beyondmeat

Followed by gardein, latejulyorganic, quornusa + 2 more
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Fig. 1. Beyond Meat’s logo in the profile bio

When it comes to animals, the company conveys their agency and human-like
capabilities semiotically. For example, Beyond Meat’s logo (Fig. 1) features an icon
of a bull, which traditionally symbolizes strength, stability, and power. The addition
of a cape enhances these qualities, transforming the bull into a superhero-like figure,
since in modern popular culture, capes are associated with superheroes symbolizing
exceptional power, protection, and heroism. In combination with the brand’s name,
these visuals create a narrative where the bull saves the world by taking consumers
beyond the outdated and flawed traditional consumption model. Thus, the bull is
portrayed as being engaged in morally commendable actions, suggesting that it
possesses qualities of moral agency — a human trait not associated with other living
beings.

' ﬁ >
e 22 : @ beyondmeat &
- O* beyondmeat # Asking for a friend
@ mimimerritt0816 | try not to look at them o
because it depresses me every time . Knowing
what their fate is. @
18w 8 likes Reply
ruby sriv @& & & o
o 238
7w Reply
\ Q wendy bela i1y & 8 S | o
% 18w Reply
1,509 likes
September
@ Add a comment...

Fig. 2. Beyond Meat. Instagram, September 30, 2023

Similarly, the question “When cows see humans drive by on the highway, do
they say, “humans. ” (Fig.2) suggests that cows can reflect on human behavior and
judge it as undeserving of being called human, implying a form of moral agency.
Therefore, Beyond Meat portrays animals as figures worthy of respect and admiration
rather than viewing them as a means to human ends in the animal food industry.
2. Metaphor

A metaphor is a rhetorical trope that compares two objects by stating that they
have the same characteristics. Most importantly, comparing one object to another
influences not only the way we think about that object but also the way we act. As a
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result, the use of metaphor can have ideological significance [Machin and Mayr
2012, p.163].

Beyond Meat utilizes cultural metaphors to deliver a range of messages
connected to animal welfare as well as environmental protection. For example, the
text in one of the posts “We make plant-based meat for the same reason you wanna
date emotionally available man: good meat without all the suffering” USeS a
metaphor to draw a parallel between plant-based meat and the cultural value of
emotional availability in men, who have traditionally been stereotyped as less
expressive about their feelings. Emotional availability in men is especially valued in
Western countries, as a result of the feminist and mental health movements.

@ beyondmeat @
O@ beyondmeat @ Send this to your boo

O‘ beyondmeat @ Haha but also & & ©

16 likes Reply

hotelwotell The planet will be fine and exist for o
billions of years more. The human race
however.

9w 1like Reply

@ idk_its_natural saving this for 2050 o

5iikes Reply

oQvVv W

5,522 likes
February 14

@ Add 2 comment...
Fig. 3. Beyond Meat. Instagram, February 14, 2024

In another example (Fig. 3), Beyond Meat employs a cultural metaphor to
convey a message about environmental stewardship. The metaphor draws a parallel
between the qualities of a significant other and the Earth and the feeling of worry
about both of them, thus broadening the traditional scope of the holiday from caring
about the loved one to caring about the environment. The message is reinforced by
semiotic means, namely, the heart icons and earthy color scheme.
3. Hyperbole

Hyperbole is a figure of speech that involves an exaggeration of ideas for
effect. D. Machin and A. Mayer note that the use of hyperbole can indicate
ideological work [Machin and Mayer 2012, p. 170]. Beyond Meat employs hyperbole
to emphasize the urgency of addressing climate change and to promote the transition
to consuming its plant-based products as a way to reduce greenhouse gas emissions.
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@ beyondmeat &

“’ beyondmeat @ haha that was so crazy, right? Did
et o e raac = \D y'all get that alert too?

/w et ,.. W b énn\( et t H T Al
Vi Bl by mkw Mu@ i..;hr mv‘&:'mh gy

@\  peyondmeat & We didn't really think this was a o
\.D' hot take but wow &

ikes Reply

National Alert Now
THIS IS A TEST. The purpose of this is to
remind you that climate change is real. We
need to eat less meat to combat it. Plant-
based meat is a great start. Idc if you love
"real” meat there's a bigger issue arising.

