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Abstract 

The Keystone XL pipeline project has been debated and reviewed by both Canadian and U.S. 

governments for many years, and as of the writing of this thesis (2015) the U.S. government has 

still not approved the permit to begin the construction of the Keystone XL (KXL) pipeline 

project. As a result, supporters and opponents continue to try different ways of persuading and 

engaging the public. More and more organizations are turning to social media as a tool to inform, 

promote and persuade. This thesis examined how Cialdini’s persuasion principles along with 

Kietzmann et al.’s honeycomb social media framework were used to frame KXL website 

material, Facebook posts and Twitter tweets for 16 key players which included industry, 

associations, ENGOs and government agencies during protests, environmental disasters and 

policy-announcements. I found that the ENGOs used all or most of Cialdini’s persuasion 

principles to frame their opposition views, which translated into high social media engagement.
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Chapter 1: Introduction 

The TransCanada Keystone XL (KXL) pipeline project is a topic that has attract the 

interest of a diverse group of people, from Nebraskan farmers and First Nation groups (350.org, 

2014b) to Canadian and American politicians (Prime Minister of Canada, 2012). There are many 

key players active in the KXL pipeline debate and the digital age has made the distribution of 

their message easier. The internet and most social media services are free to subscribers (Stokes, 

2008) and they created a barrier-free digital environment that makes information readily 

available and easily distributable. However, events such as the protests against the construction 

of the KXL pipeline, environmental disasters and policy announcements could affect the public’s 

perception on the pipeline project, so key players need ways to persuade the public on aligning 

their views with theirs. This thesis examined how the key players of the TransCanada KXL 

pipeline project used words, descriptions, themes, and Kietzmann, Hermkens, McCarthy & 

Silvestre’s (2011) social media honeycomb framework and Cialdini’s (1984) persuasion 

principles to frame their points of view to persuade the public. The data from this thesis will 

further contribute to social media research by examining how Kietzmann et al.’s framework and 

Cialdini’s priniciple can engage and persuade the public.  

Background on the KXL Pipeline 

TransCanada Corporation is a company that has developed, built, and operated many 

energy infrastructure projects in North America as “one of the continent’s largest providers of 

gas storage and related services” (TransCanada Corporation, 2009).  It owns and operates the 

main Keystone Pipeline system, which carries the Alberta oil sands in Hardisty, Alberta to 

various refineries and facilities in the United States. The proposed KXL pipeline would run from 

Hardisty, Alberta to Monchy, Saskatchewan, then cross the Canadian-U.S. border into Phillips 
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County, Montana before terminating in Steele City, Nebraska (TransCanada Keystone XL 

Pipeline, 2013). Due to the cross-border nature of the KXL pipeline route, the proposal requires 

government approval from both Canada and the U.S. before construction can begin. The 

Canadian Government has been clear on its desire to move the KXL pipeline project along. 

During a 2011 joint Press Conference with President Barack Obama, Prime Minister Stephen 

Harper explained that the United States had a choice to accept energy from “the most secure, 

most stable and friendliest location it can possibly get that energy” or “from other places that are 

not as secure, stable or friendly” (The White House, 2011a, para. 40). To date, the Canadian 

Government has approved and issued a construction permit on the Canadian portion of the KXL 

pipeline, but President Obama has not approved or issued a permit for the U.S. portion of the 

pipeline. Table 1 and Table 2 describe the approval process the KXL pipeline project has gone 

through thus far: 

Table 1 

Approval process of the KXL pipeline project (2008-2012) 

Date/Date Range Activities and updates 

Nov 4, 2008 TransCanada Corporation applies to the U.S. Department of 
State (USDOS) for authorization to construct and operate the 
KXL pipeline. 

Dec 2008 USDOS decides to conduct an Environmental Impact Analysis 
and begins drafting an Environmental Impact Statement (EIS). 

Jan 2009 – Jun 2009 USDOS begins consultations and scoping meetings to draft 
EIS. 

Feb 27, 2009 TransCanada Corporation applies to Canada’s National Energy 
Board (NEB) for authorization to construct and operate the 
KXL pipeline. 

May 2009 – Oct 2009 Canada’s NEB organizes public hearings on the KXL pipeline 
application. 

Mar 2010 Canada’s NEB approves TransCanada Corporation’s 
application to begin construction and operation on the Canadian 
side. 
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Apr 2010 USDOS publishes Draft EIS, but criticizes TransCanada 
Corporation for the lack of adequate information during its 
environmental analysis. 

Apr 2010 – Jul 2010 USDOS holds public meetings based on the Draft EIS.  

Apr 2010 – Sep 2010 ‘90 day’ federal agency comment period on the Draft EIS to 
USDOS begins. 

Apr 2011 USDOS releases Supplemental EIS. 

Jun 2011 – Jul 2011 USDOS holds ‘45 day’ public comment period and begins 
holding public meetings based on the Supplemental EIS. 

Aug 26, 2011 USDOS releases Final EIS. 

Sep 2011 – Oct 2011 Public consultation meetings in Nebraska and Sand Hills region 
are held at the request of the U.S. Congress. 

Nov 10, 2011 In light of the information gleaned from consultations with 
Nebraska state and local officials, USDOS decide additional 
information is needed to reroute KXL pipeline away from the 
Nebraskan Sand Hills and to have alternative routes for the 
pipeline.  

Nov 14, 2011 TransCanada Corporation reaches an agreement with Nebraska 
officials to move the proposed route out of the Nebraska Sand 
Hills, but no new route has been proposed. 

Dec 23, 2011 Senator Lugar’s bill – 2011 Temporary Payroll Tax Cut 
Continuation Act was enacted in Congress. Forcing President 
Obama to make a decision within 60 days on whether the KXL 
pipeline project is in the national interest of the country. If the 
project is not of national interest, he shall provide a report to 
Congress that justifies his decision. If no decision is made after 
60 days, the permit to begin construction on the KXL pipeline 
is enacted ‘by law’. 

Jan 18, 2012 President Obama denies the permit to construct the KXL 
pipeline, declaring 60 days is insufficient time to determine 
whether the pipeline project is of U.S. national interest, 
particularly when the new proposed reroute from TransCanada 
Corporation have not been provided or released. President 
Obama suggests TransCanada Corporation reapply for the 
permit to construct the KXL pipeline, to restart the approval 
process. 

Note. Adapted from (National Energy Board, 2010; Smith, 2010; The White House, 2011b, 
2012a; TransCanada Corporation, 2012; U.S. Department of State, 2011a, 2011b, 2011c, 2012) 
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Table 2 

Approval process of the Keystone XL pipeline project (2013-present) 

Date/Date Range Activities and updates 

Feb 2012 TransCanada Corporation provides U.S. Department of State 
(USDOS) with advance notice of its intention to reapply for the 
permit to construct the KXL pipeline. 

Apr 18, 2012 TransCanada Corporation submits alternate KXL pipeline routes 
to the Nebraska Department of Environmental Quality.  

Jan 22, 2013 Governor of Nebraska at the time, Gov. Dave Heineman 
approves the alternate routes for the KXL pipeline project 
submitted by TransCanada Corporation. 

Mar 2013 USDOS releases Draft Supplemental Environmental Impact 
Statement (EIS); 1.5 million public comments are received. 

Jan 31, 2014 USDOS releases Final Supplemental EIS. 

Feb 2014 – Mar 2014 USDOS holds ‘30 days’ of public comments on National 
Interest; 2.5 million comments are received. 

Mar 2014 – May 2014 
 

 

‘90 days’ for eight federal agencies identified in Executive Order 
13337 (the Departments of Defense, Justice, Interior, 
Commerce, Transportation, Energy, Homeland Security, and the 
Environmental Protection Agency) to comment on factors 
including: including, energy security; environmental, cultural, 
and economic impacts; foreign policy; and compliance with 
relevant federal regulations and issues.  

Apr 18, 2014 USDOS puts a hold on federal agency comment period and the 
whole KXL pipeline approval process until the Nebraska 
Supreme Court case reviews the legality of TransCanada 
Corporation’s route permit in Nebraska. 

Jan 2015 Nebraska Supreme Court decides not to rule on the 
constitutionality of the Keystone XL pipeline permit process. 

Feb 24, 2105 President Obama vetoes Keystone XL Pipeline Approval Act put 
forth by the Republican dominated Congress to force President 
Obama approve the KXL pipeline project. 

Mar 4, 2015 U.S. Senate fails to override President Obama’s veto. 

Note. Adapted from (Heineman, 2013; Koring, 2015a, 2015b; The White House, 2012b, 2015; 
U.S. Department of State, 2014a, 2014b, 2014c) 

 
At the time of the writing of this thesis (2015), the U.S. Department of State is in its final 

phase of the regulatory process and are preparing a recommendation to President Obama (CBC 
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News, 2015), but President Obama has not granted the permit to begin the construction and 

operation of the KXL pipeline.  

Key players of the KXL pipeline debate 

There are many key players in the KXL pipeline debate, and as part of his research 

Wesley (2013) created a list of the 50 most active key players in 2012 based on how active the 

organizations were in news media, government documents and other related sources. The list 

was made up of companies, trade associations, environmental non-government organizations 

(ENGOs), and government regulatory agencies. Table 3 lists the most active key players in the 

KXL pipeline debate adapted from Wesley (2013) list I used in my research. Each organization 

is listed with their Canadian-U.S. counter organization.  

Table 3 

Key players of the Keystone XL pipeline debate 

Industry ENGO U.S. Government Canada Government 

TransCanada 
Corporation 

350.org The White House Prime Minister’s 
Office 

ConocoPhillips 
Company 

Tar Sands Solutions 
Network 

U.S. State Department Foreign Affairs, Trade 
and Development 
Canada 

Association of Pipe 
Lines 

 U.S. Energy 
Information 
Administration 

National Energy 
Board 

Canadian Association 
of Petroleum 
Producers 

 U.S. Environmental 
Protection Agency 

Natural Resources 
Canada 

  Nebraska government Alberta government  

Note: Adapted from Wesley (2013). 

 
TransCanada Corporation, a Canadian company (TransCanada Corporation, 2014b) and 

ConocoPhillips Company, a American company (ConocoPhillips Company, 2014) had initially 

proposed the Keystone pipeline system together; TransCanada Corporation would manage the 
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construction of the Keystone pipeline system and ConocoPhillips committed to shipping the 

crude in the pipeline (Lexpert, 2009). However, in August 2009 ConocoPhillips announced it 

was selling their shares back to TransCanada Corporation, making TransCanada Corporation the 

sole owner of the KXL project (Lexpert, 2009). 

The Association of Pipe Lines (AOPL) and the Canadian Association of Petroleum 

Producers (CAPP) are the trade associations that represent pipelines and petroleum producers for 

the United States and Canada respectively. AOPL is a not for profit organization who represents 

the interest of American pipeline owners and operators (Association of Pipe Lines (AOPL), 2015) 

and they promote pipelines as safe, reliable and efficient transportation for liquid energy (AOPL, 

2013). CAPP is a not for profit corporation (Canadian Association of Petroleum Producers 

(CAPP), 2015) who represents the companies who develop and produce natural gas and crude oil 

(CAPP, 2011b). CAPP’s goal is to ensure the Alberta oil sands are developed responsibly in a 

“safe and environmentally and socially responsible manner” (CAPP, 2011b; Collyer, 2011). 

At the time of his data collection, Wesley (2013) listed Tar Sands Action as an active 

environmental group. However, in January 2012 Tar Sands Action was absorbed by 350.org (Tar 

Sands Action, 2012). 350.org is a not for profit organization created by journalist and professor 

William Ernest ‘Bill’ McKibben, (350.org, 2013c), they are strongly opposed to the extraction 

and expansion of the Alberta oil sands (350.org, 2013c). Another ENGO, Tar Sands Solutions 

Network (TSSN) is similar to the former Tar Sands Action in that it is made up of a collection of 

groups all opposed to the extraction of the Alberta oil sands with members across Canada and the 

U.S. (Tar Sands Solutions Network (TSSN), 2013a) with a mostly Canadian Steering Committee 

(TSSN, 2013a). 
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Since the KXL pipeline crosses the Canadian-U.S. border, it requires both a Canadian 

and American permit to begin its construction and operation. The Canadian permit was approved 

by the National Energy Board (NEB), an independent regulatory board that provides expert 

opinion to regulate pipelines, energy development, and trade (National Energy Board Canada 

(NEB), 2014). In the U.S., the State Department (USDOS) has the authority to grant permits for 

cross-border projects if it is in the national interest of the U.S. as outlined in the U.S. Executive 

Order 13337 ("Executive Order," No. 13337,69, 2004). In the event the heads of state disagree 

with the approval process of their government agencies, the decisions of the government 

agencies can be overridden. In Canada, new legislation put in place in 2012 to allow for both the 

Canadian Prime Minister and his cabinet to overturn the decision of the NEB (Max Paris 

Environment Unit, 2012), and the President of the United States may veto the decision of the 

USDOS if necessary (U.S. Department of State (USDOS), 2011a). 

As part of the USDOS duties outlined in Executive Order 13337, the department must 

consult with the eight federal regulatory agencies before making a decision on any cross-border 

project. These regulatory agencies include: Departments of Defense, Justice, Interior, Commerce, 

Transportation, Energy, Homeland Security and the Environmental Protection Agency 

("Executive Order," No. 13337,69, 2004). These regulatory agencies are to focus on “energy 

security; environmental, cultural, and economic impacts; foreign policy; and compliance with 

relevant federal regulations and issues” during their 90-day comment period ("Executive Order," 

No. 13337,69, 2004). Some Canadian government agencies have been vocal supporters of the 

construction of the KXL pipeline; which have included Ministers for the Department of Foreign 

Affairs, Trade and Development Canada (DFATD) and Natural Resources Canada (NRCan), and 

the Alberta Premier. Foreign Affairs Minister at the time, John Baird, had openly expressed his 
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impatience with the U.S. Department of State’s approval process. During a U.S. Chamber of 

Commerce speaking engagement in 2014, he emphasized “the time for a decision on Keystone 

[XL] is now, even if it’s not the right one” (Foreign Affairs, Trade and Development Canada 

(DFATD), 2014). Minister of Natural Resources at the time, Joe Oliver, spoke about the Canada-

U.S. energy future at the 2011 United States Energy Association meeting, signalling that 

“Keystone [XL] is not a problem… it’s the right solution” (Natural Resources Canada (NRCan), 

2011). In the province of Alberta, the oil and gas sector supports many direct and indirect jobs, 

and the sector is one-quarter of Alberta’s GDP (Government of Alberta, n.d). The approval of the 

“Keystone [XL pipeline project] means our oil has greater access to our largest and most 

important trading partner” (Government of Alberta, 2012, p. 5), which translates into more 

funding and support for Alberta services (Government of Alberta, 2014). 

During the initial proposal for the KXL pipeline project, the pipeline was to transverse 

the north eastern part of the Nebraska govt and run under the Nebraskan Sand Hills, “an 

environmentally sensitive region in north central Nebraska” (State of Nebraska, 2012, pp. ES-ii). 

The Sand Hills are part of the Ogallala Aquifer, one of the world’s largest underground sources 

of fresh water which stretches beneath most of Nebraska, running from South Dakota to Texas 

(Mufson, 2012). The Nebraska government requested a reroute in the KXL pipeline to avoid the 

sensitive Sand Hills (Heineman, 2013). On April 18, 2012, TransCanada Corporation submitted 

alternate routes to the Nebraska Department of Environmental Quality, which were approved by 

the then Governor of Nebraska, Dave Heineman on January 22, 2013 (Heineman, 2013).   
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Background on Key Events 

Since the time of Wesley’s (2013) research, various events have occurred that have kept 

the KXL pipeline debate front and centre. Some of these events outlined in Table 4 included 

protests, environmental disasters and policy related announcement in the U.S. 

Table 4 

Events relevant to the Keystone XL pipeline debate from February 2013 – May 2014 

Event Date Details 

Protest Feb 17, 2013 ‘Forward on Climate’ rally in Washington, DC. 

Environmental 
Disaster 

Mar 29, 2013 Exxon Mobil oil pipeline rupture in suburban town 
of Mayflower, Arkansas. 

Environmental 
Disaster 

Jul 6, 2013 Crude oil train derailment in Lac-Mégantic, Quebec 

Protest Sep 21, 2013 ‘Draw the Line: Stop Keystone XL’ protests across 
the US 

Policy  

 

Jan 31, 2014 State Department releases final supplementary 
environmental impact statement report on the 
construction of the Keystone XL Pipeline. 

Policy  May 12, 
2014 

Senate bill to approve the construction of the 
Keystone XL Pipeline does not pass. 

   

Oil sand versus tar sands 

The Alberta oil sands is described as “a natural mixture of sand, water, clay and a type of 

heavy oil called ‘bitumen’” (Government of Alberta, 2013, p. 1), or more formally called 

bituminous sand (Gailus, 2012). As far back as 1891, the Alberta oil sands were called the tar 

sands of Alberta (McConnell, 1891); it wasn’t until the 1930s, when the process of extracting oil 

from the bitumen began, that the term oil sands was first used by industry and the scientific 

community (Bourne, 1943; Sproule, 1938). However, the use of the term oil sands was still rare 

at that time (Wesley, 2013). Oil sands and tar sands were used interchangeably up until the early 

2000s (Finch, n.d.). Today, the use of oil sands or tar sands is a very politicalised, where tar 
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sands sound sinister (Finch, n.d.) and oil sands sound clean. During Wesley’s (2013) 

investigation into use of the terms oil sands and tar sands, he found that news U.S. news media 

used the terms interchangeably but the Canadian news media used oil sands exclusively; Wesley 

(2013) also found that industry, the Canadian federal and provincial governments and most U.S. 

federal agencies had exclusively used the term oil sands, while environmental organizations who 

opposed the extraction of Alberta’s oil sands, used tar sands (Wesley, 2013).  

Objective and Research Questions 

My research focused on how the key players of the KXL pipeline debate used persuasion 

to frame their views online and on social media, particularly around protests, environmental 

disasters and policy announcements. The objective of my thesis is to provide recommendations 

to industry, associations, government agencies and environmental non-governmental 

organization on how to improve their environmental communications with the public, using 

KXL as a case study. To fulfill this objective, the following research questions will be answered: 

• How do the key players of the KXL pipeline debate frame their opinions to persuade 

audiences online and in social media?  

• How do protests, environmental disasters and policy announcements in Table 4 affect 

how the key players persuade audiences in social media? 

o Which of Cialdini’s principles of persuasion do the key players of the 

TransCanada KXL pipeline project use in their social media?  

o Which key player used social media well during Table 4 events? 

o What can other key players learn from each other’s social media activity 

during the Table 4 events? 
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Chapter 2: Literature Review  

This literature review provides the background on the two types of analysis I used in my 

research: content analysis and rhetorical frame analysis, and how persuasion is used in social 

media. Content analysis was used to investigate the manifest content of the website, which are 

the easily identifiable characteristics of text (White & Marsh, 2006). The rhetorical frame 

analysis of the latent (hidden) content was examined by investigating the context of the data, and 

how the key players used persuasion to frame those ideas in social media. Then, I provided a 

background on persuasion theory which included Cialdini’s (1984) persuasion principle and a 

background on social media which included Kietzmann, Hermkens, McCarthy & Silvestre’s 

(2011) social media honeycomb framework. 

Content Analysis 

Content analysis is a systematic reading of texts and the examination of images and 

symbols by looking at words, terms, themes, characters, paragraphs, items, conception and 

semantics to extract replicable and valid meaning (Berg, 2004; Krippendorff, 2004). It is an 

analytical technique to examine text data (Cavanagh, 1997) and is used “to provide knowledge 

and understanding of the phenomenon under study” (Downe-Wamboldt, 1992, p. 314).  This 

flexible research method can tackle quantitative and qualitative research, and it has specialized 

procedures which can be subjected to independent tests to judge its validity and reliability (White 

& Marsh, 2006). 

Both quantitative and qualitative content analysis approaches have the following in 

common: specific research questions to answer, the examination of the context and 

circumstances surrounding a text, sampling units that are relevant, and units of analysis which 

are typically distinguishing words and countable patterns for quantitative research, and quotes 
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and examples for qualitative research (Krippendorff, 2004). Taken from White & Marsh's (2006) 

content analysis research on library and information science studies, the simplified steps in 

content analysis for quantitative and qualitative research are as follows: 

1) Establish hypothesis(es) or formulate research questions 

2) Identify the appropriate data/text and draw a sample 

3) Code the data 

4) Analyze the data 

5) Check for reliability 

6) Write up the results 

 However, there are differences to the approaches to quantitative and qualitative research 

despite having similarities. Quantitative research takes a deductive approach to focuses on the 

quantifiable characteristics of recurring and identifiable text of a randomized sample; the 

researcher already knows what they are looking for because the coding scheme and themes are 

predetermined before coding begins (Berg, 2004; White & Marsh, 2006). Qualitative research 

can take an inductive approach and look at the big picture, where the focus is on the uniqueness 

of the text and the selection of the sampling text is not random but theoretical and purposeful 

(Berg, 2004; White & Marsh, 2006).The coding scheme and themes are not necessarily 

developed a priori; they often come from the reading of the sample text (White & Marsh, 2006). 

