
 

1 

 

CHAPTER I 

INTRODUCTION 

I.1. Background of the Problem 

People and mass media are inseparable. People find everything they need 

to know in mass media. West and Turner defined mass media as the channels, 

or delivery modes, for mass messages. There is mass communication process in 

mass media. Mass communication is communication to a large audience via one 

of the channels of communication (West & Turner, 2014, p.40). Additionally, 

McQuail (2010, p.58) described the characteristics of mass communication is 

one-directional and anonymous. The relation between sender and receiver is 

also asymmetrical. Because of the capability to spread messages to multitude, 

mass communication plays a role as mass educator.  

According to McQuail (2010, p.54), “media could be a potent force for 

public enlightment, supplementing and continuing the new institutions of 

universal schooling, public libraries, and popular education”. In this case, mass 

media help educate the audience about things happening everywhere around the 

world. It is obvious that mass media should provide positive content for their 

audience.  

Mass media develops from time to time and so rapidly. From written 

mass media to electronic mass media to digital interactive media or new media. 

Marshall McLuhan (1967) claimed, as quoted by Julia T. Wood (2011, p.300), 

that the electronic media created a global village. Wood defined global village 
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as the modern-day, worldwide community made possible by electronic 

communication that instantaneously links people all over the world. In other 

words, electronic media breaks geographical boundaries around people. 

However, written media and electronic media are now less common to use 

compared to new media. The portability and the ease of access and 

dissemination of information on new media are the reason people prefer new 

media to conventional media.  

New media is the media that use satellite and computer-based technology 

to connect. The Internet is also required to access new media. New media 

enables people to do interactive communication which is impossible to do in 

conventional media (McQuail, 2010, p.39). Examples of new media are iPod, 

mobile phones, PCs, the World Wide Web (WWW), e-mail, social media, 

online forums or communities, and blogs. 

Digitalization differentiates conventional media and new media. Three 

key characteristics of digitalization are ease of manipulation, convergence, and 

nearly instant speed (Wood, 2011, p.319). Manipulation is the same thing as 

editing photos and videos. On new media, news is easily manipulated which 

can lead to hoax news. The process of coming together becoming more alike is 

called convergence (McQuail, 2010). New media allows all information in all 

format to link up together. The last thing is the speed of information in new 

media is nearly instant. Digital media also allows users to give instant feedback 

in two-way communication.  
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Because of how widely new media are exposed, many brands use new 

media as a channel to spread information. One of the famous brands that 

immensely use new media for positive intention is The Body Shop. The Body 

Shop is a British company selling cosmetics, skincare for men and women, and 

fragrance for men and women. The Body Shop is well-known for being an anti-

animal cruelty company as well as green company. The Body Shop has many 

branches all over the world, including Indonesia. The Body Shop Indonesia has 

their own website and Instagram account to do their business and interact with 

their audience. As a green company, The Body Shop Indonesia always spread 

information related to environment through their website and Instagram 

account. 

The researcher uses some previous researches as references in writing 

this research. The first research was done in 2011 by Stephanie Kaiser from 

Media and Communication major at University of Sydney. The title of the 

research is “A Social Cognitive Theory based examination of the behavioural 

change role played by Let’s Move’s website and social media applications”. 

The research was based on qualitative approach. Let’s Move is an obesity 

prevention campaign which was spread through online channels, including their 

website and social media sites. The focus of the research was to find out how 

online channels are used to change audience’s behaviours and how the audience 

interacts. The result of the research shows that Let’s Move uses its website and 

social media sites to spread messages about preventing obesity so that audience 

will change their health behaviours by raising self-efficacy. Kaiser’s research is 
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different from the researcher’s because Kaiser focuses on Let’s Move’s website 

and social media sites and the researcher focuses on Instagram account 

@thebodyshopindo.  

The second reference is a research by Deskarina Mahardhika from 

Faculty of Social Sciences and Politics at Universitas Brawijaya. Mahardhika 

completed the research in 2017 and used qualitative approach in the research. 

The title of the research was “Persepsi Konsumen Terhadap Kampanye 

Lingkungan dan Kampanye Sosial yang Dilakukan The Body Shop (Studi 

Deskriptif Kualitatif pada Pengguna Produk The Body Shop di Kota Malang)”. 