The world is burning. WE NEED TO ACT NOW.
BESTIE, ARE YOU LISTENING? DEMAND
CHANGE. Action is required by the public.

iew replies (4

balduinotomaspadre It's hard to accept that it's o
been wrong for thousands of years.Only people
from Bharata Varsa respect such views

4w Reply
View replies (1

@ jlfloresuribe81 Yeah that's absolute horse shit.. ¢
| used to like your products not because |
believe any of h15 bs but because of my

p——T

Al

S 3,785 likes

Svﬁpe up to unlock

- ) @ Add a comme
Fig. 4. Beyond Meat. Instagram, October 5, 2023

The brand hyperbolizes the consequences of climate change through
apocalyptic language, uppercase typeface, and signs indexing a hotter climate. For
instance, Fig. 4 presents a textual message that draws attention to climate change
(“The world is burning”) and calls to mitigate it (‘DEMAND CHANGE”). The text
Is set against a backdrop that indexes a hotter climate.

Much like in the case of metaphors, Beyond Meat’s hyperbolic messages are
full of cultural references. For example, “705 °F” in the text “YOUR PEPPERMINT
MOCHA ISN’T GOING TO HIT THE SAME WHEN IT’S 105 °F” (Fig. 5) signifies
scorching temperature using the unit of measurement predominantly used in the
United States. Peppermint mocha is traditionally associated with winter holidays in
the temperate regions of the USA, which results in an incongruity of enjoying a
traditional cold-weather drink in the extreme heat of 105 Fahrenheit [Peiper 2022].

What is worth noting is that the text in the caption of Fig.5 serves as an
extension that refers to the publication dedicated to combating climate change. This
allows the viewers to familiarize themselves with the precise data on the severity of
the issue and a concrete solution that mitigates the distrust triggered by the
exaggeration. This aligns with the approach suggested by Euromonitor International,
a leading provider of strategic market research, advising businesses to support their
claims with tangible proof to convince ‘greenwashed out’ consumers that their calls
for environmental action are not merely attempts to sell products disguised as ‘good
for the environment.’ [Euromonitor — Global Consumer Trends 2024]. However, this
Is not the case with all the Beyond Meat s posts. For instance, the message in Figure 4
Is not likely to have a good reception from the audience who do not have a deep
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understanding of the climate change issue, as there is no explanation as to why the
statement “The world is burning” might be realistic shortly. A curious reader might
be motivated to search for an explanation; however, if they are familiar with
unethical advertising, they may not make the effort to do so.

v % @) boronimeste

@™\ beyondmeat @ WE'RE NOT TRYING TO KILL THE VIBE, but.

%
W)

lost Comprehensive Plan Ever Proposed to
ming; edited by Paul Hawken. Penguin

oats, rice, hemp, chi

LY LY T T TR ERTRTR RN \

e megankeivens there's no excuse not to make the switch to o
meat free when there are ALSO delicious options available

v

oQv W

7,346 likes

= ©
Fig. 5. Beyond Meat. Instagram, November 30, 2023.
4. Othering

Othering is a rhetorical strategy that allows to create a distinct brand identity by

positioning a product or brand as superior in comparison to competitors [Ferndndez-
Vazquez 2021, p. 3284]. It often involves highlighting the negative traits of a competing
product and stating that these undesirable traits are absent in the marketed product. This
approach can create a biased perception because it focuses selectively on the negatives
of others and the positives of one's own product and does not rule out the presence of
negative characteristics in the marketed product itself. Beyond Meat uses this strategy
to present its products as a healthier, more sustainable option compared to the meat
products it aims to substitute.
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y :T“; beyondmeat &

BEYOND LEADING
STEAK STEAK STRIPS

) beyondmeat & We're not saying we're the best
W) but the numbers don't lie. @ &

Beyond Steak has zero cholesterol, no added
hormones or antibiotics, less sodium, and more
protein compared to the animal equivalent. This

e e changes everything.