One of the disadvantages of using content analysis, particularly the qualitative approach, is that 

the data can be more interpretive depending on the researcher’s experience and background. For 

validity and reliability, Lincoln and Guba (1985) devised five criteria to access the “truth value” 

of content analysis findings which are as follows: credibility, the internal validity where the 
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research question reflects the data gathered; transferability, the external validity where the 

findings can be applied to other comparable contexts; dependability, findings can be repeatable 

to obtain the same result; conformability, where data is supported by the same conclusions 

amongst the researchers; and authenticity, where the researchers “show a range of realities” (Elo 

et al., 2014, p. 2). 

To strengthen the qualitative research, Berg (2004) suggested that both manifest and 

latent content of the research text should be used in order to have a big picture of a text’s content 

and meaning. Content analysis is be best suited to examine manifest content, which are the 

elements that are physically present and countable in data, which can be easily coded (Berg, 

2004). An example includes counting, recording and coding the number of times ‘Keystone XL 

Pipeline’ is mentioned in a Canadian energy speech.  

Latent content “is the deep structural meaning conveyed by the message” (Berg, 2004, p. 

242), it requires looking beyond the easily identifiable text and requires more in-depth analysis 

to understand its hidden meanings. Content analysis used to analyze manifest content often does 

not examine frames deeply enough and does not analyze the keywords that support and surround 

a theme (Kuypers, 2010), thus not illuminating the latent content. The analysis of examining 

rhetoric and frames is better suited to examine the latent content of text, in order “to ask about 

the circumstances under which an ambiguity can persist through time” (Goffman, 1974, p. 307). 

Rhetoric, frames and analysis 

Aristotle defined rhetoric “as the faculty of observing in any given case the available 

means of persuasion” (Aristotle Rhetoric I.2.1, Roberts). Aristotle’s definition came from his 

analysis at the time when rhetoric was often used in courts and in the legislative assembly to 

influence politicians (Bryant, 1953). Aristotle “classically defined rhetoric as the production and 
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interpretation of signs and the use of logical (logos), ethical (ethos), and emotional (pathos) 

appeals in deliberation” (Killingsworth & Palmer, 2002, p. 1). First, the speaker needs to be 

credible and demonstrate logical reasoning (ethos). Secondly, the rhetorical words need to be 

framed properly if they are to stir emotions (pathos), and lastly, persuasion requires arguments 

with facts and proof (real or perceived) (logos) to be effective (Aristotle Rhetoric I.2.1, Roberts). 

For an argument to be persuasive, then and now, these three elements need to be present.  

In rhetorical research, there are senders and receivers of messages. Researchers are 

interested in how senders frames their message, how the message is sent and how the message 

impacts the receivers (Zarefsky, 2008). As a result, “rhetoric is particularly suited to examining 

the application of a general theme to a specific circumstance [which is] a key element of framing” 

(Souders & Dillard, 2014, p. 1009). Since rhetoric is inherently interpretive, researchers need to 

satisfy specific criteria for validity and reliability, Foss (1983) stated a few examples of research 

criteria to help validate rhetorical research. Firstly, the researcher must be able to justify and 

provide evidence in support of their claim. Secondly, researchers will not present their own ideas 

as the reality, but as the idea coming from the description of the data. Thirdly, when the 

researcher presents a theory, examples need to be provided. Lastly, the researchers should be 

able to draw a theory from the data in order to further contribute to other theories or other areas 

of research. 

Frames are “the process whereby communicators act - consciously or not - to construct a 

particular point of view that encourages the facts of a given situation to be viewed in a particular 

manner” (Kuypers, 2005, p. 187). Frames are the “mental structures that shape the way we see 

the world” (Lakoff, 2004, p. xv); when each person hears or sees words, the collection of 

thoughts formed in a person’s mind are the frames. Frames shape the way we think, the way we 
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act and even what we perceive as good and bad, or right or wrong. Frames are what people use to 

extract meaning to their surroundings based on their knowledge and life experiences (Pan & 

Kosicki, 1993). According to Entman (1993), the power of a frame is that it subtly persuades 

people to filter their perception of the world in a particular way, where some aspects of reality 

are more noticeable than others while other aspects of reality are omitted. Frames can impose 

specific interpretations of events and may obscure opposing interpretations (Kuypers, 2010). 

They can be put together with facts (in the form of words and phrases) to covey a particular 

meaning or point of view (Entman, 1991; Kuypers, 2005) or to present the world in a particular 

manner (Kuypers, 2005).  

Frames can be detected through keywords, metaphors, concepts, symbols and visual 

images (Kuypers, 2010), which are quantifiable and may be reoccurring characteristics in a text. 

Some uses of framing are: the “rationalizing [of] self-interest, convincing a broader audience [of 

something], building coalitions, or lending preferentiality to specific outcomes” (Kaufman, 

Elliott, & Shmueli, 2013, p. 2). “A theme is also a frame” (Pan & Kosicki, 1993, p. 59) where a 

theme is the subject of the thought expressed, and “the frame…is suggesting a particular 

interpretation of the theme” (Kuypers, 2010, p. 302). In the KXL pipeline debate, some of the 

arguments on both sides are around the themes of social injustice, economic benefits, and harms 

to the environment (Wesley, 2013). For those supporting the KXL pipeline project, they describe 

the benefits of constructing the pipeline as creating jobs, reducing gas prices, and becoming an 

energy independent North America (Wilder, 2013). For opponents, the construction and 

operation of the KXL pipeline will have environmental risks and the pipeline would contribute to 

climate change (Wilder, 2013). 
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Frame analysis “leads us to ask about the circumstances under which an ambiguity can 

persist through time” (Goffman, 1974, p. 307). Goffman (1974, p. 21) was one of the first to 

introduce frame analysis, explaining that frames enabled people “to locate, perceive, identify and 

label” everyday experiences to make sense of them. Two methods to analyze frames include 

rhetorical frame analysis in the humanities and frame analysis in social science.  

Social science-based frame analysis takes a microsociological or detail-oriented approach 

to uncover the presence and features of the individual frames and how they impact “perception, 

cognition and decision making” (Souders & Dillard, 2014, p. 1009).  Rhetorical frame analysis 

takes a macrosociological (Souders & Dillard, 2014) or big picture approach to understand why 

and how a message is framed and how it impacts an audience (Zarefsky, 2008). There is never 

one way of approaching frame analysis that everyone will agree with; what matters is that the 

perspective and methods presented is clear so that others can understand how the analysis was 

guided. The effectiveness of the framing demonstrates how persuasive the rhetoric use can be. 

Persuasion Theory and Social Media Engagement 

Persuasion can be defined as “a symbolic process in which communicators try to 

convince other people to change their attitudes or behaviours regarding an issue through the 

transmission of a message in an atmosphere of free choice” (Perloff, 2003, p. 8). This is similar 

to the definition of rhetoric; “to influence our personal and collective behaviour by having us 

voluntarily agree with the communicator that a certain value, action or policy is better than 

another” (Kuypers, 2010, p. 288). Perloff’s definition is made up of five parts. Firstly, persuasion 

is a gradual process. People rarely change their values overnight; an incubation period is 

necessary for people to think and go over new information they have received before changing. 

Secondly, persuasion is deliberate. There is no such thing as accidently persuading a person; the 
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goal of persuasion is to change particular attitudes or behaviours. Thirdly, people are the best 

persuaders of themselves. Persuasion may simply enable a particular value or action the person 

may already possess; they just needed the extra push or confirmation. Fourthly, persuasion is a 

communication tool with a message to transmit. The message can be verbal or non-verbal, in 

pictures and symbols, it can use facts or invoke emotions, and it can be transmitted through any 

form of mass media. Finally, the key to the success of persuasion is free choice. The individual 

must feel like they are in control of changing their own beliefs and attitudes and they are making 

the behavioural changes themselves. Social media is the perfect tool companies and organization 

are using to bring awareness to their brands and organization and to persuade. 

Social media are online tools such as Facebook and Twitter, which build “relationships 

and connections between people and organizations” and “where content, opinions, perspectives, 

insights and media can be shared” (Nair, 2011, p. 45). Social media creates barrier-free access to 

information and the ease of use has allowed information to be easily shared. For example, 

Twitter users can use and create hashtags, which are denoted by the ‘#’ symbol, to mark 

keywords or topic which help spread tweets and to easily categorize and search for them (Twitter, 

2014). This sharable characteristic of social media provides an opportunity for two-way 

communication to occur. Unlike traditional media in the form of newspapers, television, and 

radio with one-way communication, social media gives participants the freedom to share, discuss, 

and provide feedback to the world, making social media a powerful tool to distribute news and 

decipher public opinion (Roth, 2011). A Facebook post or Twitter tweet can be forwarded and 

shared with a hundred people with a simple click, where can snowball and spread like a virus.  

To fully understand how social media can engage and persuade their audiences, one 

needs to understand the building blocks of social media and how they can individually be 
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persuasive. I combined Kietzmann et al. (2011) ‘honeycomb framework’ with Sexton’s (2010) 

interpretation of Ciadini’s (1984) persuasion work in social media engagement to develop a 

method to evaluate social media content. Kietzmann et al’s (2011) ‘honeycomb framework’ 

consists of seven social media building blocks: identity, conversations, sharing, relationships, 

reputation, groups and presence. Cialdini’s six persuasion principles: reciprocation, commitment 

and consistency, social proof, liking, authority, and scarcity (Cialdini, 1984, 2001), were used by 

Sexton (2010), a website optimization specialist, to social media engagement. Table 5 outlines 

which of Cialdini’s six persuasion principles apply to Kietzmann et al’s ‘honeycomb framework’ 

(See Figure 1). 

Figure 1 

Kietzmann et al’s ‘honeycomb framework’ 

Business horizons by Kelley School of Business Reproduced with permission of ELSEVIER 
SCIENCE in the format Thesis/Dissertation via Copyright Clearance Center.   
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Table 5 

How persuasion principles fit into the social media honeycomb framework 

Kietzmann et al. Cialdini 

Identity Liking 

Conversations Commitment and consistency 

Sharing Reciprocity; commitment and consistency; 
social proof 

Relationships Liking 

Reputation Social proof or social validation; authority 

Groups Scarcity or limited supply principle 

Presence Social Proof; scarcity or limited supply 
principle; commitment and consistency; 
reciprocity 

 

The social media concept of identity refers to the extent that users will disclosure their 

identity in social media settings, particularly on social media platforms. Facebook and LinkedIn 

require users to create a profile with accurate personal information, putting more emphasis on the 

identity of their users than Twitter, where users create nicknames or ‘Twitter handles’ 

(Kietzmann et al., 2011). Ciadini’s (1984) persuasion principle of liking is the principle where 

people will say yes to those they like and have a rapport with. People are drawn to identities of 

people they like and can associate themselves with, particularly if the website or profile picture 

of the person is attractive. Physical attractiveness plays a role in liking where attractive people 

and attractive, high quality websites will get the most internet traffic (Sexton, 2010). 

Conversations refers to the extent users communicate with other users in a social media 

setting (Kietzmann et al., 2011), Facebook and Twitter are used as conversation tools, Facebook 

posts can be commented upon, and Twitter users can publically tweet comments and questions to 

other users to elicit a response. Many people subscribe to various social media accounts, but few 

have the time to unsubscribe because doing so would imply signing up was a mistake (Sexton, 
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2010). In Ciadini’s (1984) persuasion principle of commitment and consistency, people will stick 

to commitments they have made just to be consistent with their previous actions or motives. As a 

result, many social media applications have default settings where users are always ‘signed in’ to 

remind people of these social media communities they have joined. Making online commitments, 

commenting, posting and liking on social media is easier and convenient when one is always 

signed into their accounts. 

Sharing refers to the extent users can exchange, distribute and receive information; 

Facebook posts have a function to directly share posts with your network or just a few people. 

The act of sharing implies making an online declaration, which is Ciadini’s (1984) persuasion 

principle of commitment and consistency because the share of the post implies one agrees with 

the content of the message, post or tweet. By making the declaration, the user is also putting 

social pressure on those in their networks through Ciadini’s (1984) persuasion principle of social 

proof. 

“Sharing alone is a way of interacting in social media” (Kietzmann et al., 2011, p. 245) 

but users tend to do more than just be connected to share information. Ciadini’s (1984) 

persuasion principle of reciprocity, taps into the ‘you scratch my back; I’ll scratch yours’ mantra 

where people are compelled and obligated to return favours even if they do not like the person. 

In social media, one is more willing to share a Facebook post or ‘like’ a post if someone had 

previously done the same for you, one is more likely to retweet someone else who had retweeted 

you (Sexton, 2010). Companies and organizations use this reciprocity principle, when they 

provide an incentive such as a freebie or coupon when users ‘like’ and ‘follow’ their social 

media accounts. 
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Relationships refer to the extent two or more users can relate to each other by some form 

of association (Kietzmann et al., 2011) such as shared interests and commonalities. The type of 

connection people have will often dictate the type and amount of information shared between the 

two people. Information shared between friends will often be different from information shared 

between colleagues; unless one’s colleagues are also friends. Ciadini’s (1984) persuasion 

principle of liking implies people will like those who they have a relationship or association with; 

particularly those with shared interests and values. In social media, the act of retweeting, 

following a user and sharing their post on social media is the equivalent of a ‘social complement’; 

people like those who complement them (Sexton, 2010).  

Reputation refers to the extent users identify the social standing of themselves and others 

in a social media setting (Kietzmann et al., 2011). Some indicators of reputation are the number 

of Facebook likes on a post and Twitter retweets of a tweet. Ciadini’s (1984) persuasion 

principle of social proof or social validation takes advantage of peer pressure, in that people will 

act simply because other people are doing the same thing. Most people are generally impressed 

by the social media accounts with large number of Twitter followers, Facebook friends and 

subscribers (Sexton, 2010). The more activity a social media account has, the more likely people 

will continue to follow and view the content. Many people who have a reputation offline may 

influence and have some form of authority online. Ciadini’s (1984) persuasion principle of 

authority is typically limited to experts or people in authority who endorse a particular view, like 

the ‘experts’ on television supporting particular products. However in social media, authority has 

less to do with whether you’re an expert and more to do whether you’re an influential person 

(Sexton, 2010). Celebrities are the best example of people of influence who can endorse 

something such as a social movement or event via social media and create a publicity ripple 
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effect where it can be a news item the next day. For example, in 2014 Hollywood actor Leonardo 

DiCaprio was critical of the Alberta oil sands after he visited Fort McMurray “the heart of the 

oil-sands industry” (Peritz, 2014).  

Groups refer to the extent users can form communities and sub-communities (Kietzmann 

et al., 2011). The bigger the group of Facebook friends or Twitter followers, the greater the 

social network, influence and persuasion power. However, the very act of grouping creates a 

type of two-tiered system where those in the group tend to have more knowledge than those not 

in the group, creating an exclusivity or limited access. Ciadini’s (1984) scarcity or limited supply 

persuasion principle is when things become more desirable because they become less available. 

This principle is often used in limited time or member-only campaigns when the first 100 

subscribers or Facebook ‘likes’ will receive a free prize (Sexton, 2010). Those who are not part 

of the first 100 or those outside of the group are more likely to be satisfied with a consolation 

prize. 

Presence refers to the extent people know if other users are accessible (Kietzmann et al., 

2011). For example, Facebook and Twitter responses in real-time indicate that a real person is 

present and monitoring the social media account as opposed to a computer that churns out auto-

generated responses. One of the main reasons the Old Spice “The Man Your Man Could Smell 

Like” campaign was so successful, was that a team of writers were ready and on-hand to script 

real-time responses to customer requests and questions via social media (D&AD, 2015). 

Location specific posts and live-tweeting during events allow other users to be aware of the 

event and still participate in real time. The tweeting live from an event allows users to be present 

at an event particularly if they are unable to attend such as a seminar or presentation. However, 

the live tweeting may use Ciadini’s (1984) scarcity persuasion principle to encouraging users to 
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quickly watch the live event or attend the event and Ciadini’s (1984) social proof persuasion 

principle to peer pressure individuals to watch or attend or else risk feeling left out or missing 

out. In addition, by watching or attending the event individuals may appear to be making a 

visible commitment to the cause, which may use Ciadini’s (1984) commitment and consistency 

persuasion principle. Finally, Ciadini’s (1984) reciprocity persuasion principle may be used 

when a live feed link is given, and people feel obligated to ‘Share’ and/or ‘Like’ the link. 

By learning how the key players frame their messages in social media and which Cialdini 

persuasion principles are used in the context of Kietzmann et al’s honeycomb framework, 

industry, government, associations and environmental non-government organizations can learn 

how to strategize their social media plans to persuade their audiences to encourage or oppose the 

TransCanada KXL pipeline project. The next chapter outlines how I examined websites, 

Facebook and Twitter accounts to find out how persuasion in social media occurred.  
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Chapter 3: Research Methods 

This chapter outlines how my data was collected and the research methods I used to 

analyze the data. It begins with how my data was collected, the parameters in how I selected the 

key players, how I collected and sampled the website content, and how I selected and collected 

the social media data. Then I explain how I analyzed the manifest and latent content through 

content analysis and rhetorical frame analysis respectively to determine the dominant themes and 

how the key player framed and persuaded the public on social media through Cialdini (1984) six 

principles of persuasion and Kietzmann et al’s (2011) honeycomb framework on the building 

blocks of social media. 

Data Collection 

The first stage of my research was to collect website materials from the various KXL key 

players in Table 3 by collecting the “Keystone XL” search results from their websites. The 

second stage of my research involved collecting KXL key player social media content from 

Facebook and Twitter, during the specific time frames outlined in Table 4.  

Key player selections. 

The key players in Table 3 were selected from Wesley’s (2013) Appendix 3-A: Partial 

List of  Keystone XL Stakeholders, where the top two organizations from Businesses 

(TransCanada Corporation and ConocoPhillips Company), Trade Associations (Association of 

Oil Pipe Lines and Canadian Association of Petroleum Producers) and Environmental 

Movements (Tar Sands Action and 350.org) were selected. Since Tar Sands Action was no 

longer an active organization, Tar Sands Solutions Network was selected in its place. 

Since the selection of key players from industry, associations and environmental non-

government organizations (ENGOs) were Canadian-U.S counterparts, selecting the regulatory 
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agencies needed to be balanced in the same manner. In Wesley’s (2013) list, the top eight 

regulatory agencies, minus the seventh (The European Commission) were Canadian and U.S. 

agencies; my selected U.S. regulatory agencies were the U.S. Environmental Protection Agency 

(USEPA), U.S. Department of State (USDOS), the U.S. Energy Information Administration (US 

EIA), and the State of Nebraska. Each of the U.S. agencies were paired with their Canadian 

counterparts as outlined in Table 3, including two from Wesley’s (2013) regulatory agency list: 

the National Energy Board (NEB) and Natural Resources Canada (NRCan). The Department of 

Foreign Affairs, Trade and Development Canada (DFATD) was not on Wesley’s (2013) 

regulatory agency list, but it is the Canadian counterpart for the USDOS. For the purposes of this 

research, the Canadian counterpart selected for the Nebraska government was the Alberta 

government, because Alberta is where the Canadian oil sands are from and they have the most to 

gain if the KXL pipeline is constructed and operating. 

Finally, the White House and the Prime Minister’s Office were selected as key players 

because they are the offices of both heads of state. Both heads of state may veto the decision 

from their federal agencies to either grant or deny projects. 

The most active organization based on the numbering from Wesley’s (2013) research was 

not selected because the Canadian counterpart to the Pipeline and Hazardous Materials Safety 

Administration, an agency under the U.S. Department of Transportation (Pipeline and Hazardous 

Materials Safety Administration, n.d.) is the NEB, who are responsible for the development and 

enforcement of pipeline safety (NEB, 2014).  

Website Data Collection. 

Websites’ are made up of many webpages, and ‘webpages’ are the pages where readers 

and viewers consume content. ‘Search results’ are the returned searches on a webpage, after a 
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search engine crawls through all the available webpages on a website. Using a similar approach 

to Wesley (2013), where the search term ‘Keystone XL’ was used to search through social media 

content, I used the same search term in the websites of the sixteen key players’ in Table 3 to 

globally search the website for relevant webpages, files, and documents that contained the words 

‘Keystone XL’ . Websites search results were performed between June 4, 2014 and June 9, 2014, 

and the search results were collected and the lists saved. Some key player websites used Google 

as their search engine for their website. Unfortunately, Google Searches have a maximum of 100 

returned searches, but Google will tell you how many searches in total are available, so only the 

first 100 were recorded and saved. Since there were a large number of returned search results, the 

actual visiting of the webpages only occurred at a later date when a method of random selection 

was developed.  

The random selection of webpages for a sample size was done through the use of 

Microsoft Excel’s random number generator, which assigned each search result a random 

number; the random numbers can then be reorganized in sequential order providing a random 

sample. The first ten webpages from the randomized list were selected for further in-depth 

analysis, and were examined for relevance and duplications. If any of the first ten randomly 

selected webpages only contained “Keystone XL” as a title or a link, these webpages were 

removed and the eleventh, twelfth or subsequent randomly selected webpages from the 

randomized search results was selected instead.  