The purpose of the research is to decipher how the consumers’ perceptions is 

towards the environment and social campaigns done by The Body Shop. The 

result of the research shows that the consumers’ perceptions towards the 

campaigns by The Body Shop are to maintain the image of the company, to 

draw consumers’ interests, and the company’s concern about the environmental 

and social issues. Mahardhika’s research is different from the researcher’s 

because Mahardhika did not question and discuss about how the consumers 

behave towards the campaigns done by The Body Shop which is what the 

researcher is doing in this research. 

 

I.2. Identification of the Problem 

The most common yet serious issue in Indonesia is the enormous amount 

of non-organic waste, especially plastic waste.  
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Figure 1.1. Indonesia’s Plastic Waste Problem 

Source: The Asean Post (2018) 

According to data posted by The Asean Post, Indonesia holds 2nd place 

in the list of countries with the most plastic waste, just one spot behind China. 

Taken from detik.com, World Economic Forum (2016) stated that there is more 

than 150 million tons of plastic waste around the oceans and eight million tons 

of plastic waste flows to the oceans every year. It is predicted that ratio of plastic 

and fish in the oceans could be 1:3. Oceans are polluted with plastic in any form, 

leading to the suffering of the sea creatures. A turtle was spotted with plastic 

straw stuck inside their nose, a whale was found dead with 5.9 kgs of plastic 

waste in its belly, and there are many more problems caused by plastic waste. 

This is a very serious issue in the current time. 



 

6 
 

 
 

Figure 1.2. Sustainable Development Goals (SDGS) 

Source: Official website of United Nations 

  

 

Plastic waste issue is related to two Sustainable Development Goals 

(SDGS). SDG number 12 is ‘Responsible Consumption and Production’. This 

goal is to ensure sustainable consumption and production pattern. To help 

reduce plastic waste, people must be responsible in managing their consumption 

of goods that will add more plastic waste in the environment. This includes 

plastic bags, water bottles, and many more. Companies also need to manage 

their production pattern of plastic materials. Companies can start producing 

bamboo or stainless-steel straws instead of plastic straw. Producers and 

consumers need to work together to achieve this goal because plastic waste is 

very dangerous to the environment, especially to the oceans that leads to SDG 

number 14 ‘Life Below Water’. This goal is to conserve and use the oceans and 

marine resources sustainably to achieve sustainable development. This can be 

achieved by eliminating plastic usage. The real issue is that plastic waste is 
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already polluting the oceans which will devastate the underwater life. 

Therefore, the plastic waste issue has been the real concern of all countries in 

the world, especially Indonesia. 

Indonesia has set a target to reduce plastic waste by 70% by 2025 (Jakarta 

Post, 2018). There are many campaigns spread to start with this action of 

reducing plastic waste. People are suggested to use reusable plastic bags when 

going shopping. Therefore, many supermarkets apply Rp200 charge for one 

plastic bag to help reduce plastic bag usage. There are also many brands that 

start to use plastic bag made from cassava, called ‘telobag’. Telobag degrades 

quickly in the nature, unlike most plastic bag. Many companies also replace 

plastic with stainless steel to create daily tools, for example: stainless steel 

straw. In conclusion, many brands and companies out there are trying their best 

to help reduce plastic usage. 

One of the biggest cosmetic and skincare companies, The Body Shop, 

has been known for being a ‘green’ company since the start of its establishment. 

In Indonesia, The Body Shop is a well-known brand whose products are used 

by many people, both men and women. The Body Shop has deep concern about 

the current and future environment. Trying to help with the plastic waste 

problem, The Body Shop has a unique program for their consumers. Consumers 

can bring back the empty bottles or any other packaging to the stores and then 

the waste will be recycled to something useful. They recycle plastic bottle to 

mop, pail, broom, and other plastic tools. Customers get points for every bottle 

returned (thebodyshop.co.id). 
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Moreover, The Body Shop also has their own product of reusable stuff, 

such as stainless-steel straw and tote bag coconut. The Body Shop also does 

voluntary event where they clean up waste in some areas in Indonesia, mostly 

at beaches. The Body Shop’s employees usually volunteer at this event.  