21g a 79
Protein Protein

@\ beyondmeat @ To be clear, we would neversay ¢,
animal

Omg Q@ 50mg

Cholesterol

300mg 4 400mg ,
Sodium Sodium o Q V N

NO ADDED Vi /% 3,996 likes
HORMONES OR . 2,2

ANTIBIOTICS

Fig. 6. Beyond Meat. Instagram, October 12, 2023

For instance, Fig. 6 presents a typical post contrasting a plant-based “Beyond
Steak” with meat-based “Leading Steak Strips”. The company uses a comparative
table to highlight the nutritional differences, focusing on protein, cholesterol, and
sodium content, and the absence of added hormones or antibiotics in their product
represented by the No + Noun Phrase structure. The use of the abbreviation VS in the
image sets up a direct opposition between Beyond Steak and the leading steak strips.
This creates an “us versus them’ relationship that is the core of othering, positioning
the plant-based option as not only different but also superior in terms of health
benefits. The captions complement the visual part, creating a narrative of superiority
using the superlative “best” and the intensified comparative “much better” in
“We’re not saying we 're the best, but the numbers don 't lie” and “It’s much better.”
These statements suggest a clear valuation over the animal-based product. The
provision of factual data contributes to the credibility of the post and is expected to
be well-received by the audience according to recent consumer research
[Euromonitor — Global Consumer Trends 2024].

BEYOND BURGER PATTY

=N
VS A BEEF PATTY WATER USE ™

beyondmeat &

&7\ beyondmeat & TL.DR: eating a Beyond Burger is
W/ better for the planet than eating a burger made

PRODUCING ONE from a cow. Our LCA report can confirm!
«
‘e =
Source: Heller, M., Salim, 1., 2023, “Beyond
Burger® 3.0 Life Cycle Assessment,” Blonk

Consultants, Gouda, NL. Click the link in our bio
to read the full report

Qv W

2,788 likes

Fig. 7. Beyond Meat. Instagram, December 20, 2023

© Rybalchenko A. Yu., andrei.uni@live.com
Critical Discourse Analysis of Plant-Based Meat Marketing (based on Beyond Meat’s Instagram Marketing)

(in English)

98


mailto:andrei.uni@live.com

ISSN 2411-1562 (Print); ISSN 2786-8206 (Online)
STUDIA LINGUISTICA, 2024. — Bumn. 24: 89-100

Similarly, the brand presents factual information regarding sustainable
production. The two bar graphs in Fig.7 contrast the water amount used for the
production of a patty made of beef versus a plant-based patty by Beyond Meat. The
use of gray for the beef patty’s bar in the graph connotes dullness, industrialization,
and a lack of life, enhancing the impression that the beef option is the less desirable
one. The bold statement above Beyond Meat’s bar uses emphatic language to draw a
stark comparison with the number “34X” acting as a signifier of excess and
inefficiency. The caption using the comparative adjective structure reinforces the
message as well as extends it, providing a reference to the full report on comparative
sustainability which adds credibility to the whole message.

The success of companies such as Beyond Meat depends largely on their
positioning. To create a favorable image, the company leverages sophisticated
stylistic devices and integrates modern cultural and ethically engaged narratives into
its marketing. These narratives resonate with contemporary consumer values and
help to reinforce positive societal norms. However, despite the efforts of the
company to increase the receptivity and credibility of its messages,
oversimplification of complex issues may provoke skepticism in audience members
who are not familiar with these issues yet.

Despite these insights, several areas warrant further investigation. Future
research could expand the dataset to include publications from other internet
platforms, providing a more comprehensive understanding of Beyond Meat's
marketing discourse. Additionally, analyzing how the audience engages with and
responds to marketing discourse can help assess its effectiveness. Finally, comparing
Beyond Meat’s marketing discourse with that of other companies operating in
different English-speaking countries may provide insights into the way businesses
tailor their marketing communication to different national markets.
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