When some webpages were no longer available on the Internet because of website 

restructuring or archiving, such as the National Energy Board’s website, WayBack Machine 

(http://archive.org/web/) was used to find and retrieve the unavailable pages. Wayback Machine 

was created by Internet Archive, a not for profit organization whose purpose is to build a 
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permanent Internet library in digital format (Internet Archive, 2014). WayBack Machine allows 

users to go back to an earlier version of a webpage if the previous version was saved or indexed 

(Internet Archive, 2014). 

During the websites searches between June 4, 2014 and June 9, 2014 the ConocoPhillips 

Company website did not yield any results when the keywords ‘Keystone XL’ were used. As a 

result, for the purposes of this thesis, ConocoPhillips Company’s Facebook and Twitter content 

were used as part of the content analysis to determine the ConocoPhillips Company frames. 

Social Media Data: Major Events Identification. 

‘Social media content’ and ‘social media accounts’ refers to the collected Facebook and 

Twitter content from each of the key player’s Facebook and Twitter accounts. 

Since I was not collecting social media data in real time, the social media data collection 

occurred between the following times; full Facebook posts taken directly from the Facebook 

Timelines of the key players occurred between September 11, 2014 – Oct 1, 2014; Twitter tweets 

were collected from Oct 28, 2014 – February 4, 2015 through Topsy and Twitter’s advanced 

search option. Topsy “is a real-time search engine powered by the Social Web”, and has 

partnered with Twitter to index all its tweets (Topsy, 2015). The collecting of past Facebook 

posts and Twitter tweets were done by accessing the public accounts of the key players and 

collecting the posts and tweets directly from the social media accounts. 

The dissertation of Wesley (2013) involved the collection of relevant KXL pipeline-

related events up to and including February 2012. To continue to build on Wesley’s (2013) work, 

I purposefully selected six different events from February 10, 2013 to May 22, 2014 (see Table 

4); these events were subdivided into a) protests, b) environmental disasters, and c) policy-

related announcements. I selected two protest dates organized by 350.org- February 17 and 
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September 21, 2013- for examination. The February 2013 event was the largest climate change 

protest in the U.S. (Feldman, 2013), while the September event included participants from the 

350.org Canadian chapters, it was smaller in scale compared to the February 2013 protest. 

I selected one American and one Canadian environmental disaster. On March 29, 2013, 

Exxon Mobil’s Pegasus pipeline ruptured, polluting and flooding a subdivision near the town of 

Mayflower, Arkansas with the same type of oil that would flow through the KXL pipeline (Hays 

& Robinson, 2013). On July 6, 2013, a 73-wagon locomotive operated by the Montreal, Main 

and Atlantic Railways carrying carloads of crude oil derailed and destroyed the downtown of 

Lac-Mégantic, Quebec, Canada, (McDiarmid & Donkin, 2013); this disaster put the safety of rail 

transportation for Alberta oil sands oil into the spotlight, providing more support for the 

construction of  pipelines to transport oil. 

I selected two United States government announcements pertaining to the on-going KXL 

pipeline approval process. On January 31, 2014, the U.S. Department of State released its Final 

Supplementary Environmental Impact Statement (USDOS, 2014b), stating that the global green 

house gas emissions would not change from the construction of the KXL pipeline since the 

extraction rate from the Alberta oil sands would remain the same (Eilperin & Mufson, 2014). On 

May 12, 2014, Republican U.S. Senators attempted to pass a bill to force President Obama to 

approve the KXL pipeline project; however, the bill did not garner enough votes to pass (Koring, 

2014).   

To study how the different key players used social media before, during and after the 

events in Table 4, I gathered data from the Facebook and Twitter accounts (Table A- 1) of the 16 

key players in Table 3. Facebook posts were collected directly from the Facebook pages of the 

key players, six days before and six days after the Table 4 events, because the volume of 
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Facebook posts was assumed to be less than Twitter tweets, since Facebook did not have a 

character limit. The number of ‘Likes’, ‘Shares’ and ‘Comments’ were collected, as well as the 

nature of the Facebook post, for example the uploading of a picture or video, sharing a link and 

the ‘starring’ (putting a star) on a post. Twitter tweets were collected three days before and three 

days after Table 4 events using the advanced search options in Twitter and through Topsy. The 

collection time was reduced from six days before and after because of the large volume of data to 

sort through for active Twitter users who tweeted frequently in one day. Original tweets that 

were written and uploaded by the key players as well as retweets were collected; many key 

players still used the old retweet format by putting ‘RT’ in front of the tweet despite Twitter 

added a retweet button on the interface in November 2009 (Twitter Power System, 2009). Other 

Twitter information collected included the number of people who ‘Favourite-ed’, ‘Retweet-ed’, 

and ‘Comment-ed’ on the tweet, as well as the number of people talking about the tweet from 

Topsy. 

Finally, to decide on which of the Facebook posts and Twitter tweets were relevant to my 

research, I extracted out two types of social media data from the collected data: posts and tweets 

that specifically mention the events in Table 4, and the posts and tweets that alluded to the KXL 

pipeline debate. Some key players tweeted very frequently, so I used hashtags to identify 

relevant tweets about the KXL pipeline debate and about the Table 4 events. For example, the 

two protests had created hashtags for the protests; February 17, 2013 Forward on Climate rally, 

used #ForwardOnClimate, and the September 21, 2013 Draw the Line protest used 

#DrawTheLine. In addition, the KXL pipeline protest created other hashtags such as #nokxl 

which translates into ‘No Keystone XL’, during the protests. 
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Data Analysis 

The analysis was in two parts, webpage content and social media content. The first part 

of the data analysis was the reading through webpage content by using content analysis to 

determine the common terms, descriptions and themes from the manifest content. To examine 

the latent content, I focused on the use of oil sands versus tar sands, descriptions of oil sands, 

the terms used to describe a potential environmental breach of the KXL pipeline, and the 

descriptions of the supporters and opponents of the pipeline. The second part of the data analysis 

involved examining the social media content collected before and after the Table 4 events for 

relevant Facebook posts and Twitter tweets that specifically mentioned or were about the Table 4 

events. Then Facebook posts and Twitter tweets were closely examined to determine which of 

Cialdini’s (1984) six principles of persuasion were used in the post or tweet. Taken together, one 

can have a better picture of how the key players framed their ideas to persuade the public. 

Analysis of Manifest Content – Website Themes. 

Bogdan and Biklen (1982) suggested reading over a text at least twice; to examine the 

manifest or surface content, I decided to read each webpage and social media content two times 

and employed qualitative content analysis (as described in the Literature Review) to determine 

the themes. During the first reading, my reading approach was inductive; I did not have any pre-

established themes in mind. I read through the data trying to see the big picture and to get 

familiar with the text I jotted down my initial thoughts and any phrases or words that were 

unusual and/or exaggerated. I paid particular attention to tone of the written data and what issues 

or comments the key players raised that demonstrated support or opposition to the KXL pipeline 

project. I also made brief and quick notes based on the following questions: 

1) What term is used, “oil sands” or “tar sands”? How is it described? 
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2) What words and co-words are used to describe the Keystone XL pipeline project? 

3) Are words and co-words positive or negative? Which key players are supportive or 

opposed to the pipeline construction? 

4) What words/language/themes are used to describe friends and opponents of the 

construction of the Keystone XL pipeline? 

5) What words are used to describe an environmental breach of the potential Keystone 

XL pipeline? 

During my second reading, I returned to the text and looked for repeated words, 

reoccurring phrases and answered the above questions if they weren’t answered during the first 

reading. I recorded all my notes during the first and second reading in a Word document and 

from there I divided the data into two groups, data favourable to the KXL pipeline or opposing. I 

then grouped the data into issue categories such as jobs, energy security, North American 

(Canada and U.S.) interest, foreign markets, pipeline safety, and climate change and environment 

using Wilder's (2013) themes as a guide. 

Analysis of Latent Content – Persuasion Frames in Website and Social Media. 

Themes are particular interpretations of frames (Kuypers, 2010), because they “induce us 

to view issues and situation in a particular way” (Entman, 1993, p. 53). The first stage of the 

latent content analysis was to examine the website manifest content: oil sands versus tar sands, 

environment breach descriptive words, supporters and opponents descriptions, and website 

themes, under the lens of Cialdini’s (1984) six principles of persuasion. The second stage of the 

latent content analysis was to examine the Facebook posts and Twitter tweets of relevant KXL 

and Table 4 events’ and code them according to Cialdini’s six principles of persuasion with 
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assistance from Sexton’s (2010) social media persuasion examples. Table 6 provides examples 

of Cialdini’s six principles of persuasion in website and social media. 

Table 6 

Examples of Cialdini’s persuasion principles from websites and social media 

Cialdini’s principles Examples of… 

Reciprocation • Monetary donations or funding and the appointing of 
board seats. 

• Providing a link or a photo followed by a request to 
‘Like’ ‘Share’ or ‘Retweet’ the link and/or photo. 

Commitment and consistency • Calls to action such as the request to sign up to 
participate in an event or the signing of a petition or 
letter. 

• Specific requests to ‘Like’ ‘Share’ or ‘Retweet’ posts and 
tweets if one is in agreement of them. 

• Requests to ‘Comment’ on public posts and tweets. 
Social proof • Use of statistics. 

• Use of photos and stories that draw emotions. 
Liking • Use of local community events, members and celebrities. 

• Pictures from global and local events. 
• Answering question and making direct posts and tweets 

to communities and local people. 
• ‘Shout-outs’ or drawing attention to local events and 

people. 

Authority • Scientists, experts, First Nation groups, CEOs of 
organizations and people of influence who are not 
necessarily celebrities. 

Scarcity • The limited time available to extract the oil or the limited 
time the extraction is profitable. 

• Limited time to view and participate in an event. 
• ‘Members-only’ links and photos. 
• Exclusive information. 

 
Some website content, Facebook posts and Twitter tweets did not demonstrate examples 

of Cialdini’s (1984) persuasion principles, while some were coded with more than one principle. 

For the purposes of calculating the frequency use of Cialdini’s persuasion principles some 
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Facebook posts and Twitter tweets were coded twice. To calculate the frequency, the total 

number of times one of Cialdini’s persuasion principles was demonstrated in a Facebook post or 

Twitter tweet was divided by the total number of posts and tweets that had examples of 

Cialdini’s persuasion principles then expressed as a percentage. 

Validity and Reliably for Qualitative Content Analysis 

Website. 

To ensure the validity of my research, I randomly sampled the webpages to ensure I 

didn’t specifically select some webpages over others. In addition, to ensure the webpages were 

relevant, I visited each webpage during the random sampling to ensure that there was content to 

read and data to extract before I included the webpage in the sample.  

Social Media. 

During the data collection, the six selected events included two protests, two environment 

disasters and two KXL policy-related announcements. Since the KXL pipeline has not been 

constructed, the two environmental disasters were not about the actual KXL pipeline; they were 

selected based on their relation to the debate. The social media data collection for the time ranges 

around the environmental disasters focused on whether the two disasters were specifically 

mentioned in the social media content, rather than focusing on whether any of the key players 

mentioned the KXL pipeline project. In contrast, social media data was collected if any mention 

of ‘Keystone XL’ was in the social media content for the two protest and the two policy 

announcements time ranges, regardless if they were specifically related to the protests or the 

policy announcements. As a result, the social media data around the time ranges of the 

environmental disasters may be biased based on the mandate of the key players. Since the 

environmental disasters were a pipeline rupture carrying the same Alberta oil sands that will flow 
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through the KXL pipeline, and a crude oil train derailment, where rail transportation is being 

seen as an alternative to shipping the Alberta oil sands oil by pipeline, those with an interest in 

pipeline safety and environmental preservation may be more attuned to the disasters than key 

players who do not have that focus. However, I still noted the number of Facebook posts and 

Twitter tweets were about the events (protest, environment, and policy) specifically and which 

were about the KXL pipeline debate. The assumption was that the events about or closely related 

to the KXL pipeline debate, would cause the key players to be more likely to post about the topic. 

The collection of the Twitter tweets from Topsy and Twitter’s Advanced Search required 

some unconventional methods, as a result of the following issues: Topsy had limit of 100 

returned searches, retweets and favourites in Topsy required an extra step to make them visible, 

and the time delay of when tweets were posted and when Topsy’s and Twitter’s Advanced 

Search recorded them. When Topsy’s ‘Specific Range’ function was used, there was a time delay 

of approximately eight hours. A similar problem with Twitter’s Advanced Search was also found, 

where for some key players the tweets collected fell short of collecting all the tweets near the end 

of the time range. To ensure that all tweets during the time ranges were collected, Topsy searches 

were conducted per half day or day until less than 100 tweets were collected, Topsy searches 

included an extra day before the time ranges, and Twitter’s Advanced Search was used to cross 

check, verify and fill in missing Topsy tweets. 

Limitations 

I am the sole researcher, which means the analysis and interpretation is subjective since it 

is based on my knowledge and life experiences. Lincoln & Guba’s (1985) confirmability or 

inter-rater reliability criteria for assessing the trustworthiness of findings does not apply in my 

research, because there were no other researchers to cross-check my analysis. However, Kyngäs, 
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Elo, Pölkki, Kääriäinen, and Kanste (2011) emphasized that most data through inductive content 

analysis is analyzed by one researcher. 

Website. 

One of the main reasons themes are used to indicate frames is the difficulty in finding a 

complete frame in a single article or piece of writing (Levin, 2005). However, inductively 

looking at themes across time does allow for a deeper understanding on how themes are framed 

(Kuypers, 1997, 2002, 2006). Since the website searches did not have time range parameters the 

returned searches were as far back as 2008 when TransCanada Corporation first applied for KXL 

pipeline permit to as new as articles published on June 9, 2014. The random sampling of the 

webpages over a six-year period meant looking at how themes progressed over time was not 

available. 

The website searches collected all types of webpages with the ‘Keystone XL’ keywords 

including articles, content webpages, letters, media advisories, press releases, power point 

presentations, reports and speeches. For some key players, some returned searches were shorter 

than others; for example, press releases are usually shorter than technical reports and so there 

was more content from the reports that could be used in the analysis, and key players with 

content that was short in length could be under-analyzed.  

Ten randomly sampled webpages were selected for analysis, ten samples may not have 

been sufficient to fully examine the rhetoric and frames; for example, of the selected samples 

only a few search results were about the environmental risks of KXL, as a result few words could 

be extracted to describe the potential accidents of the KXL pipeline. However, the validity for 

selecting ten random webpages was due to Association of Pipelines and the Prime Minister’s 

Office only having eight and seven returned searches respectively (See Table 7), and Canadian 
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Association of Petroleum Producers only had ten were relevant webpages despite the searches 

returning 14 webpages containing the words ‘Keystone XL’. 

Social Media. 

The data I collected was from events that occurred from February 17, 2013 to May 12, 

2014. Since my collections times were in some cases more than a year after the events occurred, 

September 11, 2014 – Oct 1, 2014 for Facebook and Oct 28, 2014 – February 4, 2015 for Twitter, 

it is possible that some Facebook posts and Twitter tweets could have been deleted or hidden at 

the time of collection. Twitter tweets were only collected three days before and three days after 

the Table 4 events because I assumed that most of the key players in Table 3 would tweet more 

around the time of these events. Since the collection time frame was not as long as the six days 

before and six days after Facebook posts, it could be argued that the time frame for Twitter 

tweets was not long enough to produce relevant results. In addition, since the social media data 

was collected during specific time ranges, the Facebook posts and Twitter tweets cannot be 

extrapolated to represent the social media activity of the key players. Two-week snapshots on 

Facebook and one week snap shots on Twitter are insufficient to have a complete picture of how 

key players use social media on a regular basis, particularly if they are not heavy social media 

users. 
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Chapter 4: Results 

During the initial data collection of the key player websites, it was evident some key 

players had more webpages relating to the KXL pipeline project than others. In Table 7, I noted 

that 350.org had the highest number of web pages with the key terms ‘Keystone XL’ followed by 

TransCanada Corporation and then Tar Sands Solutions Network (TSSN). The Prime Minister’s 

Office (PMO) and the Association of Pipelines (AOPL) had the fewest webpages, and 

ConocoPhillips Company (ConoPhil) had zero webpages with keywords ‘Keystone XL’. 

Key player websites, which used Google’s search function as their website’s search box 

such as 350.org and TransCanada Corporation, could only display 100 search results but Google 

would still display the total number of available searches that could be possible (See Table 7). 

Table 7 

Website “Keystone XL” search results 

Key players # of search results # of available results 

350.org 2430 100 
TransCanada 1130 100 
TSSN 1033 1031 
NRCan 384 384 
USDOS 281 281 
White House 42 42 
Nebraska govt 30 30 
DFATD 27 27 
Alberta govt 25 25 
USEPA 18 18 
CAPP 14 14 
NEB 14 14 
US EIA 11 11 
AOPL 8 8 
PMO 7 7 
ConoPhil 0 0 
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Manifest content 

Wesley (2013) examined the use of oil sands versus tar sands in news media in 2012. 

During my website analysis there are few divides between those who use oil sands versus tar 

sands (See Table 8). Most of the key players used oil sands to describe the bituminous oil from 

Alberta what would be flowing through KXL. The only exception is 350.org, which only used 

tar sands exclusively to describe the oil from Alberta. Tar Sands Solutions Network (TSSN) 

used both phrases oil sands and tar sands since much of their website content was not original to 

them but were press clippings from various sources across the web, making it difficult to 

determine their language use.  

Many of the collected webpages were official government reports and documents; others 

were letters or speech transcripts of representative such as Ministers or Secretaries. In one 

transcript on July 22, 2011 for the U.S. Department of State (USDOS), a journalist asked a 

question about KXL but used tar sands to describe where the oil originated. The Deputy 

Assistant Sectary, Daniel A. Clune answered the question using oil sands, which prompted the 

journalist to correct tar sands to oil sands. The use of ‘conflict-free oil’ and ‘right oil, from the 

right country’ used by TransCanada Corporation and Canadian Association of Petroleum 

Producers (CAPP) respectively, and ‘dirty oil’ by 350.org clearly indicated who is supportive 

and who is opposed to the KXL pipeline construction. The Government of Alberta described 

Albertan oil as “the oil that technology made” (Government of Alberta, 2012, p. 3),  highlighting 

how technology has helped make the Alberta oil sands profitable. 

The framing of the environmental risk words (See Table 8) were not as evident amongst 

the key players since many used ‘spill’. Only TransCanada Corporation used ‘leak’; which 

sounds minuscule compared to a ‘spill’. Within the data that was examined, no Canadian 
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government agency had words to describe the environmental risk; the text only focused on the 

safety of the pipeline and how it would not increase greenhouse gas emissions. Of the U.S. 

government key players, only the White House and Nebraska government had any words to 

describe the KXL environmental risk. The Nebraska government was the most detailed in their 

words to describe the oil that would flow through the KXL pipeline and the environmental risk 

with the project. The words associated with the oil were the technical words for all the different 

types of synthetic crude oil that will flow through the pipeline, and the environmental risk words 

included ‘accidental-leak’, ‘accidental-spill’, ‘accidental-release’ and ‘accidental-discharge’.  

Table 8 

Oil sands, Tar Sands & Environmental Risk 

Key players Words of oil sands and oil Environmental Risk 
words 

TransCanada 
(oil sands) 

Oil sands crude  
Crude oil  
Conflict-free oil  
Canadian crude oil  
Canadian oil 

Leak 

AOPL 
(oil sands) 

Crude oil  
Canadian oil  
Canadian oil sands crude  
Oil sands crude 
KXL crude 

Spill 

CAPP 
(oil sands) 

Oil sands crude oil  
Canadian oil  
Canada crude oil  
Heavy crude oil 
Right oil, from right country 

N/A 

350.org 
(tar sands) 

Tar sands oil  
Dirty oil  
Heavy crude oil  
Tar sands crude oil 
‘DilBit’ crude oil 
Dirtiest oil 
Dirty ‘tar sands’ oil 

Spill 

TSSN Oil sands crude Spill 
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(unclear- because web contains 
mostly press clippings) 

Tar sands oil 
Canadian oil 
Canadian tar sands crude oil 

White House 
(oil sands) 

Crude 
Crude oil 

Spill 

PMO 
(oil sands)  

Oil sands oil N/A 

USDOS 
(oil sands) 

Crude oil 
Canadian crude oil 

N/A 

DFATD 
(oil sands) 

Western Canadian heavy oil N/A 

US EIA 
(oil sands) 

Crude oil N/A 

NEB 
(oil sands bitumen) 

Crude oil 
Canadian crude oil 
Canada’s crude oil 
Canadian heavy crude 
Heavy oil 

N/A 

USEPA 
(oil sands) 

Oil sands crude N/A 

NRCan 
(oil sands of Western Canada) 

Crude oil 
bitumen 

N/A 

Nebraska govt 
(oil sands) 

Crude oil 
Synthetic crude oil 
Dilbit  
Synbit  
Dilsynbit 

Accidental oil releases 
Accidental discharge 
Spills 
Leak  
 

Alberta govt 
(oil sands) 

Oil sands resources 
Crude oil 
“The oil that technology made” 
(Government of Alberta, 2011, p. 3) 

N/A 

 

The rhetoric used amongst the supporters and opponents of the KXL project to describe 

each other were adjectives that reinforced their points of view. Industry and their associations, 

who were in support of KXL, used positive rhetoric to frame supporters as being “responsible”, 

“trustworthy”, and “good people”. In comparison, opponents are vilified and framed as the “bad 

people” who were “process hijackers” and were “killing American jobs” by being “unreasonable” 



SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 49 

and “limiting the discussion” surrounding the KXL pipeline debate. In contrast, those opposed to 

KXL such as the environmental non-government organizations (ENGOs), vilify supporters are 

“fear mongering” and “corrupt” who were “hijacking American’s clean energy future”. 