 
 

Figure 1.3. Coconut Bag and Stainless-steel Straw by The Body Shop 

Source: The Body Shop Indonesia website (2019) 

 
 

Figure 1.4. Cleaning up the Environment by The Body Shop Volunteers 

Source: The Body Shop Indonesia Instagram (2019) 
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The Body Shop has online media to reach their consumers. They are 

available on their website and their Instagram account. Instagram account The 

Body Shop Indonesia (@thebodyshopindo) is very active on raising awareness 

about plastic waste problem and promoting about reducing plastic usage. They 

post it on their stories and on timeline. The Body Shop Indonesia has 699.000 

followers on their Instagram and most of the followers are actively engaging 

with the posts. They like to write a comment on how they already ditch plastic 

bag or straws.  

 

Figure 1.5. Some of the comments from @thebodyshopindo followers regarding their action to 

reduce plastic waste 

Source: Instagram account The Body Shop Indonesia (2019) 

 

Started in 2008. the ‘Bring Back Our Bottle’ program by The Body Shop 

is doing well in Indonesia. According to data shown by The Body Shop 

Indonesia on their website, there are more than 1.4 million bottles returned to 
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the stores to be recycled. This is really helping the environment from plastic 

waste problem.  

Because of the ‘Bring Back Our Bottle’ program, The Body Shop 

Indonesia received two official awards in 2016. The first one was from Minister 

of Environment and Forestry of Indonesia for the company’s waste reduction 

initiative. This acknowledgment shows that The Body Shop has done concrete 

actions to help the environment from waste. The second one was from 

Indonesia’s Best Corporate Social Initiative in the category of Corporate Social 

Marketing. The Body Shop Indonesia also received an appreciation from 

governor of Jakarta in the effort of Jakarta Without Plastic Bag. 

 
 

Figure 1.6. Appreciation received by The Body Shop Indonesia for their effort in reducing 

plastic waste 

Source: Instagram account of The Body Shop Indonesia (2019) 
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If being compared to its competitors, The Body Shop stands out as the 

cosmetic brand who has the deepest concern about plastic waste and more 

valuable actions in effort to reduce plastic waste. Other cosmetic brands only 

focus on the plant-based ingredients in their products, are not really concerned 

about the plastic packaging. The Body Shop tries to use plant-based ingredients 

in their products as well as using Community Trade Recycled Plastic for their 

product packaging.  

  

Figure 1.7. Real actions done by The Body Shop Indonesia to help reduce plastic waste 

Source: Instagram account The Body Shop Indonesia 

 

 

I.3. Statement of the Problem 

By doing this research, researcher wants to find out the answer for this 

question: How do the followers respond to the exposure of plastic waste issue 

on Instagram account @thebodyshopindo? 
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I.4. Purpose of the Study 

The purpose of this research is to analyse and find out how the followers of 

Instagram account of The Body Shop Indonesia behave towards the exposure 

of plastic waste issue. 

 

I.5. Significance of the Study 

The uses of this research are: 

For academic uses: 

1. To gain knowledge for communication scholars about the behaviours of 

users in new media towards the exposure of social issues, especially plastic 

waste issue. 

2. To give reference to other communication scholars who want to do research 

in the field of new media and researcher wishes this research will be useful 

for them. 

 

For practical use: 

1. To let readers know about The Body Shop’s values in reducing plastic waste 

and hopefully support them. 

 

I.6. Organization of the Study 

This research consists of six chapters which will be described more: 
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CHAPTER I: Introduction 

In chapter one, researcher will discuss about the background of the problem and 

how the problem arises. Identification of the problem, the statement of the 

problem, the purpose of the research, and the significance of the research will 

also be included in chapter one.  

CHAPTER II: Research Object and Subject 

In chapter two, researcher will explain the detailed information about the object 

and subject of this research. The object of this research is the behaviour of 

Instagram account @thebodyshopindo’s followers towards the exposure of 

plastic waste issue. The subject of this research are the informants. 

CHAPTER III: Literature Review 

In chapter three, there are theories and concept provided to support the research 

and to examine the main problem of the research.  

CHAPTER IV: Research Methodology 

In chapter four, researcher will explain about the methodology and approach 

used in the research. The research will be based on qualitative approach with a 

descriptive method. Furthermore, this chapter also includes the data collection 

method, data checking and analysis, as well as the informants for the research. 

CHAPTER V: Research Findings and Discussion 

Chapter five is the discussion of the finding in the research based on the data 

collected and the examination of the data using the theory which the research is 

based on. The result will be written in detail. 
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CHAPTER VI: Conclusion and Suggestion 

Chapter six as the last chapter in the research contains the conclusion of the 

research from chapter five and review from researcher for the overall research. 

 

 