However, ENGOs acknowledge that they may be “complaining” and “raising fears” but 

they are at the very least being “transparent” and “shedding a little light” rather than having a 

“conflict of interest”. 

Canadian and U.S. government key players did not have many adjectives to describe the 

supporters and opponents. In the website data collected, the Canadian government were not as 

forward in their criticism of KXL opponents as they had been in the media. In 2012, the 

Canadian government under Prime Minister Stephen Harper released a new anti-terrorism 

strategy that included monitoring of “domestic extremism that is based on grievance – real or 

perceived – revolving around the promotion of various causes such as…environmentalism and 

anti-capitalism” (McCarthy, 2012). Natural Resources Canada (NRCan) had been the most vocal 

in their criticism which had included calling opponents “wrong” and “complaining”, and in the 

media former Natural Resources Minister Joe Oliver lumped environmental groups with ‘other 

radical groups’ who “threaten to hijack our regulatory system to achieve their radical ideological 

agenda” (Payton, 2012). The Government of Alberta called opponents of the KXL, “very well-

organized interest groups” (Government of Alberta, 2011, p. 4), but they also boasted about 

supporters particularly describing themselves as “champions” and their methods as the “safest” 

methods in “responsible energy development”. 
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Table 9 

Words to describe supporters and opponents of the Keystone XL pipeline debate 

Key players Supporters of KXL Opponents of KXL 
TransCanada Leader 

Trusted 
Reliable 
Responsible 
Immediate action 

Process hijacker 
Killing American jobs 
“Squeaky-wheel interest 
groups” (TransCanada 
Corporation, 2010a) 
Naïve; Inaccurate; Unrealistic 
Not make rational sense 
Gridlock 

AOPL Safe 
Reliable 

Limit discussion 

CAPP Responsible Unreasonable 
350.org Lying; Fear mongering 

Flawed; Poorly documented 
Big Oil; Corruption; Folly 
Catastrophic threat 

Shedding a little light 
Transparency 

TSSN Unnecessary 
Destructive 
Conflict of interest 
“Hijacking of American’s clean 
energy future” (Casey-Lefkowitz, 
2011, p. 2) 

Name calling 
Complaining 
Stirs fears 

White House N/A N/A 
PMO N/A N/A 
USDOS N/A N/A 
DFATD Respect the U.S. approval process  
US EIA N/A N/A 
NEB N/A Negatively impact 
USEPA N/A N/A 
NRCan N/A Complain 

Wrong 
Nebraska govt N/A N/A 
Alberta govt Safest 

Most secure 
Responsible energy development 
Champion 

“Very well-organized interest 
groups” (Government of 
Alberta, 2011, p. 4) 
 

Note, since Tar Sands Solutions Network (TSSN) webpages are a mix of news articles that 
attempt to bring a balanced point of view, with both side of the KXL debate. Some of the words 
may not accurately reflect TSSN’s point of view. 
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Latent content 

During the process of frame analysis, the themes of each of the key players were sought 

out and organized in Table 10 to Table 12. The themes were examined closely and compared to 

the frames from Wilder (2013). Through this process, three stances were evident from the themes; 

those supportive of the construction and operation of the KXL pipeline project, those opposed, 

and those who had no opinion. Supporters were industry, the associations and the Canadian and 

Alberta government and its agencies. Opponents were environmental non-government 

organizations (ENGOs) 350.org and Tar Sands Solutions Network. The U.S. government and its 

association’s websites did not have particular stances or did not publically have an officially 

opinion on the KXL pipeline project debate. 

Table 10 

Supporter Themes1 

Themes Implication/Meaning Catch phrases 

Job creation and 
the economy 
(Reciprocity) 

-If the pipeline is 
constructed, jobs 
will be created to 
stimulate the 
economy 

-“create tens of thousands jobs in both Canada and US” 
(CAPP, 2011a, p. 1) 
- “long-term, well paid, skilled jobs in Canada and the 
United States” (CAPP, 2011a, p. 1) 
-“sizeable contribution to U.S. GDP” (Associations 
Coalition, 2014, p. 1) 
-“Billions of potential investment and thousands of 
skilled jobs in Canada and US” (Stringham, 2013, p. 1) 
-“make significant contribution to U.S. continuing 
economic recovery” (Associations Coalition, 2014, p. 1) 

Energy security 
because of US-
Canada relations 
(Liking) 

-Canada is a friendly 
neighbour who can 
import friendly 
‘conflict-free’ oil, to 
reduce the U.S. 
dependency on 
foreign oil 

-“reducing our dependence on other less stable regions 
of the world” (TransCanada Corporation, 2010b) 
-“strengthen our trade relationship with friendly, reliable 
neighbour” (Associations Coalition, 2014, p. 8) 
-“build true North American economic and energy 
security” (CAPP, 2014) 

Limited time 
Available and 

-If the U.S. is not 
willing to deal with 

-“We are expanding our trade horizons. And other 
countries are very willing to deal with us” (DFATD, 

                                                 
1 TransCanada, AOPL, CAPP and the Canadian and Alberta government and its agencies 
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Foreign Markets 
potential 
(Scarcity) 

us, will go to Asian 
market who is 
willing to deal with 
us 

2012, p. 4) 
- “need to diversify our trade to growing Asian 
Economies” (DFATD, 2013, p. 2) 
- “opening new markets for Alberta's resources to 
ensure we're able to fund the services Albertans told 
U.S. matter most to them” (Government of Alberta, 
2014, p. 2) 

Safest and most 
exhaustively 
reviewed pipeline 
project 
(Authority) 

-The Keystone XL 
pipeline project has 
been the most 
exhaustively 
reviewed and will be 
the safest pipeline 
project built has 
been the most  

-“pipelines are least expensive, most reliable, safety 
mode” (AOPL, 2014, p. 1) 
-“most transparent and thorough environmental 
assessment” (Associations Coalition, 2014, p. 1) 
-“Canadian Government is committed to the toughest 
possible standards for projects” (NRCan, 2011, p. 3) 

Minimal 
Environmental 
Impact 
(Authority) 

-The construction 
and operation of the 
Keystone XL 
pipeline will good 
for the environment 
and have minimal 
environmental 
impact 

-No impact on GHG because oil sands continue to 
develop 
-“Canada has GHG regulations in place. The other 
major suppliers…do not impose such regulations” 
(Collyer, 2011, p. 1) 
-“State Dept shows KXL will cause no substantive 
change in global GHG emissions or other undue 
environmental impacts” (CAPP, 2014, p. 1) 

 

Job creation and the economy uses Cialdini’s (1984) reciprocity persuasion principle to 

persuade supporters that the only way jobs can be supplied by industry is by approving the 

permit to construct and operate the KXL pipeline project. Energy security because of U.S.-

Canada relations frame focuses on the friendly-economic ties between U.S. and Canada in order 

to secure North American’s energy security; Cialdini’s (1984) persuasion principle of liking is 

used to persuade supporters that Canada is friendly and trustworthy because the U.S. likes 

Canada and the U.S. has always done business with their friendly neighbour. Limited time 

available and foreign markets potential frame focuses on the Canadian supporters being well 

aware that if the U.S. denies the KXL pipeline, other markets such as Asia are more than willing 

to take Canadian oil. Cialdini’s (1984) scarcity persuasion principle is clearly used to persuade 

supporters to put pressure on the U.S. to approve the KXL pipeline lest losing Canadian oil to the 
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Asian market. Safest and most exhaustively reviewed, and minimal environmental impact frames 

use Cialdini’s (1984) persuasion principle of authority to persuade supporters by using authority 

statements from the Canadian Government on regulation and pipeline safety and U.S. 

Department of State’s Supplemental Environmental Impact Statement on how the construction of 

the KXL pipeline project would have minimal effects on climate change and greenhouse gas 

emission since oil extraction in Alberta will continue. 

Table 11 

Themes of U.S. government agencies2 

Themes Implication/Meaning Catch phrases 
The Truth Pursuit 
about the 
Keystone XL 
pipeline project 
(Commitment and 
Consistency) 

-The U.S. government 
agencies have 
continued to focus on 
the truth and the facts 
about the Keystone XL 
pipeline project as well 
as the implications of 
approving the project 

-“the project would not have a significant impact on 
long-term employment in the United States” 
(USDOS, 2012, p. 4) 
-“significant greenhouse gas emissions would likely 
happen regardless of the decision on the proposed 
Project because Canada will still export, just 
probably by rail, which has higher GHG emissions” 
(United States Environmental Protection Agency, 
2015, p. 2) 
-“denying the permit at this time is unlikely to have a 
substantial impact on U.S. employment, economic 
activity, trade, energy security, or foreign policy over 
the longer term” (USDOS, 2012, p. 5) 
-“Additional pipeline capacity to Canada's west coast 
would reduce Canada's overland dependence on the 
U.S. market while providing access to growing Asian 
economies in the Pacific Basin” (U.S. Energy 
Information Administration, 2014, p. 6) 

Due process 
(Commitment and 
Consistency) 

-The U.S. government 
agencies have 
reminded the public to 
not rush the process in 
making a decision on 
the Keystone XL 
pipeline 

-“final decision should be guided by an open, 
transparent process” (The White House, 2011b) 
-“there’s no intent to delay the process” (USDOS, 
2014a, p. 4) 
-“do it as expeditiously as we can in a way that is 
thorough” (USDOS, 2014a, p. 5) 

                                                 
2 U.S. government agencies included: The White House, the U.S. Department of State, U.S. EIA and U.S. EPA. 
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U.S. government agencies did not have particular frames to persuade for or against the 

construction and operation of the KXL pipeline. The stances that they expressed were mostly 

neutral. The themes were focused on seeking the truth (Truth pursuit) on the KXL pipeline 

project and on the evaluation process to make a decision on approving or denying the permit to 

construct the project, (See Table 11). Both themes used Cialdini’s (1984) commitment and 

consistency persuasion principle as the U.S. government had consistently declared their focus on 

reviewing the KXL pipeline project thoroughly and to focus on the facts. Truth pursuit focused 

on whether there are truly tens of thousands of jobs will be created, whether Canada will look to 

Asian markets, and how denying the project will impact the U.S. Due process frame focused on 

the process to denial or accept KXL pipeline, emphasizing that the process could not be rushed 

and that the U.S. government agencies were not purposely delaying the process. 

Table 12 

Opposition Themes3 

Themes Implication/Meaning Catch phrases 
Government 
with Industry 
(Reciprocity) 

-The U.S. 
government is biased 
towards Industry, 
they two are working 
together 

-“government hand outs to the fossil fuel industry” 
(350.org, 2012, p. 1) 
-“regulatory process tainted” (Alberts, 2011, p. 3) 
-“industry conflict of interest” (McMorris-Santoro, 
2014, p. 3) 

Keystone XL 
oil will not 
benefit the 
U.S., nor does 
U.S. need it  
(Scarcity) 

-U.S. already has 
enough oil, demand 
is decreasing 

-“declining U.S. oil demand” (350.org., 2011, p. 2) 
-“fuel refined from KXL heavy crude will never reach 
U.S. driver’s tanks” (350.org., 2011, p. 1) 
-“U.S. has enough tar sands pipeline capacity right now” 
(Casey-Lefkowitz, 2011, p. 1) 
-“hijacking of American’s clean energy future” (Casey-
Lefkowitz, 2011, p. 2) 

                                                 
33 350.org, TSSN 
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Environmental 
risk too great 
(Authority) 

-Keystone XL oil is 
unsafe for pipeline 
transportation and a 
spill will alter the 
environment beyond 
remediation 

-“dilbit more corrosive than regular oil” (350.org., 2011, 
p. 2) 
-“high risk, high cost” (Casey-Lefkowitz, 2011, p. 1) 
-“environmental destruction and water contamination, 
and a ruined, unstable climate” (350.org., 2011, p. 2) 
-“alter ecosystems, economics, communities and climate 
beyond remediation” (350.org., 2011, p. 1) 

 

The Opponents focus on three frames, Government and industry, KXL oil will not benefit 

the U.S. nor does the U.S. need it and the Environmental risk to construct the pipeline is too 

great (See Table 12). Opponents use Cialdini’s (1984) reciprocity persuasion principle to try and 

persuade opponents to believe that Industry has influenced the U.S. government because they 

have had previously worked together or have influenced each other, thus making the regulatory 

process to approve or deny the KXL pipeline project permit to be tainted. ENGOs use Cialdini’s 

(1984) scarcity persuasion principle to reinforce the idea that the U.S. demand for Canadian oil 

is decreasing and the U.S. is refineries are at capacity, emphasizing that once KXL pipeline 

project is built, it would not benefit the U.S. Finally, ENGOs uses Cialdini’s (1984) authority 

persuasion principle by using their experts to showcase the irreversible environments risks 

associated with the construction, operation and potential accidental spills.  

Next, the Facebook posts and Twitter tweets around the Table 4 events provide insight on 

the level of engagement the key players had with their audience. Simply examining the number 

of Facebook posts and Twitter tweets over a given period alone does not necessarily indicate the 

quality of the contributions (Kietzmann et al., 2011), so the number of Facebook posts and 

Twitter tweets as well as the content were examined. 

Facebook Data 

The following key players do not have Facebook accounts: TransCanada Corporation, 

National Energy Board (NEB) and Natural Resources Canada (NRCan). The Department of 



SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 56 

Foreign Affairs, Trade and Development Canada (DFATD) Facebook account started on April 9, 

2014; as a result, there are only Facebook posts for the Policy 2 event, which occurred on May 

12, 2014. There are no DFATD Facebook posts for any of the earlier events. The Nebraska 

government did not have any Facebook activity for the two-week data collection period for 

Protest 2, Environmental Disaster 2 (Envir 2) and Policy 1.  

Table 13 displays the number of relevant KXL and/or Table 4 events Facebook posts; any 

key player not in the table indicates that no relevant Facebook posts were found. Across the six 

Table 4 events, 350.org had the most relevant Facebook posts with an increase in posts for 

Protest 1, which 350.org organized. Tar Sands Solutions Network (TSSN) had the highest 

Facebook posts for the Mayflower, Arkansas spill (Envir 1), and both 350.org and TSSN had the 

highest number of Facebook posts for the release of the U.S. Departments of State’s (USDOS) 

Final Supplemental Environmental Impact Statement (Policy 1). TSSN is the only key player 

who posted KXL related material during five out of the six Table 4 events, followed by 350.org 

and then the Canadian Association of Petroleum Producers (CAPP). Protest 1 had the most 

Facebook posts related to its event and Policy 2 had the most Facebook posts about the KXL 

pipeline project by both environmental non-government organizations (ENGOs). In total, TSSN 

and 350.org had the most relevant Facebook posts across all Table 4 events. The lack of relevant 

Facebook posts amongst the key players demonstrated that Facebook was not used as heavily as 

is expected and that the Table 4 events were possibly not classified as high priorities amongst the 

key players with the exception of the ENGOs.  
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Table 13 

Relevant Facebook post: KXL and Table 4 Events 

Key players Protest 1 Protest 2 Envir 1 Envir 2 Policy 1 Policy 2 

AOPL 1 0 0 0 0 0 
CAPP 0 0 0 1 1 1 
350.org 7 1 0 0 3 0 
TSSN 1 1 3 1 3 0 

 

Few key players posted information about the KXL pipeline project, even fewer posted 

about the events in Table 4. 

Figure 2 to Figure 7 showcases the relevant Facebook posts relative to the total number 

of key player who posted during the six events. Raw data is available in Table A- 2 to Table A- 3. 

Table 14 to Table 19 provides example posts, which can be seen to use Kietzmann et al.’s (2011) 

honeycomb framework to increase social media engagement and Cialdini’s (1984) principles of 

persuasion to frame their message to either support or oppose the KXL pipeline project. 

Figure 2 

Protest 1- Facebook Posts 

 



SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 58 

Table 14 

Protest 1 Facebook Post Examples  

Framework-
Principle 

Example #Liked #Shared 

Conversations
-Commitment 
and 
Consistency 

“Click LIKE and SHARE if you stand in solidarity, too. 
And COMMENT: where are you standing in solidarity 
from?”  

#ForwardOnClimate 

http://act.350.org/letter/Obama_ForwardonClimate?sourc
e=FB” (350.org, 2013a) 
 

7467 17,132 

Sharing-
Reciprocity-
Commitment 
and 
Consistency 

“UPDATE: Crowd count revised to 40,000+! 
BREAKING: Official crowd count at the 
#ForwardOnClimate rally is 35,000! 
That's 35,000 committed, passionate people calling on 
President Obama to take action on climate change & 
reject Keystone XL. Watch the livestream: 
http://350.org/ForwardOnClimateLivestream  
SHARE to thank all the people in DC today, and to let 
them know you're standing with them too.” 
(350.org, 2013d) 

4,694 6,343 

 

In Table 14, 350.org most ‘Liked’ and ‘Shared’ Facebook post may have used Cialdini’s 

(1984) commitment and consistency persuasion principle, whereby the act of linking and sharing 

makes a visible online commitment (Facebook, 2015). After the commitment, 350.org requests 

users to ‘Comment’ thereby using Kietzmann et al.’s (2011) conversation building block from 

the honeycomb framework to engage its users. 350.org’s second post may have used Cialdini’s 

(1984) reciprocity persuasion principle to persuade users to share the Facebook posts. 350.org 

provides a livestream link to the protest, and according the reciprocity principle, one would feel 

obligated to ‘return the favour’ and ‘Share’ the Facebook post to thank the protesters. In addition, 

the post may have used Cialdini’s (1984) commitment and consistency persuasion principle by 

requesting users to align with the protesters by sharing the post. Based on the large the number of 

4,694 ‘Likes’ and 6,343 ‘Shares’, 350.org’s approaches were successful. 

http://act.350.org/letter/Obama_ForwardonClimate?source=FB
http://act.350.org/letter/Obama_ForwardonClimate?source=FB
http://350.org/ForwardOnClimateLivestream
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Figure 3 

Protest 2- Facebook Posts 

 
 

Table 15 

Protest 2 Facebook Post Examples 

Framework-Principle Example #Liked #Shared 

Sharing-Reciprocity “Draw the Line on Keystone XL (86 photos) 
UPDATE: More photos from an amazing day of 
action. 

That. Was Great. 

Here are just some of the amazing photos from 
Draw the Line. People all across the U.S. stood 
up to toxic tar sands and the climate cooking 
Keystone XL, and looked great doing it. 

Please LIKE and SHARE if you believe that we 
can win this.” (350.org, 2013b) 

905 273 

 

In Table 15, 350.org’s post may have used Cialdini’s (1984) reciprocity persuasion 

principle in the form of Kietzmann et al.’s (2011) sharing building block from the honeycomb 

framework to persuade users to oppose the KXL pipeline project. By uploading 86 photos, users 

might feel obligated to ‘return the favour’ because user received a ‘favour’ in the form of photos 
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from the protest, even if users did not want to view the photos. Thus a large number of users 

‘Liked’ and ‘Shared’ the post. 

Figure 4 

Environment Disaster 1- Facebook Posts 

 
 

Table 16 

Environmental Disaster 1 Facebook Post Example 

Framework-Principle Example #Liked #Shared 

Sharing 
 
Conversations-
Commitment and 
Consistency 

“THREE WEEKS LEFT for the public comment 
period. Let's stop this toxic pipeline. SHARE and 
CLICK to send the White House your message: 
http://sc.org/KXLcomments” 
(TSSN, 2013c) 

24 30 

 

In Table 16, TSSN’s Facebook Post is asking users to share the reminder and send a 

message to have conversation with the White House in regards to the public comment period for 

the USDOS Final Supplemental Environmental Impact Statement (SEIS) Report. The Facebook 

post used two of Kietzmann et al.’s (2011) building blocks from their honeycomb framework, 

sharing and conversation. The sharing of the Facebook post is not making a commitment like the 

http://sc.org/KXLcomments
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‘Like’ function, however if a user ‘Comments’ during the public comment period for the SEIS 

Report, the comment is on record with the USDOS, which may demonstrate the use of Cialdini’s 

(1984) commitment and consistency persuasion principle. 

Figure 5 

Environment Disaster 2 - Facebook Posts 

 
 

Table 17 

Environmental Disaster 2 Example Facebook Post Example 

Framework-
Principle 

Example #Liked #Shared 

Conversations-
Commitment and 
Consistency 
 
 

“AGAIN. The State Dept. has bungled their review 
of Keystone XL -- turning it over to companies that 
work with TransCanada, and refusing to take 
seriously the climate impacts of the pipeline. 

Click LIKE if you agree that this is a scandal that 
more people need to know about. #noKXL 

http://www.businessweek.com/articles/2013-07-
11/secrets-lies-and-missingdata- 
new-twists-in-the-keystone-xl-pipeline” 
(TSSN, 2013b) 

26 3 

 



SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 62 

In Table 17, the example may be framed through the website Government with industry 

frame from Table 12. The Government with industry frame focuses on how the Government has 

been influenced by industry and as a result will not take the views of the opponents seriously. At 

the time of this Facebook post in July 2013, the USDOS had released the Draft Supplemental 

Environmental Impact Statement (EIS) in March 2013. Here, the post suggests that the recent 

Draft EIS is biased the companies who previously were TransCanada Corporation contractors 

completed the review of the KXL pipeline project. To start the conversation and as sign of 

agreement and a commitment to label the news as a ‘scandal’, TSSN has asked its users to ‘Like’ 

the post. TSSN used Kietzmann et al.’s (2011) conversation building block through Cialdini’s 

(1984) commitment and consistency persuasion principle. 

Figure 6 

Policy 1- Facebook Posts 
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Table 18 

Policy 1 Facebook Post Examples 

Framework-
Principle 

Example #Liked #Shared 

Reputation-
Authority 
 
Conversation -
Commitment and 
Consistency 
 
Sharing 

“Climate scientist Michael Mann has a message for 
President Obama: Approving Keystone XL could be 
the worst climate decision of your Presidency. 

If you agree with Dr. Mann that it's time to end 
business as usual -> join U.S. TONIGHT at 250+ 
actions to stop Keystone XL across the US! 
http://350.org/kxlvigil 

And hit SHARE to spread his key message: 
http://www.theguardian.com/.../keystone-xl-
pipeline-obmam-sta...”  
(350.org, 2014a) 
 

2,076 1,026 

Sharing-
Reciprocity 
 

“EXPOSED - Just how much is the Harper 
government spending on PR to defend their big oil 
and gas interests? 

$40 million dollars. 
That's $40 million of YOUR tax dollars going to 
promote Northern Gateway, the Trans Mountain 
pipeline, and Keystone XL. More than HALF of that 
money ($24 million, to be exact) is for advertising 
outside of Canada. 

Angry? You should be. 
READ and SHARE: 
http://www.cbc.ca/m/news/#!/content/1.2442844” 
(TSSN, 2014a) 

36 109 

 

In Table 18, 350.org may have used the reputation and authority of Dr. Michael E. 

Mann’s4 position as a Climate scientist to validate their message to oppose the construction of 

the KXL pipeline project by using Kietzmann et al.’s (2011) reputation building block through 

Cialdini’s (1984) authority persuasion principle. In addition, 350.org asked users if they shared 

the same view as Dr. Mann to join them at a protest and to make an online commitment to share 

                                                 
4Dr. Michael E. Mann is Distinguished Professor of Meteorology at Penn State University in the U.S. and his 
contribution along with other Intergovernmental Panel on Climate Change (IPCC) authors were awarded the 2007 
Nobel Peace Prize shared with Al Gore Jr. (Nobel Prize, 2015; Penn State University, 2015). 

http://350.org/kxlvigil
http://www.theguardian.com/.../keystone-xl-pipeline-obmam-sta
http://www.theguardian.com/.../keystone-xl-pipeline-obmam-sta
http://www.cbc.ca/m/news/#!/content/1.2442844
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Dr. Mann’s message by using Kietzmann et al.’s (2011) conversation and sharing building 

blocks through Cialdini’s (1984) commitment and consistency persuasion principle. This 

technique was clearly successful as the number of ‘Likes’ and ‘Shares’ reached over a thousand. 

TSSN used Kietzmann et al.’s (2011) sharing building block by providing facts about the 

use of taxpayers’ money to fund outside-Canada advertising for the oil sands promotion, which 

may prompt users to act through Cialdini’s (1984) reciprocity persuasion principle to share the 

facts and the Facebook post. 

Figure 7 

Policy 2- Facebook Posts 

 
 

Table 19 

Policy 2 Facebook Post Example 

Framework-Principle Example #Liked #Shared 

Reputation-Authority “Yesterday's CAPP Speaker Series guest, Peter 
Foster, sums up his presentation on Keystone 
XL and the politics of climate.” 
(CAPP, 2014) 

0 0 
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CAPP may have used Kietzmann et al.’s (2011) reputation building block through 

Cialdini’s (1984) authority persuasion principle in the Table 19. The Facebook post may have 

used the reputation and authority of Peter Foster as a National Post columnist to persuade users 

to support the construction of the KXL pipeline project.  

Twitter Data 

All key players had active Twitter accounts, except the National Energy Board (NEB) 

which joined Twitter in January 2014, so there were no Twitter tweets from the NEB for any of 

2013 events, such as the Protests (Protest 1 & 2) and Environmental Disasters (Envir 1 & 2). 

Table 20 lists the organization that had relevant tweets collected. The Department of Foreign 

Affairs, Trade and Development Canada (DFATD) Twitter account changed from 

@DFATDCanada to @Canadafp on Dec 1, 2014, but the old tweets under the old Twitter 

account were attributed to the new Twitter account. Most U.S. and Canadian government 

agencies had very few tweets or did not have any KXL or event relevant tweets.  

All tweets collected included: messages to other Twitter users via the ‘@’ symbol 

followed by the Twitter handle (@Twitterhandle), retweets (RT) and modified tweets (MT). In 

the earlier versions of Twitter, there was no official Retweet button, so users would add ‘RT’ at 

the beginning of a tweet to attribute it to the original tweeter. The introduction of the Retweet 

button in November 2009 stopped some users from adding ‘RT’ to the beginning of their 

messages but some Twitter users still prefer using “RT” to directly reference the original tweet 

(Cowling, 2013; Twitter Power System, 2009). ‘MT’ is commonly used when users want to 

modify a tweet because they wanted to add their own opinions or to correct spelling mistakes but 

still attribute to the original tweet (Cowling, 2013). Some of the key players still used ‘RT’ or 

‘MT’ in the beginning of their Twitter tweets. 
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The number of Retweets and Favourites from Topsy and the Twitter Advanced Search 

were recorded but there are inconsistencies between the two collection vehicles; for some tweets 

Topsy has one additional Retweet and/or Favourite than the Twitter Advanced Search. In 

addition, the number of ‘people talking about’ a tweet in Topsy is different depending on when 

the data was collected. As result, the raw numbers from retweets, favourites and ‘people talking 

about’ were not part of the analysis and should not be taken at face value, but simply to 

showcase the differences. 

Table 20 

KXL and Event Relevant Twitter Tweets - Partial List 

Key players Protest 1 Protest 2 Envir 1 Envir 2 Policy 1 Policy 2 Total 
Tweets 

350.org 96 109 33 7 31 3 279 
TransCanada 18 13 9 4 10 9 63 
TSSN 0 7 0 6 25 2 40 
CAPP 1 11 1 2 1 10 36 
ConoPhil 2 0 0 0 0 0 2 
NRCan 0 0 0 0 3 0 3 
PMO 0 0 0 1 0 0 1 
USDOS 0 0 1 0 0 0 1 
DFATD 0 0 0 1 0 0 1 

 

350.org, TransCanada Corporation, and Canadian Association of Petroleum Producer 

(CAPP) were the only key player that had tweets relevant to KXL and the Table 4 Events. Even 

Tar Sands Solutions Network (TSSN) did not have relevant tweets during the Protest 1 and 

Envir 1 timeframes. However, Table 20 counts the KXL tweets and the Table 4 events tweets 

together, in reality only 350.org had tweets both about KXL and the Table 4 events just like the 

Facebook posts (See Figure 8).  
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Figure 8 

350.org Twitter Tweets 

 
 

Figure 9 to Figure 14 showcased the relevant tweets relative to the total number of key 

player tweets during the six events. Raw data is available in Table A- 4 and Table A- 5.  

Table 21 to Table 26 provides example tweets, which seem to use Kieztmann et al.’s 

(2011) honeycomb framework to increase social media engagement and Cialdini’s (1984) 

principles of persuasion to frame their message to either support or oppose the KXL pipeline 

project. 
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Figure 9 

Protest 1- Twitter Tweets 

 
 
Table 21 

Protest 1 Twitter Tweet Examples 

Framework-Principle Example #Retweet #Favourite 

Conversations-
Commitment and 
Consistency 

“We're just getting started! Connect and share 
ideas for next steps at the Climate People's 
Assembly: on.fb.me/Yxu5TA 
#ForwardOnClimate” (350 dot org, 2013f) 

 

27 3 

Sharing-Reciprocity 
 
Presence 

“We call on Barack Obama to move 
#ForwardOnClimate. Pls RT & watch the 
largest U.S. rally for climate action live: 
thndr.it/TgPyCX” (350 dot org, 2013g) 
 

95 10 

Reputation-Social 
Proof 
 
Commitment and 
Consistency 
 

“Did you know 69 percent of Americans 
support #KeystoneXL? RT if you are one! 
Via @EnergyTomorrow 
http://bit.ly/XashmK” 
(ConocoPhillips Company, 2013) 

25 0 

Reputation-Social 
Proof 

“RT @energytomorrow: FACT: 69% of 
Americans support construction of 
#KeystoneXL, 83% believe it would 
strengthen U.S. http://ow.ly/hQKYf”  
(TransCanada Corporation, 2013a) 

2 0 

http://bit.ly/XashmK
http://ow.ly/hQKYf
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350.org live tweeted during Protest 1 and there were many examples where 350.org may 

have used Kietzmann et al.’s (2011) conversation and sharing building blocks through Cialdini’s 

(1984) commitment and consistency persuasion principle by asking followers to “share ideas for 

next steps at the Climate People's Assembly” and to ‘Retweet’ about the protest. In addition, 

350.org asked followers to watch the protest unfold live, giving users the feeling of being at the 

protest and using Kietzmann et al.’s (2011) presence building block so that 350.org appears 

present and accessible. 

Both ConocoPhillip Company and TransCanada Corporation may have used supporter 

statistics to try to persuade followers through Kietzmann et al.’s (2011) reputation building block 

along with Cialdini’s (1984) social proof principle. The tweet demonstrated that many people are 

in favour of the pipeline and thus their followers should support the construction of the KXL 

pipeline project. ConocoPhillip Company’s tweet further requested followers to ‘Retweet’ which 

may be using Cialdini’s (1984) commitment and consistency persuasion principle to make an 

online commitment to demonstrate their support for the construction of the KXL pipeline project. 

Figure 10 

Protest 2- Twitter Tweets 

 



SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 70 

Table 22 

Protest 2 Twitter Tweet Examples 

Framework-Principle Example #Retweet #Favourite 

Relationships-Liking “In Seattle, @MayorMcGinn and 
@billmckibben will stand up against fossil 
fuel exports and #DrawTheLine 
bit.ly/19npxES” (350 dot org, 2013a) 

14 7 

Reputation-Authority “People who care should #drawtheline. - Dr. 
James Hansen. In 215 places this Saturday, 
we're doing just that: http://bit.ly/14yXJPV  
#noKXL” (350 dot org, 2013b) 

9 4 

Presence-Commitment 
and Consistency 

“RT @RevYearwood: Join me & 
@HiphopTC today @ #NoKXL @350 Draw 
the Line Rally in DC @ 2:00 PM @ Lincoln 
Park we will #DrawTheLine 4 our climate! 
@billmckibben” (350 dot org, 2013d) 

10 3 

Reputation-Social 
Proof-Authority 

“There are nearly 13,000 refinery workers in 
TX #KeystoneXL will help keep those jobs 
and create even more.- Congressman Ted Poe 
#timetobuild” 
(TransCanada Corporation, 2013b) 

0 0 

  

In Table 22, 350.org live tweeted from ‘Draw the Line’ protests across the U.S, and thus 

there are many possible examples of Kieztmann et al.’s honeycomb framework for social media 

engagement and Cialdini’s persuasion principles. Firstly, 350.org gave regular tweets on which 

U.S. states had protests and who was participating. By identifying local communities, 350.org 

was using Kietzmann et al.’s (2011) relationship building block to further develop its rapport 

with its followers through Cialdini’s (1984) liking persuasion principle. Secondly, 350.org used 

Dr. James Hansen’s reputation (Kietzmann et al.’s (2011) building block) and authority 

(Cialdini’s (1984) persuasion principle) as a renowned climate scientist to bring credibility to 

their cause (Columbia University, 2015). Finally, 350.org asked followers to ‘Join them’ at 

various protest locations and times, which may use Cialdini’s (1984) commitment and 
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consistency persuasion principle through Kietzmann et al.’s (2011) presence building block 

where followers may have felt 350.org was present and accessible to the public.  

The TransCanada Corporation tweet used a statistic by claimed that 13,000 people would 

keep their jobs if KXL is approved, which may use Cialdini’s (1984) social proof persuasion 

principle providing the social pressure to persuade followers to support the approval of KXL 

pipeline project. In addition, the statistic was by Congressman Ted Poe; his words could be seen 

as persuasive because of his reputation (Kietzmann et al.’s (2011) building block) and authority 

(Cialdini’s (1984) persuasion principle) as a government official. 

Figure 11 

Environment Disaster 1- Twitter Tweets 

 

 
Table 23 

Environmental Disaster 1 Twitter Tweet Example 

Framework-Principle Example #Retweet #Favourite 

Reputation-Social 
Proof 

“RT @billmckibben: In case you're 
wondering, here's what the Arkansas oil spill 
looks like in one backyard. Clean in no time I 
bet! pic.twitter.com/HyIlq158Nf” 
(350 dot org, 2013c) 

627 81 
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In Table 23, 350.org may have used Kietzmann et al.’s (2011) reputation building block 

along with Cialdini’s (1984) social proof persuasion principle when they tweeted a photo that 

depicts the oil spill in Mayflower, Arkansas. The unsettling image of oil leaking out of sewer 

drains in a suburban community would upset most people. 350.org, a reputable environmental 

non-government organization created a mass feeling of distress to possibly try to persuade 

followers to oppose the KXL pipeline project. 

Figure 12 

Environment Disaster 2 - Twitter Tweets 

 
Note: Alberta government – Unusually high number of tweets due to the Alberta Flood, where 
the Government of Alberta responded directly to questions from Alberta residents and 
broadcasted flood-related announcements and news. 

 
Table 24 

Environmental Disaster 2 Twitter Tweet Examples 

Framework-Principle Example #Retweet #Favourite 

Relationships-Liking-
Social Proof 

“So much heartbreak in Quebec right now. 
Just so sad. Photos of the oil train disaster, if 
you're feeling up for it: dailym.ai/1dbolGU” 
(350 dot org, 2013e) 

20 3 
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In Table 24, 350.org tweeted about the Lac-Mégantic train derailment tragedy by 

expressing their concern and empathizing with the province of Quebec. 350.org attempted to use 

Kietzmann et al.’s (2011) relationship building block to build a rapport with Quebecers and 

followers through Cialdini’s (1984) liking persuasion principle. 350.org was building the future 

relationship capital with new and existing followers to be well ‘Liked’ so that future tweets will 

be ‘Retweeted’ and ‘Favourited’. In addition, posting pictures of the Lac-Mégantic tragedy may 

have put further social pressure on the public, through Cialdini’s (1984) social Proof persuasion 

principle, to oppose the operation of the KXL pipeline in Canada. 

Figure 13 

Policy 1- Twitter Tweets 

 
Figure 13. White House – Unusually high number of tweets because of the live tweeting of the 
State of the Union speech. 
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Table 25 

Policy 1 Twitter Tweet Examples 

Framework-Principle Example #Retweet #Favourite 

Reputation-Authority “Climate scientist @MichaelEMann: 
Approving Keystone XL could be the worst 
mistake of Obama’s presidency: 
bit.ly/1ihSxVy #noKXL”  
(350 dot org, 2014a) 
 

127 27 

Reputation-Authority “5th #U.S. federal study confirms 
#KeystoneXL pipeline will have no 
significant environmental impact 
ow.ly/tanON” (NRCan, 2014) 
 

5 1 

Presence-Liking “RT @350Mass: PHOTO: #JamaicaPlain 
#Boston "@Pragmactivist99: Lively music 
and singing in the snowy #nokxl vigil. 
#kxlvigil http://t.co/Bx3y…” (TSSN, 2014b) 

25 10 

 

In Table 25, 350.org used climate scientist Dr. Michael E. Mann’s5 reputation 

(Kietzmann et al.’s (2011) building block) and authority (Cialdini’s (1984) persuasion principle) 

as an climate expert in an attempt to persuade the public to oppose the KXL pipeline project. The 

Natural Resources Canada (NRCan) tweet used Cialdini’s (1984) authority persuasion principle 

of released U.S. State Departments’ Final Supplemental Environmental Impact Statement to 

persuade followers to support the construction of KXL pipeline. TSSN’s photo and live tweeting 

at a KXL vigil may have given TSSN the appearance of is Kietzmann et al.’s (2011) presence 

building block through the feeling of accessibility, which further developed Cialdini’s (1984) 

liking persuasion principle by building a rapport with followers. 

 

 

                                                 
5 Dr. Michael E. Mann is a Distinguished Professor of Meteorology at Penn State University in the U.S. Him and 
along with other Intergovernmental Panel on Climate Change (IPCC) authors were awarded the 2007 Nobel Peace 
Prize shared with Al Gore Jr. (Nobel Prize, 2015; Penn State University, 2015). 
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Figure 14 

Policy 2- Twitter Tweets 

 
Figure 14. Canadian Association of Petroleum Producers (CAPP) – Unusually high number of 
total tweets and KXL related tweets due to the live tweeting of the National Post’s columnist 
Peter Foster in the CAPP Speaker Series on ‘Keystone XL and the Politics of Climate’. Tar 
Sands Solutions Network (TSSN) – Unusually high number of tweets due to the announcements 
about the ‘Defend Our Climate’ Canadian protest. 
 

Table 26 

Policy 2 Twitter Tweet Examples 

Framework-
Principle 

Example #Retweet #Favourite 

Reputation-
Social Proof -
Authority 

“Desmond Tutu: Opposition to pipelines is a 
moral choice. 
http://www.ottawacitizen.com/touch/story.html?id
=9823193… #NoKXL #notarsands” 
(350 dot org, 2014b) 

34 15 

Presence-
Liking-Social 
Proof 

“600 people at #LittleRock #Arkansas pipe plant 
awaiting a decision from one person. 
#KeystoneXL #Pipeline ow.ly/wLlre” 
(TransCanada Corporation, 2014a) 

3 0 

 

In Table 26, 350.org may have used the reputation (Kietzmann et al.’s (2011) building 

block) and authority (Cialdini’s (1984) persuasion principle) of Archbishop Desmond Tutu to 
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persuade followers to oppose the KXL pipeline project. TransCanada Corporation’s tweet shone 

the spotlight on Little Rock, Arkansas, using Kietzmann et al.’s (2011) presence building block 

to give the feeling of accessibility and caring about local needs, using Cialdini’s (1984) liking 

persuasion principle to continue to build rapport with Little Rock residents. In addition, 

TransCanada Corporation’s may have used Cialdini’s (1984) social proof persuasion principle to 

put social pressure on President Obama by singling him out as the ‘one person’ the 600 people in 

Little Rock, Arkansas were waiting on for jobs. 

 Facebook and Twitter Analysis 

In Table 27, the Facebook statistics collected on June 6, 2015 were taken directly from 

the Facebook pages of the key players. The ‘People Talking About This’ (PTAT) metric counts 

the number of unique direct interactions with a Facebook Page on a daily basis (Darwell, 2012). 

Some of the common unique interactions include: liking a page, posting on the page wall, liking 

a post, commenting on a post, sharing the post, answering a question, mentioning the page in a 

post, tagging the page in a photo and writing a recommendation (Darwell, 2012). When a user 

‘Likes’ a Facebook Page they are subscribing to that Page so that users will see stories from that 

Page in their News Feeds, that Page will appear on the user’s profile and the user will appear on 

the subscribed Page as an individual who has ‘Liked’ the Page (Facebook, 2015). On June 6, 

2015, the three most popular key players Facebook accounts, based on the greatest number of 

total ‘Likes’, were the White House, the U.S. Department of State (USDOS) and 350.org. When 

the number ‘Likes’ is divided by the PTAT, providing a simple measure of engagement where 

complete engagement would be a value of ‘1’, the environmental non-government organizations 

(ENGOs) TSSN and 350.org have the lowest numbers and hence more engaged ‘Likers’. 
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Table 27 

Facebook Statistics as of June 6, 2015 

Key players People Talking 
About This (PTAT) Likes Engagement 

Index 
TSSN 1,775 7,358 4 
350.org 71,762 393,851 5.5 
AOPL 868 7,571 8.7 
White House 400,534 3,693,465 9.2 
USEPA 9,478 154,210 16.3 
Alberta govt 340 7,987 23.5 
USDOS 40,110 1,073,000 26.8 
DFATD 1,571 49,046 31.2 
US EIA 1,612 67,486 41.9 
ConoPhil 754 32213 42.7 
CAPP 14 3,533 252.4 
Nebraska govt 12 3,633 303 

 

Table 28 

Twitter Tweets per year as of June 6, 2015 

Key players When joined Twitter Total # of Tweets Estimated Tweets per Year 

USDOS Oct 2007 37,530 4895 
350.org Mar 2008 23,239 3205 
White House Apr 2009 19,650 3186 
DFATD Mar 2010 11,850 2257 
US EIA Jul 2010 8,030 1633 
TSSN Aug 2012 4,620 1631 
USEPA May 2008 11,341 1601 
TransCanada Aug 2011 5,478 1429 
CAPP Jun 2009 5,546 924 
Alberta govt Apr 2009 4,230 686 
ConoPhil Mar 2009 3,161 506 
NRCan Feb 2012 1,388 416 
Nebraska govt July 2008 2,691 389 
NEB Jan 2014 368 260 
PMO May 2008 1,201 170 
AOPL Dec 2009 368 67 
 

Based on the Twitter data collected on June 6, 2015, the estimated number of tweets per 

year was calculated by assuming that each of the Twitter users joined in the beginning of the 
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month, and no tweets were posted from July 1-July 8, 2015 (See Table 28). The total number of 

tweets was divided by the number of months since the key player had joined Twitter, and then 

multiplied by 12, to estimate the number of tweets per year. According to Table 28, the USDOS, 

350.org and the White House were the most active on Twitter, and Association of Pipelines is the 

least active. 

Table 29 

Twitter Engagement of June 6, 2015 

Key players Following Followers Engagement Index 

White House 200 6,320,026 31,600 
USDOS 417 1,384,050 3,319 
NEB 1 1,092 1,092 
US EIA 291 244,164 839 
USEPA 669 292,921 438 
ConoPhil 194 78,813 406 
Nebraska govt 120 10,598 88 
DFATD 1,044 39,294 38 
CAPP 993 34,482 35 
NRCan 220 6,894 31 
TransCanada 640 13,047 20 
Alberta govt 2,781 47,929 17 
350.org 19,558 239,877 12 
PMO 1,204 9,312 8 
AOPL 90 448 5 
TSSN 1,918 1,313 1 

 

The engagement index in Table 29 is based on dividing the number of ‘followers’ by the 

number of accounts the key player is ‘following’, which determines how engaged Twitter users 

are with the key players. Based on Kietzmann et al.’s (2011) sharing social media building block 

and Cialdini’s (1984) reciprocity persuasion principle, the number of ‘following’ would equal 

the number of ‘followers’ in a one to one ratio because the sharing of content including 

‘following’ or subscribing to a Twitter user may be based on whether the user has already shared 

content with the user before. User #1 follows user #2, as a result user #2 feels obligated to follow 
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user #1, based on the Sharing-Reciprocity joint principle. For example, Tar Sands Solutions 

Network is the only key player that has an engagement index of one because the number of 

‘following’ is more than the ‘followers’, which may satisfy the Sharing-Reciprocity joint 

principle. When the number of ‘followers’ is greater than the number of ‘following’, other joint-

principle such as most of the key players, the Relationship-Liking and Reputation-Social Proof-

Authority joint principles may be likely the reason. For example, the White House Twitter 

account had the highest engagement index at 31,6000 on June 8, 2015, which is likely due to the 

Reputation-Social Proof-Authority joint principle as a result of the President Obama’s reputation 

and authority of being the President of the United States, since the White House Twitter account 

was the official account of the Office of the President of the United States, and the peer pressure 

to ‘Follow’ the White House Twitter account because of the high number of ‘Followers’ the 

White House Twitter account already had. In addition, since President Obama is generally well 

liked, the Relationship-Liking joint principle may have contributed to the high number of 

‘Followers’. 

Frequency of Cialdini’s Persuasion Principles in Facebook and Twitter Data 

Figure 15 shows which of the four key players, which had relevant KXL and Table 4 

events Facebook posts, had demonstrated Cialdini’s (1984) persuasion principles in their 

Facebook posts (See Table 13). Figure 15 demonstrates that 350.org and Tar Sands Solutions 

Network (TSSN) used five principles out of Cialdini’s six persuasion principles; both used the 

principles of commitment and consistency, social proof, liking and authority. Association of 

Pipelines (AOPL) only had one relevant Facebook post, and only that one post may have 

exhibited the social proof principle. The Canadian Association of Petroleum Producers (CAPP) 

had two posts, but an equal distribution of the principles of social proof, liking and authority 
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since one Facebook post may have demonstrated liking while the second post may have 

demonstrated social proof and authority. 

Figure 15 

Frequency of Cialdini’s Persuasion Principles in KXL Facebook Posts 

 
 
Figure 16 showcases the frequency of Cialdini’s (1984) persuasion principles amongst 

the top four key plays from Table 20, the remaining key players had less than three relevant KXL 

and Table 4 events Twitter tweets and so were not included in the figures (See Table 20). 

350.org and TSSN may have used most of Cialdini’s persuasion principles in their tweets; 

350.org used all six principles and TSSN used five principles, except reciprocity. CAPP and 

TransCanada Corporation both may have used two of Cialdini’s persuasion principles each. 

CAPP tweets may have exhibited the persuasion principles of authority and reciprocity, where 

authority may have been used more frequently than TransCanada Corporation and one tweet may 
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have demonstrated reciprocity. TransCanada Corporation may have used authority equally with 

social proof.  

Figure 16 

Frequency of Cialdini’s Persuasion Principles in KXL Twitter Tweets 

 
 
Amongst the KXL supporter Facebook posts and Twitter tweets, authority and social 

proof may have been the most frequently used Cialdini’s persuasion principles, through 

Kietzmann et al. (2011) reputation social media building block in the form of statistics and facts. 

Industry and the associations used statistics and facts from government officials, government 

documents and reports to reinforce their support for constructing the KXL pipeline project. The 

information provided an authority to be believed as well as the social-proof or social pressure to 

act on that belief. For example in Table 22, TransCanada Corporation indicated that “13,000 

refinery workers in TX #KeystoneXL will help keep those jobs and create even more”. By using 
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statistics that 13,000 workers depend on jobs created from pipeline, social pressure is created to 

gain support for the construction of KXL pipeline project so that workers are not denied their 

livelihood. 

350.org and TSSN used social media very effectively in both Facebook and Twitter to 

engage their users. To achieve this level of engagement, both environmental non-government 

organization (ENGOs) may have used most of Cialdini’s (1984) persuasion principles 

(reciprocity, commitment and consistency, social proof, liking, authority and scarcity) with 

Kietzmann et al.’s (2011) honeycomb framework social media building blocks (identity, 

conversations, sharing, relationships, reputation, groups and presence). Both ENGOs may have 

used conversations to engage users to make online commitments, which may lead users to Share, 

‘Retweet’ or Like the posts and tweets via reciprocity. In Table 14, 350.org asked users to “Click 

LIKE and SHARE if you stand in solidarity, too. And COMMENT: where are you standing in 

solidarity from?” By Clicking ‘Like’, ‘Share’ and/or making a ‘Comment’ on Facebook, your 

action is broadcasted to one’s own network and will show up in the news feeds of those who are 

connected to you (Facebook, 2015). The activities of ‘Retweeting’ and ‘Sharing’ are also 

broadcasted on Twitter, so one could interpret that a user would only ‘Like’, ‘Share’ or ‘Retweet’ 

online statements they believed in. 

ENGOs may have kept their users engaged, connected and present with pictures and 

comments about global and local events, and answering online questions directly. The ENGOs 

create relationships by build a rapport with its users, so that they felt accessible to the public, 

which would have made them well liked. Groups may have also further contribute to the feeling 

of accessibility by making users feel like ‘members’, membership may give the feeling of being 

valued but it also creates a sense of exclusivity through scarcity. 350.org has generated groups 
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with local 350.org chapters in cities and countries around the world. Users in the groups as well 

as other like-minded people can peer pressure each other to conform. In Table 23, 350.org used a 

Twitter picture that showed an oil-flooded backyard in Mayflower, Arkansas when a Exxon 

Mobil pipeline ruptured and flooded the suburban community, the tweet garnered 627 ‘Retweets’ 

and 81 ‘Favourites’ which may have provided peer pressure or social proof to oppose the KXL 

pipeline project. 

Like the supporters of KXL, both ENGOs may have used authority in the form of experts, 

scientists, environmentalists and climate experts, to further oppose the KXL pipeline project. 

However, their frequency of the use of the authority persuasion principle was considerably lower 

than the supporters of KXL. 

If engagement could be measured by the number of ‘Likes’, ‘Retweets’ and ‘Shares’, as 

well as how many Cialdini’s (1984) persuasion principles were used through Kietzmann et al.’s 

(2011) social media building blocks, then 350.org and TSSN engaged the public more than 

industry, associations and government agencies in the social media realm of the KXL pipeline 

debate. 
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Chapter 5: Conclusions  

The key players of the KXL pipeline project have used different words, themes and 

persuasion principles to frame their messages to support or oppose the project on their website 

and social media. The stances of the supporters and opponents are easily identified by their 

choice of words. All the key players, with the exception of 350.org and Tar Sands Solutions 

Network (TSSN) used oil sands exclusively in their online and social media material. 

TransCanada Corporation used ‘leak’ to describe an environmental breach in the KXL pipeline, 

compared to the words ‘spill’, which is used by other key players. Supporters and opponent alike 

both use words to vilify each other, such as ‘squeaky-wheel interest groups’ who are ‘killing 

American jobs’ by ‘hijacking [the] process’, versus the ‘corrupt’, ‘fear mongering’ ‘Big Oil’ 

supporters who are ‘hijacking American’s clean energy future’ (see Table 8). The themes of the 

supporters’ frame their position on the benefits of approving the KXL pipeline project such as 

the job creation, energy security, increasing the economy, minimal environmental impact and 

how the KXL pipeline project will be the safest pipeline because of its exhaustive review. The 

opponents frame their position on the negative environmental implications of approving the 

permit of the project and on how the process of reviewing the project permit has been biased and 

heavily influenced by industry. 

In comparison, the website searches of the U.S. government agencies demonstrate an 

attempt to be neutral and avoided vilifying either side of the KXL pipeline project debate. For 

example the Nebraska govt used the following terms interchangeablely to describe an 

environmental breach of the KXL pipeline, ‘accidental –‘: ‘leak’, ‘spill’, ‘release’ and ‘discharge’ 

(See Table 8). However, it is expected that the Nebraska govt are thorough with their 

descriptions because they need to stay the most informed since they have the most to lose in the 
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event of an accident along the KXL pipeline. Moreover, in the website material of some U.S. 

government agencies, they either did not use strong language or have any descriptions to 

describe supporters and opponents of the KXL pipeline debate (See Table 9). Additionally, U.S. 

government agencies framed the review process as an unbiased and honest method to finding the 

facts and ensured due process had occurred. 

In general, very few of the key players in Table 3 had Facebook posts or Twitter tweets 

relevant to KXL or the Table 4 events, this includes the environmental disasters in Mayflower, 

Arkansas and Lac-Mégantic, Quebec. Only 350.org and TSSN had the greatest number of 

Facebook posts and Twitter tweets collected that was relevant to KXL and the Table 4 events. 

For the Facebook and Twitter analysis, only TSSN had Facebook posts relevant to all the Table 4 

events, and 350.org, TransCanada Corporation and Canadian Association of Petroleum 

Producers had Twitter tweets relevant to all the Table 4 events. This contrasts a 2012 study at 

Georgetown University amongst digitally-engaged American adult that 78% identified Facebook 

at the “most effective in getting the word out about a worthy cause or charity” (Georgetown 

University, 2013, p. 7) while Twitter was a mere 8%. The reason for the higher number of 

Twitter tweets than Facebook posts could be due to Twitter’s 140 character restrictions on public 

tweets; organizations may have to tweet more often to complete a sentence or a thought.  

An interesting finding is that U.S. and Canadian government agencies either made one or 

no Facebook post or Twitter tweets during the Table 4 events. This is likely because of the many 

approval processes that government agencies need to go through to post online material. During 

interviews conducted by Wesley (2013, p. 219) an American government official mentioned he 

would need “to seek approval almost to the undersecretary level” to post content on Twitter. In 
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Canada, federal ministers must tweet in both English and French or else they would be violating 

the Canadian language laws (The Canadian Press, 2015). 

The timing of posts and tweets after particular events is very important for any 

organization if they wish to get ahead of the news to frame their messages appropriately. The 

lesson from British Petroleum (BP) Oil’s seven-day social media hiatus after the Deepwater 

Horizon oil spill on April 20, 2010 (Lee, 2010) is to respond to your critics immediately on 

social media even if it is the weekend, or else satirical social media accounts openly mocking 

your company will speak for you (Lee, 2010). The fake BP Oil Twitter account framed their 

tweets around BP Oil’s slow response to the Deepwater Horizon oil spill, focusing on the 

perception of the company’s elitism and lack of sensitivity to the issue. Many felt BP Oil’s late 

response demonstrated a lack of empathy for those affected, particularly given the gravity of the 

disaster and the fact that many people’s livelihoods were at stake (Andersson & Macdonald, n.d.; 

Lee, 2010). Aside from the timing, the content of the posts and tweets is important to help frame 

the message. Organization could use Cialdini’s (1984) persuasion principles through Kietzmann 

et al.’s (2011) honeycomb framework in the form of social media building blocks to further 

frame one’s messages. 

Industry and association in support of the KXL pipeline project may have used Cialdini’s 

(1984) persuasion principle of authority by relying on the reputation (Kietzmann et al.’s (2011) 

social media building block) of reports or their experts to engage their users. Industry may have 

also relied on Cialdini’s (1984) persuasion principle of social proof in the form of statistics from 

reputed sources in an attempt to pressure users to be persuaded, but they also used stories of 

local people in an attempt to pull at heart strings or invoke emotions to persuade. The telling of 
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stories and the use of emotion is also part of the research of Jonah Berger (2013) who examines 

how things in social media go viral. 

Berger (2013) describes ‘viral’ as something that can be easily shared and distributed like 

a video, a photo, a Twitter tweet or a Facebook post, and is shared widely and spreads quickly 

like a virus. In his book Contagious: Why Things Catch On, Berger (2013) describes the 

STEPPS framework which outlines psychological principles that make something more likely to 

go ‘viral’. His framework includes: Social currency, where people are more likely to ‘Share’ or 

‘Like’ something if it makes them appear to be knowledgeable and in the inner crowd. Triggers 

are ready reminders so that people develop a habit of association, where the particular trigger 

such as a song triggers users to think of the organization, product or idea. Emotion, content that 

arouses shared emotions such as frustration, happiness and sadness. Public, such as products and 

accessories that are wearable, these are in full display for public consumption. Practical value, 

useful information that can be easily shared. Finally, Stories are vessels where ideas and 

concepts are shared by having people drawn into the narrative. Not all of the STEPPS are needed 

to have something go viral, but the chances of ‘virality’ are increased as more STEPPS are used.  

The ENGOs used a few of Berger’s (2013) STEPPS such as the pictures of the 

Mayflower, Arkansas oil spill and Lac-Mégantic disasters to invoke Emotion, and Stories of 

local Nebraskans protesting KXL. For both Facebook and Twitter, the 350.org and TSSN used 

most of Cialdini’s six persuasion principles with 350.org possibly using all six principles in the 

Twitter data, where social proof and liking were used most frequently amongst the collected data. 

Recommendations 

Many lessons can be learned from my research into social media persuasion. The 

following are recommendations for industry, associations, governmental agencies and 
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environmental non-governmental organization that wish to improve their environmental 

communication messaging: 

• Have someone dedicated to the social media accounts on the weekends and ensure 

they have the ability to freely post and tweet, particularly during emergencies 

• Pay attention to relevant new stories around the world specific to your industry; 

posting and tweeting shortly after these events helps keep the organizations 

relevant and informed 

• Use social media as a two-way conversation tool, interacting with followers and 

responding to direct questions 

• In time of emergency, ensure there is a direct approval process to post on social 

media accounts; people want and need to be informed with relevant and important 

information as soon as possible 

• Use as many of Cialdini’s (1984) persuasion principles as appropriate, along with 

Kietzmann et al. (2011) honeycomb framework to engage the public 

• Use a few of Berger’s (2013) STEPPS to help gain virality 

Final Thoughts 

Social media research is a fairly new field; just as researchers decide on a method to 

research and collect social media data, a new social media application comes out. The growing 

number of social media applications and the regular updates and changes in versions has made 

the consistency of social media research challenging. The social media platforms Facebook and 

Twitter are constantly changing and improving, thus the interface and functions of the 

applications are continuously changing. During my data collection period between 2013-2014 

some Facebook posts were unavailable when they were collected in 2014, but in 2015 some 
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Facebook posts became available on the Facebook account for the same data collection time 

period. Conversely, some Facebook posts were available and saved during the data collection in 

2014, but were no longer available on the Facebook accounts of the key players in 2015. For 

future social media research to alleviate the problem of selective or hidden social media posts, 

one should collect social media content as soon as possible from the published date. After the 

published date, there’s no guarantee one has collected all the Facebook posts or Twitter tweets in 

the time range since many users can pick and choose which posts and tweets they would like to 

maintain on their social media accounts indefinitely and which to delete or hide from the public, 

of which may appear online with the next update. 

The increased use of social media use has drastically changed how people take in 

information; however the psychology of the human psyche and what motivates people has not 

changed as drastically. Cialdini’s (1984) book, Influence: The Psychology of Persuasion, the 

staple read for marketers, still has relevance today and the techniques he outlinds are still being 

used. There has been much subsequent research on Cialdini’s work (a few citations); however, 

with social media tools constantly changing, applying Cialdini’s persuasion principles to social 

media is slowly becoming more common as more organizations want to increase their social 

media presence and engage their users. By combining the work of Kietzmann et al. (2011) social 

media honeycomb framework with Cialdini’s persuasion principles, one can understand how to 

increase the level of engagement through understands the building blocks of social media and 

how they operate. Further social media research using Berger (2013) STEPPS framework and 

Kietzmann et al. (2011) social media honeycomb framework, along with Cialdini (1984) 

persuasion principles, is need to potentially develop engaging and persuasive social media plans 

that would broaden the social media research landscape. 



SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 90 

References 

350 dot org. [350]. (2013a, September 20). In Seattle, @MayorMcGinn and @billmckibben will 

stand up against fossil fuel exports and #DrawTheLine http://bit.ly/19npxES [Tweet]. 

Retrieved from https://twitter.com/350/status/381135305715105792 

350 dot org. [350]. (2013b, September 19). People who care should #drawtheline. - Dr. James 

Hansen. In 215 places this Saturday, we're doing just that: http://bit.ly/14yXJPV  

#noKXL [Tweet]. Retrieved from https://twitter.com/350/status/380806132949733377 

350 dot org. [350]. (2013c, April 1). RT @billmckibben: In case you're wondering, here's what 

the Arkansas oil spill looks like in one backyard. Clean in no time I bet! 

pic.twitter.com/HyIlq158Nf [Tweet]. Retrieved from 

https://twitter.com/billmckibben/status/318702624784408577 

350 dot org. [350]. (2013d, September 21). RT @RevYearwood: Join me & @HiphopTC today 

@ #NoKXL @350 Draw the Line Rally in DC @ 2:00 PM @ Lincoln Park we will 

#DrawTheLine 4 our climate! @billmckibben [Tweet]. Retrieved from 

https://twitter.com/RevYearwood/status/381396070506319872 

350 dot org. [350]. (2013e, July 8). So much heartbreak in Quebec right now. Just so sad. Photos 

of the oil train disaster, if you're feeling up for it: http://dailym.ai/1dbolGU [Tweet]. 

Retrieved from https://twitter.com/350/status/354365709289144320 

350 dot org. [350]. (2013f, February 17). We're just getting started! Connect and share ideas for 

next steps at the Climate People's Assembly: http://on.fb.me/Yxu5TA 

 #ForwardOnClimate  [Tweet]. Retrieved from 

https://twitter.com/350/status/303248197717987328 

http://bit.ly/19npxES
http://bit.ly/14yXJPV
http://dailym.ai/1dbolGU
http://on.fb.me/Yxu5TA


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 91 

350 dot org. [350]. (2013g, February 17). We call on Barack Obama to move 

#ForwardOnClimate. Pls RT & watch the largest U.S. rally for climate action live: 

http://thndr.it/TgPyCX [Tweet]. Retrieved from 

https://twitter.com/350/status/303188301060395009 

350 dot org. [350]. (2014a, January 31). Climate scientist @MichaelEMann: Approving 

Keystone XL could be the worst mistake of Obama’s presidency: http://bit.ly/1ihSxVy 

#noKXL [Tweet]. Retrieved from https://twitter.com/350/status/429373797805096961 

350 dot org. [350]. (2014b, May 9). Desmond Tutu: Opposition to pipelines is a moral choice. 

http://www.ottawacitizen.com/touch/story.html?id=9823193… #NoKXL #notarsands 

[Tweet]. Retrieved from https://twitter.com/350/status/464917931932274688 

350.org. (2012, March 9). Senate defeats Keystone XL. Retrieved from http://350.org/senate-

defeats-keystone-xl/ 

350.org. (2013a, February 17). Click LIKE and SHARE if you stand in solidarity, too. And 

COMMENT: where are you standing in solidarity from?” #ForwardOnClimate 

http://act.350.org/letter/Obama_ForwardonClimate?source=FB [Photograph]. Retrieved 

from 

https://www.facebook.com/350.org/photos/a.10151419719967708.497239.12185972707/

10151419720027708/?type=1 

 

 

 

 

http://thndr.it/TgPyCX
http://bit.ly/1ihSxVy
http://www.ottawacitizen.com/touch/story.html?id=9823193…
http://350.org/senate-defeats-keystone-xl/
http://350.org/senate-defeats-keystone-xl/
http://act.350.org/letter/Obama_ForwardonClimate?source=FB
http://www.facebook.com/350.org/photos/a.10151419719967708.497239.12185972707/10151419720027708/?type=1
http://www.facebook.com/350.org/photos/a.10151419719967708.497239.12185972707/10151419720027708/?type=1


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 92 

350.org. (2013b, September 23). Draw the Line on Keystone XL (86 photos) UPDATE: More 

photos from an amazing day of action. That. Was Great. Here are just some of the 

amazing photos from Draw the Line. People all across the U.S. stood up to [Facebook 

status update]. Retrieved from 

https://www.facebook.com/350.org/timeline/story?ut=43&wstart=1357027200&wend=1

388563199&hash=-6841219471053159295&pagefilter=3 

350.org. (2013c, November 20). Stop the Keystone XL Pipeline. Retrieved from 

http://350.org/en/stop-keystone-xl 

350.org. (2013d, February 17). UPDATE: Crowd count revised to 40,000+! BREAKING: 

Official crowd count at the #ForwardOnClimate rally is 35,000! That's 35,000 committed, 

passionate people calling on President Obama to take action on climate change & reject 

Keystone XL. Watch the livestream: http://350.org/ForwardOnClimateLivestream 

[Photograph]. Retrieved from 

https://www.facebook.com/350.org/photos/a.136077452707.110998.12185972707/10151

420573347708/?type=1 

350.org. (2014a, February 3). Climate scientist Michael Mann has a message for President 

Obama: Approving Keystone XL could be the worst climate decision of your Presidency. 

If you agree with Dr. Mann that it's time to end business as usual -> join U.S. TONIGHT 

[Photograph]. Retrieved from 

https://www.facebook.com/350.org/photos/a.136077452707.110998.12185972707/10152

156312032708/?type=1 

 

http://www.facebook.com/350.org/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=-6841219471053159295&pagefilter=3
http://www.facebook.com/350.org/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=-6841219471053159295&pagefilter=3
http://350.org/en/stop-keystone-xl
http://350.org/ForwardOnClimateLivestream
http://www.facebook.com/350.org/photos/a.136077452707.110998.12185972707/10151420573347708/?type=1
http://www.facebook.com/350.org/photos/a.136077452707.110998.12185972707/10151420573347708/?type=1
http://www.facebook.com/350.org/photos/a.136077452707.110998.12185972707/10152156312032708/?type=1
http://www.facebook.com/350.org/photos/a.136077452707.110998.12185972707/10152156312032708/?type=1


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 93 

350.org. (2014b, April 26). Thousands march with Cowboy and Indian Alliance at “Reject and 

Protect” to protest Keystone XL pipeline. Retrieved from http://350.org/thousands-

march-with-cowboy-and-indian-alliance-at-reject-and-protect-to-protest-keystone-xl-

pipeline/ 

350.org. (2011, October 5). Truths about the Keystone XL Pipeline the U.S. Chamber does not 

want you to hear. Retrieved from http://chamber.350.org/2011/10/truths-about-the-

keystone-xl-the-u-s-chamber-does-not-want-you-to-hear/ 

Alberts, S. (2011, October 4). Oliver vows fight if EU smacks oil sands with pollution penalty, 

National Post. Retrieved from http://tarsandssolutions.org/in-the-media/oliver-vows-

fight-if-eu-smacks-oil-sands-with-pollution-penalty 

Andersson, L., & Macdonald, J. (Producer). (n.d., July 22, 2014). An overview of the BP crisis 

from a communications perspective. [Powerpoint] Retrieved from 

http://thisfluidworld.com/ourthinking/summary%20of%20bp%20crisis%20from%20a%2

0communications%20perspective.pdf 

Aristotle. (2004, March 16). Rhetoric (W. P. Roberts, Trans.). In L. Honeycutt (Ed.), Aristotle's 

Rhetoric. Retrieved from http://rhetoric.eserver.org/aristotle/oneindex.html 

Association of Pipe Lines. (2014, March 6). AOPL testifies in support of pipeline infrastructure. 

Retrieved from http://www.aopl.org/wp-content/uploads/2014/04/AOPL-EP-Hrg-

Testimony-Release.pdf 

Association of Pipe Lines. (2015). About AOPL. Retrieved from http://www.aopl.org/about-aopl/ 

 

 

http://350.org/thousands-march-with-cowboy-and-indian-alliance-at-reject-and-protect-to-protest-keystone-xl-pipeline/
http://350.org/thousands-march-with-cowboy-and-indian-alliance-at-reject-and-protect-to-protest-keystone-xl-pipeline/
http://350.org/thousands-march-with-cowboy-and-indian-alliance-at-reject-and-protect-to-protest-keystone-xl-pipeline/
http://chamber.350.org/2011/10/truths-about-the-keystone-xl-the-u-s-chamber-does-not-want-you-to-hear/
http://chamber.350.org/2011/10/truths-about-the-keystone-xl-the-u-s-chamber-does-not-want-you-to-hear/
http://tarsandssolutions.org/in-the-media/oliver-vows-fight-if-eu-smacks-oil-sands-with-pollution-penalty
http://tarsandssolutions.org/in-the-media/oliver-vows-fight-if-eu-smacks-oil-sands-with-pollution-penalty
http://thisfluidworld.com/ourthinking/summary%20of%20bp%20crisis%20from%20a%20communications%20perspective.pdf
http://thisfluidworld.com/ourthinking/summary%20of%20bp%20crisis%20from%20a%20communications%20perspective.pdf
http://rhetoric.eserver.org/aristotle/oneindex.html
http://www.aopl.org/wp-content/uploads/2014/04/AOPL-EP-Hrg-Testimony-Release.pdf
http://www.aopl.org/wp-content/uploads/2014/04/AOPL-EP-Hrg-Testimony-Release.pdf
http://www.aopl.org/about-aopl/


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 94 

Associations Coalition. (2014, March 7). Associations Coalition Comments to State Dept 

Supporting Keystone XL-National Interest Determination. Retrieved from 

http://www.aopl.org/wp-content/uploads/2014/05/API-other-trade-associations-

Comments-3-7-14-final.pdf 

Berg, B. L. (2004). An introduction to content analysis Qualitative research methods (5th ed., pp. 

265-297). Boston, MA: Pearson Education Inc. 

Berger, J. (2013). Contagious: Why things catch on. New York: Simon & Schuster. 

Black, A. (2013, April 22). AOPL comments to State Department Environmental Review of 

Keystone XL. Retrieved from http://www.aopl.org/news-public-policy/regulatory-

comments-2/aopl-comments-to-state-department-environmental-review-of-keystone-xl/ 

Bogdan, R., & Biklen, S. K. (1982). Qualitative research for education: An introduction to 

theory and methods. (2nd ed.). Boston, MA: Allyn & Bacon. 

Bourne, L. (1943). Oil from Canadian sands [oil sands of Alberta]. Scientific American, 169(2), 

71-73.  

Bryant, D. C. (1953). Rhetoric: It's function and its scope. Quarterly Journal of Speech, 39(4), 

401-424.  

Canadian Association of Petroleum Producers. (2011a, November 10). Delay disappointing but 

Keystone XL merits approval. Retrieved from http://www.capp.ca/media/news-

releases/delay-disappointing-but-keystone-xl-merits-approval 

Canadian Association of Petroleum Producers. (2011b, September 22). Oil sands a Canadian job 

creator; domestic and U.S. processing needed. Retrieved from 

http://www.capp.ca/aboutUs/mediaCentre/NewsReleases/Pages/OilsandsaCanadianjobcre

ator.aspx 

http://www.aopl.org/wp-content/uploads/2014/05/API-other-trade-associations-Comments-3-7-14-final.pdf
http://www.aopl.org/wp-content/uploads/2014/05/API-other-trade-associations-Comments-3-7-14-final.pdf
http://www.aopl.org/news-public-policy/regulatory-comments-2/aopl-comments-to-state-department-environmental-review-of-keystone-xl/
http://www.aopl.org/news-public-policy/regulatory-comments-2/aopl-comments-to-state-department-environmental-review-of-keystone-xl/
http://www.capp.ca/media/news-releases/delay-disappointing-but-keystone-xl-merits-approval
http://www.capp.ca/media/news-releases/delay-disappointing-but-keystone-xl-merits-approval
http://www.capp.ca/aboutUs/mediaCentre/NewsReleases/Pages/OilsandsaCanadianjobcreator.aspx
http://www.capp.ca/aboutUs/mediaCentre/NewsReleases/Pages/OilsandsaCanadianjobcreator.aspx


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 95 

Canadian Association of Petroleum Producers. (2014, January 31). U.S. State Department’s 

environmental statement provides basis for Keystone approval on environmental, 

economic, energy security merits. Retrieved from http://www.marketwired.com/press-

release/us-state-departments-environmental-statement-provides-basis-keystone-approval-

on-environmental-1874747.htm 

Canadian Association of Petroleum Producers. (2015). Disclaimer. Retrieved from 

http://www.capp.ca/disclaimer 

Canadian Association of Petroleum Producers (CAPP). (2014, May 13). Yesterday's CAPP 

Speaker Series guest, Peter Foster, sums up his presentation on Keystone XL and the 

politics of climate [Facebook status update]. Retrieved from 

https://www.facebook.com/OilGasCanada/posts/10152826939369202 

Casey-Lefkowitz, S. (2011, July 21). Opinion: Why more oil sands crude in U.S. doesn’t make 

sense, The Globe and Mail. Retrieved from http://tarsandssolutions.org/in-the-

media/opinion-why-more-oil-sands-crude-in-u.s.-doesnt-make-sense 

Cavanagh, S. (1997). Content analysis: concepts, methods and applications. Nurse Researcher, 

4(3), 5-16.  

CBC News. (2015, February 23). President Obama confirms he'll veto Keystone XL bill, CBC 

News. Retrieved from http://www.cbc.ca/news/business/president-obama-confirms-he-ll-

veto-keystone-xl-bill-1.2968288 

Cialdini, R. B. (1984). Influence: How and why people agree to things (1st ed.). New York: 

Morrow. 

Cialdini, R. B. (2001). The science of persuasion. Scientific American, 284(2), 76-81.  

http://www.marketwired.com/press-release/us-state-departments-environmental-statement-provides-basis-keystone-approval-on-environmental-1874747.htm
http://www.marketwired.com/press-release/us-state-departments-environmental-statement-provides-basis-keystone-approval-on-environmental-1874747.htm
http://www.marketwired.com/press-release/us-state-departments-environmental-statement-provides-basis-keystone-approval-on-environmental-1874747.htm
http://www.capp.ca/disclaimer
http://www.facebook.com/OilGasCanada/posts/10152826939369202
http://tarsandssolutions.org/in-the-media/opinion-why-more-oil-sands-crude-in-u.s.-doesnt-make-sense
http://tarsandssolutions.org/in-the-media/opinion-why-more-oil-sands-crude-in-u.s.-doesnt-make-sense
http://www.cbc.ca/news/business/president-obama-confirms-he-ll-veto-keystone-xl-bill-1.2968288
http://www.cbc.ca/news/business/president-obama-confirms-he-ll-veto-keystone-xl-bill-1.2968288


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 96 

Collyer, D. (2011, September 28). Canada – The right oil, from the right country. Retrieved 

from 

http://www.capp.ca/aboutUs/mediaCentre/CAPPCommentary/Pages/CanadaTherightoilfr

omtherightcountry.aspx 

Columbia University. (2015, June 27). Dr. James E. Hanson. Retrieved from 

http://www.columbia.edu/~jeh1/ 

ConocoPhillips Company. [ConocoPhillips]. (2013, February 20). Did you know 69 percent of 

Americans support #KeystoneXL? RT if you are one! Via @EnergyTomorrow 

http://bit.ly/XashmK [Tweet]. Retrieved from 

https://twitter.com/conocophillips/status/304373620044615680 

ConocoPhillips Company. (2014). 2014 Annual Report. Houston, TX: ConocoPhillips Company. 

Cowling, D. (2013, April 29). Twitter Users Still Confused Between RT, MT & HT. Retrieved 

from http://www.socialmedianews.com.au/twitter-users-still-confused-between-rt-mt-ht/ 

D&AD. (2015). Case study: Old Spice response campaign. Retrieved from 

http://www.dandad.org/en/old-spice-response-campaign/ 

Darwell, B. (2012, January 10). People Talking About This’ defined. Retrieved from 

http://www.adweek.com/socialtimes/people-talking-about-this-defined/273447 

Downe-Wamboldt, B. (1992). Content analysis: Method, applications, and issues. Health Care 

for Women International, 13(3), 313-321.  

 

 

 

http://www.capp.ca/aboutUs/mediaCentre/CAPPCommentary/Pages/CanadaTherightoilfromtherightcountry.aspx
http://www.capp.ca/aboutUs/mediaCentre/CAPPCommentary/Pages/CanadaTherightoilfromtherightcountry.aspx
http://www.columbia.edu/~jeh1/
http://bit.ly/XashmK
http://www.socialmedianews.com.au/twitter-users-still-confused-between-rt-mt-ht/
http://www.dandad.org/en/old-spice-response-campaign/
http://www.adweek.com/socialtimes/people-talking-about-this-defined/273447


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 97 

Eilperin, J., & Mufson, S. (2014, January 31). State Department releases Keystone XL final 

environmental impact statement, The Washington Post. Retrieved from 

http://www.washingtonpost.com/business/economy/state-to-release-keystones-final-

environmental-impact-statement-friday/2014/01/31/3a9bb25c-8a83-11e3-a5bd-

844629433ba3_story.html 

Elo, S., Kääriäinen, M., Kanste, O., Pölkki, T., Utriainen, K., & Kyngäs, H. (2014). Qualitative 

Content Analysis: A Focus on Trustworthiness. SAGE Open, 4(1), 1-10.  

Entman, R. M. (1991). Framing U.S. coverage of international news: contrasts in narratives of 

the KAL and Iran Air incidents. Journal of Communication, 41(4), 6-27.  

Entman, R. M. (1993). Framing: Towards clarification of a fractured paradigm. Journal of 

Communication, 10(1), 55-75.  

Executive Order, No. 13337, 69. 3 C.F.R. 25299-25301 (2004). 

Facebook. (2015). Like. Retrieved from https://www.facebook.com/help/452446998120360 

Feldman, S. (2013, February 18). Biggest environmental rally in decades attracts nationwide 

media attention, Inside Climate News. Retrieved from 

http://insideclimatenews.org/print/24176 

Finch, D. (n.d.). Oil Sands or Tar Sands? Retrieved from 

http://www.capp.ca/canadaIndustry/oilSands/Energy-Economy/Pages/OilSands-or-

TarSands.aspx 

Foreign Affairs, Trade and Development Canada. (2012, May 3). Address by Minister Baird to 

the American Jewish Committee [Speech]. Retrieved from 

http://www.international.gc.ca/media/aff/speeches-discours/2012/05/03a.aspx?lang=eng 

http://www.washingtonpost.com/business/economy/state-to-release-keystones-final-environmental-impact-statement-friday/2014/01/31/3a9bb25c-8a83-11e3-a5bd-844629433ba3_story.html
http://www.washingtonpost.com/business/economy/state-to-release-keystones-final-environmental-impact-statement-friday/2014/01/31/3a9bb25c-8a83-11e3-a5bd-844629433ba3_story.html
http://www.washingtonpost.com/business/economy/state-to-release-keystones-final-environmental-impact-statement-friday/2014/01/31/3a9bb25c-8a83-11e3-a5bd-844629433ba3_story.html
http://www.facebook.com/help/452446998120360
http://insideclimatenews.org/print/24176
http://www.capp.ca/canadaIndustry/oilSands/Energy-Economy/Pages/OilSands-or-TarSands.aspx
http://www.capp.ca/canadaIndustry/oilSands/Energy-Economy/Pages/OilSands-or-TarSands.aspx
http://www.international.gc.ca/media/aff/speeches-discours/2012/05/03a.aspx?lang=eng


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 98 

Foreign Affairs, Trade and Development Canada. (2013, March 8). Address by Minister Baird to 

the Alberta Enterprise Group [Speech]. Retrieved from 

http://www.international.gc.ca/media/aff/speeches-discours/2013/03/08a.aspx?lang=eng 

Foreign Affairs, Trade and Development Canada. (2014, January 16). Address by Minister Baird 

to the U.S. Chamber of Commerce [Speech]. Retrieved from 

http://www.international.gc.ca/media/aff/speeches-discours/2014/01/16a.aspx?lang=eng 

Foss, S. K. (1983). Criteria for adequate rhetorical criticism. Southern Communication Journal, 

48(3), 283-295.  

Gailus, J. (2012, September). Web Exclusive: Is it tar sands or oil sands? Retrieved from 

http://www.alternativesjournal.ca/energy-and-resources/web-exclusive-it-tar-sands-or-

oil-sands 

Georgetown University. (2013, March 19). Digital persuasion: How social media motivates 

action and drives support for causes. Washington: Georgetown University. 

Goffman, E. (1974). Frame analysis : an essay on the organization of experience. Lebanon, NH: 

University Press of New England. 

Government of Alberta. (2011). Alberta oil sands industry - Quarterly update. Edmonton, AB: 

Government of Alberta. 

Government of Alberta. (2012). Alberta oil sands industry – Quarterly update. Edmonton, AB: 

Government of Alberta. 

Government of Alberta. (2013). Alberta's Oil Sands - About the resource. Retrieved December 

11, 2013, from http://www.oilsands.alberta.ca/resource.html 

http://www.international.gc.ca/media/aff/speeches-discours/2013/03/08a.aspx?lang=eng
http://www.international.gc.ca/media/aff/speeches-discours/2014/01/16a.aspx?lang=eng
http://www.alternativesjournal.ca/energy-and-resources/web-exclusive-it-tar-sands-or-oil-sands
http://www.alternativesjournal.ca/energy-and-resources/web-exclusive-it-tar-sands-or-oil-sands
http://www.oilsands.alberta.ca/resource.html


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 99 

Government of Alberta. (2014, January 31). Statement from Premier Redford [Statement]. 

Retrieved from http://alberta.ca/release.cfm?xID=3577924325244-AC48-20D9-

A4F6D0D7776D85F6 

Government of Alberta. (n.d). Industry and economy. Retrieved from 

http://alberta.ca/industryandeconomy.cfm 

Hays, K., & Robinson, M. (2013, March 31). Exxon cleans up Arkansas oil spill; Keystone plan 

assailed. Retrieved from http://www.reuters.com/article/2013/03/31/us-exxon-pipeline-

spill-idUSBRE92U00220130331 

Heineman, D. (2013, January 22). Pipeline approval. Retrieved from 

http://www.governor.nebraska.gov/news/2013/01/docs/0122_Pipeline_Approval.pdf 

Internet Archive. (2014, December 31). About the Internet Archive. Retrieved from 

https://archive.org/about/ 

Kaufman, S., Elliott, M., & Shmueli, D. (2013, June). Frames, framing and reframing. Retrieved 

from http://www.beyondintractability.org/essay/framing 

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media? Get 

serious! Understanding the functional building blocks of social media. Business Horizons, 

54(3), 241-251.  

Killingsworth, M. J., & Palmer, J. S. (2002). Ecospeak: Rhetoric and environmental politics in 

America. Carbondale, IL: Southern Illinois University Press. 

Koring, P. (2014, May 12). Keystone XL vote dies along with energy bill in U.S. Senate, The 

Globe and Mail. Retrieved from http://www.theglobeandmail.com/news/world/keystone-

xl-vote-dies-along-with-energy-bill-in-us-senate/article18631347/ 

http://alberta.ca/release.cfm?xID=3577924325244-AC48-20D9-A4F6D0D7776D85F6
http://alberta.ca/release.cfm?xID=3577924325244-AC48-20D9-A4F6D0D7776D85F6
http://alberta.ca/industryandeconomy.cfm
http://www.reuters.com/article/2013/03/31/us-exxon-pipeline-spill-idUSBRE92U00220130331
http://www.reuters.com/article/2013/03/31/us-exxon-pipeline-spill-idUSBRE92U00220130331
http://www.governor.nebraska.gov/news/2013/01/docs/0122_Pipeline_Approval.pdf
http://www.beyondintractability.org/essay/framing
http://www.theglobeandmail.com/news/world/keystone-xl-vote-dies-along-with-energy-bill-in-us-senate/article18631347/
http://www.theglobeandmail.com/news/world/keystone-xl-vote-dies-along-with-energy-bill-in-us-senate/article18631347/


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 100 

Koring, P. (2015a, February 12). Nebraska judge stops TransCanada from digging for Keystone 

right-of-way, The Global and Mail. Retrieved from 

http://www.theglobeandmail.com/news/politics/nebraksa-judge-stops-transcanada-from-

digging-for-keystone-right-of-way/article22965488/ 

Koring, P. (2015b, March 4). U.S. Senate fails to override Obama’s veto of Keystone XL bill, 

The Globe and Mail. Retrieved from http://www.theglobeandmail.com/news/world/us-

senate-fails-to-override-obamas-veto-of-keystone-bill/article23287295/ 

Krippendorff, K. (2004). Content analysis: An introduction to its methodology. Thousand Oaks, 

CA: Sage Publications. 

Kuypers, J. A. (1997). Presidential crisis rhetoric and the press in the post-cold war world. 

Westport, CT: Praeger. 

Kuypers, J. A. (2002). Press bias and politics: How the media frame controversial issues. 

Westport, CT: Praeger. 

Kuypers, J. A. (2005). The art of rhetorical criticism. Portland, OR: Book News, Inc. 

Kuypers, J. A. (2006). Bush’s war: Media bias and justification for war in a terrorist age. 

Lanham, MD: Rowman & Littlefield. 

Kuypers, J. A. (2010). Framing Analysis from a rhetorical perspective. In P. D'Angelo & J. A. 

Kuypers (Eds.), Doing news framing analysis: Empirical and theoretical perspectives. 

(pp. 286-311). New York: Routledge. 

Kyngäs, H., Elo, S., Pölkki, T., Kääriäinen, M., & Kanste, O. (2011). Sisällönanalyysi 

suomalaisessa hoitotieteellisessä tutkimuksessa [The use of content analysis in Finnish 

nursing science research]. Hoitotiede, 23(2), 138-148.  

http://www.theglobeandmail.com/news/politics/nebraksa-judge-stops-transcanada-from-digging-for-keystone-right-of-way/article22965488/
http://www.theglobeandmail.com/news/politics/nebraksa-judge-stops-transcanada-from-digging-for-keystone-right-of-way/article22965488/
http://www.theglobeandmail.com/news/world/us-senate-fails-to-override-obamas-veto-of-keystone-bill/article23287295/
http://www.theglobeandmail.com/news/world/us-senate-fails-to-override-obamas-veto-of-keystone-bill/article23287295/


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 101 

Lakoff, G. (2004). Don't think of an elephant!: Know your values and frame the debate. White 

River Junction, VT: Chelsea Green Publishing. 

Lee, J. (2010, July 1). BP, crisis communications and social media. Retrieved from 

http://www.bruceclay.com/blog/bp-crisis-communications-and-social-media/ 

Levin, D. (2005). Framing peace polices: The competition for resonate themes. Political 

Communication, 22(1), 83-108.  

Lexpert. (2009, August 14). TransCanada acquires ConocoPhillips's stake in Keystone Pipeline 

System. Retrieved from http://www.lexpert.ca/magazine/big-deals/transcanada-acquires-

conocophillipss-stake-in-keystone-pipeline-system-4423/ 

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic inquiry. Beverly Hills, CA: Sage. 

Max Paris Environment Unit. (2012, August 19). Cabinet to get final say on pipeline projects, 

CBC News. Retrieved from http://www.cbc.ca/news/politics/cabinet-to-get-final-say-on-

pipeline-projects-1.1217699 

McCarthy, S. (2012, September 6). Ottawa's new anti-terrorism strategy lists eco-extremists as 

threats, The Globe and Mail. Retrieved from 

http://www.theglobeandmail.com/news/politics/ottawas-new-anti-terrorism-strategy-lists-

eco-extremists-as-threats/article533522/ 

McConnell, R. G. (1891). Tar sands on the Athabasca River. Geological Survey of Canada: 

Annual Report, 5, 144-147.  

McDiarmid, J., & Donkin, K. (2013, July 8). Lac Mégantic explosion could change pipeline 

debate, expert says, the Star. Retrieved from 

http://www.thestar.com/news/canada/2013/07/08/lac_mgantic_explosion_could_change_

pipeline_debate_expert_says.html 

http://www.bruceclay.com/blog/bp-crisis-communications-and-social-media/
http://www.lexpert.ca/magazine/big-deals/transcanada-acquires-conocophillipss-stake-in-keystone-pipeline-system-4423/
http://www.lexpert.ca/magazine/big-deals/transcanada-acquires-conocophillipss-stake-in-keystone-pipeline-system-4423/
http://www.cbc.ca/news/politics/cabinet-to-get-final-say-on-pipeline-projects-1.1217699
http://www.cbc.ca/news/politics/cabinet-to-get-final-say-on-pipeline-projects-1.1217699
http://www.theglobeandmail.com/news/politics/ottawas-new-anti-terrorism-strategy-lists-eco-extremists-as-threats/article533522/
http://www.theglobeandmail.com/news/politics/ottawas-new-anti-terrorism-strategy-lists-eco-extremists-as-threats/article533522/
http://www.thestar.com/news/canada/2013/07/08/lac_mgantic_explosion_could_change_pipeline_debate_expert_says.html
http://www.thestar.com/news/canada/2013/07/08/lac_mgantic_explosion_could_change_pipeline_debate_expert_says.html


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 102 

McMorris-Santoro, E. (2014, January 30). New documents raise questions about Keystone 

environmental study, BuzzFeed News. Retrieved from http://tarsandssolutions.org/in-the-

media/new-documents-raise-questions-about-keystone-xl-environmental-study 

Mufson, S. (2012). Keystone XL pipeline may threaten aquifer that irrigates much of the central 

U.S., The Washington Post. Retrieved from 

http://www.washingtonpost.com/national/health-science/keystone-xl-pipeline-may-

threaten-aquifer-that-irrigates-much-of-the-central-us/2012/08/06/7bf0215c-d4db-11e1-

a9e3-c5249ea531ca_story.html 

Nair, M. (2011). Understanding and Measuring the Value of Social Media. The Journal of 

Corporate Accounting & Finance, 22(3), 45-51.  

National Energy Board. (2010, March 11). Reasons for decision - TransCanada Keystone 

pipeline GP Ltd. OH-1-2009. Calgary, AB: National Energy Board. 

National Energy Board. (2014, March 11). National Energy Board - Fact Sheet. Retrieved from 

http://www.neb-one.gc.ca/clf-nsi/rthnb/whwrndrgvrnnc/nbfctsht-eng.html 

Natural Resources Canada. (2011, October 4). The media room. Retrieved from 

http://www.nrcan.gc.ca/media-room/speeches/2011/3403 

Natural Resources Canada. [NRCan]. (2014, January 31). 5th #U.S. federal study confirms 

#KeystoneXL pipeline will have no significant environmental impact http://ow.ly/tanON 

[Tweet]. Retrieved from https://twitter.com/NRCan/status/429377081114652672 

Nobel Prize. (2015). The Nobel Peace Prize 2007. Retrieved from 

http://www.nobelprize.org/nobel_prizes/peace/laureates/2007/ 

Pan, Z., & Kosicki, G. M. (1993). Framing analysis: An approach to news discourse. Political 

Communication, 10(1), 55-75.  

http://tarsandssolutions.org/in-the-media/new-documents-raise-questions-about-keystone-xl-environmental-study
http://tarsandssolutions.org/in-the-media/new-documents-raise-questions-about-keystone-xl-environmental-study
http://www.washingtonpost.com/national/health-science/keystone-xl-pipeline-may-threaten-aquifer-that-irrigates-much-of-the-central-us/2012/08/06/7bf0215c-d4db-11e1-a9e3-c5249ea531ca_story.html
http://www.washingtonpost.com/national/health-science/keystone-xl-pipeline-may-threaten-aquifer-that-irrigates-much-of-the-central-us/2012/08/06/7bf0215c-d4db-11e1-a9e3-c5249ea531ca_story.html
http://www.washingtonpost.com/national/health-science/keystone-xl-pipeline-may-threaten-aquifer-that-irrigates-much-of-the-central-us/2012/08/06/7bf0215c-d4db-11e1-a9e3-c5249ea531ca_story.html
http://www.neb-one.gc.ca/clf-nsi/rthnb/whwrndrgvrnnc/nbfctsht-eng.html
http://www.nrcan.gc.ca/media-room/speeches/2011/3403
http://ow.ly/tanON
http://www.nobelprize.org/nobel_prizes/peace/laureates/2007/


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 103 

Payton, L. (2012, January 9). Radicals working against oilsands, Ottawa says - Environment 

groups 'threaten to hijack' system, natural resources minister says, CBC News. Retrieved 

from http://www.cbc.ca/news/politics/radicals-working-against-oilsands-ottawa-says-

1.1148310 

Penn State University. (2015). Michael E. Mann - Biographical sketch. Retrieved from 

http://www.meteo.psu.edu/holocene/public_html/Mann/about/index.php 

Peritz, I. (2014, August 24). Alberta riled by Leonardo DiCaprio’s position on oil sands. 

Retrieved from http://www.theglobeandmail.com/news/national/alberta-riled-by-

leonardo-dicaprios-position-on-oil-sands/article20187391/  

Perloff, R. M. (2003). The dynamics of persuasion: Communication and attitudes in the 21st 

Century. Mahwah, NJ: Lawrence Erlbaum Associates, Inc. 

Pipeline and Hazardous Materials Safety Administration. (n.d.). Frequently asked questions 

(FAQs). Retrieved from http://www.phmsa.dot.gov/about/faq 

Prime Minister of Canada. (2012). PM participates in a forum at Woodrow Wilson International 

Center. Retrieved from http://pm.gc.ca/eng/news/2012/04/02/pm-participates-forum-

woodrow-wilson-international-center-scholars 

Roth, G. (2011). Teaching social media skills to journalism students. In C. Wankel (Ed.), 

Teaching arts and science with the new social media (pp. 127-140). Bingley, UK: 

Emerald Group. 

Sexton, J. (2010, February 11). 6 Powerful Social Media Persuasion Techniques. Retrieved from 

http://www.socialmediaexaminer.com/6-powerful-social-media-persuasion-techniques/ 

 

http://www.cbc.ca/news/politics/radicals-working-against-oilsands-ottawa-says-1.1148310
http://www.cbc.ca/news/politics/radicals-working-against-oilsands-ottawa-says-1.1148310
http://www.meteo.psu.edu/holocene/public_html/Mann/about/index.php
http://www.theglobeandmail.com/news/national/alberta-riled-by-leonardo-dicaprios-position-on-oil-sands/article20187391/
http://www.theglobeandmail.com/news/national/alberta-riled-by-leonardo-dicaprios-position-on-oil-sands/article20187391/
http://www.phmsa.dot.gov/about/faq
http://pm.gc.ca/eng/news/2012/04/02/pm-participates-forum-woodrow-wilson-international-center-scholars
http://pm.gc.ca/eng/news/2012/04/02/pm-participates-forum-woodrow-wilson-international-center-scholars
http://www.socialmediaexaminer.com/6-powerful-social-media-persuasion-techniques/


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 104 

Smith, D. B. (2010, June 16). Application from TransCanada Keystone pipeline, LP for a 

Presidential permit to construct, connect, operate, and maintain the Keystone XL pipeline 

project at the U.S. - Canadian border at Phillips County, Montana. Retrieved from 

http://www.state.gov/documents/organization/193869.pdf 

Souders, M. C., & Dillard, K. N. (2014). Framing connections: An essay on improving the 

relationship between rhetorical and social scientific frame studies, including a study of G. 

W. Bush’s framing of immigration. International Journal of Communication, 8(2014), 

1008-1028.  

Sproule, J. C. (1938). Origin of McMurray oil sands, Alberta. American Association of 

Petroleum Geologists Bulletin, 22(9), 113-1152.  

State of Nebraska. (2012, October). Draft evaluation report – Nebraska’s Keystone XL pipeline 

evaluation. Lincoln, NE: Department of Environmental Quality. 

Stokes, R. (2008). eMarketing: The essential guide to online marketing (2nd ed.). Cape Town, 

ZAF: Quirk eMarketing. 

Stringham, G. (2013, March 22). Making the environmental and economic point for Keystone 

XL, The Huffington Post. Retrieved from 

http://www.capp.ca/media/commentary/making-the-environmental-and-economic-point-

for-keystone-xl 

Tar Sands Action. (2012, January 2). Good news: Tar Sands Action joined 350.org. Retrieved 

from http://tarsandsaction.org/2012/01/02/good-news-tar-sands-action-joining-350-org/ 

Tar Sands Solutions Network. (2013a). About. Retrieved from http://tarsandssolutions.org/about/ 

 

http://www.state.gov/documents/organization/193869.pdf
http://www.capp.ca/media/commentary/making-the-environmental-and-economic-point-for-keystone-xl
http://www.capp.ca/media/commentary/making-the-environmental-and-economic-point-for-keystone-xl
http://tarsandsaction.org/2012/01/02/good-news-tar-sands-action-joining-350-org/
http://tarsandssolutions.org/about/


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 105 

Tar Sands Solutions Network. [DirtyOilSands.org]. (2013b, July 11). Shared 350.org’s photo. 

AGAIN. The State Dept. has bungled their review of Keystone XL -- turning it over to 

companies that work with TransCanada, and refusing to take seriously the climate 

impacts of the pipeline. Click LIKE if you agree [Photograph]. Retrieved from 

https://www.facebook.com/TarSandsSolutionsNetwork/posts/604820846216334 

Tar Sands Solutions Network. [DirtyOilSands.org]. (2013c, March 31). Shared Sierra Club’s 

photo. THREE WEEKS LEFT for the public comment period. Let's stop this toxic 

pipeline. SHARE and CLICK to send the White House your message: 

http://sc.org/KXLcomments [Photograph]. Retrieved from 

https://www.facebook.com/TarSandsSolutionsNetwork/posts/280116868789287 

Tar Sands Solutions Network. [DirtyOilSands.org]. (2014a, February 6). EXPOSED - Just how 

much is the Harper government spending on PR to defend their big oil and gas interests? 

$40 million dollars. That's $40 million of YOUR tax dollars going to promote Northern 

Gateway, the Trans Mountain pipeline, and [Photograph]. Retrieved from 

https://www.facebook.com/TarSandsSolutionsNetwork/photos/a.205240222841067.5059

7.203631099668646/712450622120022/?type=1 

Tar Sands Solutions Network. [TarSandsSolns]. (2014b, February 3). RT @350Mass: PHOTO: 

#JamaicaPlain #Boston "@Pragmactivist99: Lively music and singing in the snowy 

#nokxl vigil. #kxlvigil pic.twitter.com/Bx3y7stXTf” [Tweet]. Retrieved from 

https://twitter.com/350Mass/status/430483264202358784 

 

 

http://www.facebook.com/TarSandsSolutionsNetwork/posts/604820846216334
http://sc.org/KXLcomments
http://www.facebook.com/TarSandsSolutionsNetwork/posts/280116868789287
http://www.facebook.com/TarSandsSolutionsNetwork/photos/a.205240222841067.50597.203631099668646/712450622120022/?type=1
http://www.facebook.com/TarSandsSolutionsNetwork/photos/a.205240222841067.50597.203631099668646/712450622120022/?type=1


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 106 

The Canadian Press. (2015, February 12). Language commissioner: Cabinet ministers must tweet 

in English and French, CBC News. Retrieved from 

http://www.cbc.ca/news/politics/language-commissioner-cabinet-ministers-must-tweet-

in-english-and-french-1.2955469 

The White House, Office of the Press Secretary. (2011a, February 4). Remarks by President 

Obama and Prime Minister Stephen Harper of Canada in Joint Press Availability 

[Remarks]. Retrieved from http://www.whitehouse.gov/the-press-

office/2011/02/04/remarks-president-obama-and-prime-minister-stephen-harper-canada-

joint-p 

The White House, Office of the Press Secretary. (2011b, November 10). Statement by the 

President on the State Department's Keystone XL pipeline announcement. [Statement]. 

Retrieved from https://www.whitehouse.gov/the-press-office/2011/11/10/statement-

president-state-departments-keystone-xl-pipeline-announcement 

The White House, Office of the Press Secretary. (2012a, January 18). Implementing provisions 

of the Temporary Payroll Tax Cut Continuation Act of 2011 relating to the Keystone XL 

pipeline permit [Presidential Memorandum]. Retrieved from 

https://www.whitehouse.gov/the-press-office/2012/01/18/presidential-memorandum-

implementing-provisions-temporary-payroll-tax-cu 

The White House, Office of the Press Secretary. (2012b, February 27). Statement by the Press 

Secretary [Statement]. Retrieved from https://www.whitehouse.gov/the-press-

office/2012/02/27/statement-press-secretary 

 

http://www.cbc.ca/news/politics/language-commissioner-cabinet-ministers-must-tweet-in-english-and-french-1.2955469
http://www.cbc.ca/news/politics/language-commissioner-cabinet-ministers-must-tweet-in-english-and-french-1.2955469
http://www.whitehouse.gov/the-press-office/2011/02/04/remarks-president-obama-and-prime-minister-stephen-harper-canada-joint-p
http://www.whitehouse.gov/the-press-office/2011/02/04/remarks-president-obama-and-prime-minister-stephen-harper-canada-joint-p
http://www.whitehouse.gov/the-press-office/2011/02/04/remarks-president-obama-and-prime-minister-stephen-harper-canada-joint-p
http://www.whitehouse.gov/the-press-office/2011/11/10/statement-president-state-departments-keystone-xl-pipeline-announcement
http://www.whitehouse.gov/the-press-office/2011/11/10/statement-president-state-departments-keystone-xl-pipeline-announcement
http://www.whitehouse.gov/the-press-office/2012/01/18/presidential-memorandum-implementing-provisions-temporary-payroll-tax-cu
http://www.whitehouse.gov/the-press-office/2012/01/18/presidential-memorandum-implementing-provisions-temporary-payroll-tax-cu
http://www.whitehouse.gov/the-press-office/2012/02/27/statement-press-secretary
http://www.whitehouse.gov/the-press-office/2012/02/27/statement-press-secretary


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 107 

The White House, Office of the Press Secretary. (2015, February 24). Veto message to the 

Senate: S. 1, Keystone XL Pipeline Approval Act [Statement]. Retrieved from 

https://www.whitehouse.gov/the-press-office/2015/02/24/veto-message-senate-s-1-

keystone-xl-pipeline-approval-act 

Topsy. (2015). Topsy social search support. Retrieved from 

http://about.topsy.com/support/search/ 

TransCanada Corporation. (2009, February 23). About us. Retrieved from 

http://www.transcanada.com/about-us.html 

TransCanada Corporation. (2010a, June 22). Hispanic Leaders Call on U.S. Department of State 

to Issue Keystone XL Pipeline Permit. Retrieved from http://www.transcanada.com/news-

releases-article.html?id=1455636 

TransCanada Corporation. (2010b, December 23). Oklahoma House Members Urge Secretary 

Clinton to Approve Keystone XL Pipeline. Retrieved from 

http://www.transcanada.com/5623.html 

TransCanada Corporation. (2012). Keystone XL timeline. Retrieved from 

http://www.transcanada.com/social/responsibility/2011/keystone_xl/timeline/ 

TransCanada Corporation. [TransCanada]. (2013a, February 19). RT @energytomorrow: FACT: 

69% of Americans support construction of #KeystoneXL, 83% believe it would 

strengthen U.S. http://ow.ly/hQKYf [Tweet]. Retrieved from 

https://twitter.com/TransCanada/status/303906079606194176 

 

 

http://www.whitehouse.gov/the-press-office/2015/02/24/veto-message-senate-s-1-keystone-xl-pipeline-approval-act
http://www.whitehouse.gov/the-press-office/2015/02/24/veto-message-senate-s-1-keystone-xl-pipeline-approval-act
http://about.topsy.com/support/search/
http://www.transcanada.com/about-us.html
http://www.transcanada.com/news-releases-article.html?id=1455636
http://www.transcanada.com/news-releases-article.html?id=1455636
http://www.transcanada.com/5623.html
http://www.transcanada.com/social/responsibility/2011/keystone_xl/timeline/
http://ow.ly/hQKYf


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 108 

TransCanada Corporation. [TransCanada]. (2013b, September 19). There are nearly 13,000 

refinery workers in TX #KeystoneXL will help keep those jobs and create even more.- 

Congressman Ted Poe #timetobuild [Tweet]. Retrieved from 

https://twitter.com/TransCanada/status/380709855238959104 

TransCanada Corporation. [TransCanada]. (2014a, May 12). 600 people at #LittleRock 

#Arkansas pipe plant awaiting a decision from one person. #KeystoneXL #Pipeline 

http://ow.ly/wLlre [Tweet]. Retrieved from 

https://twitter.com/TransCanada/status/465949086332776448 

TransCanada Corporation. (2014b). 2014 Annual report. Calgary, AB: TransCanada Corporation. 

TransCanada Keystone XL Pipeline. (2013). About the project. Retrieved from http://keystone-

xl.com/about/the-project/ 

Twitter, Inc. (2014). Using hashtags on Twitter. Retrieved from 

https://support.twitter.com/articles/49309-using-hashtags-on-twitter 

Twitter Power System. (2009, December 9). Twitter’s New Retweet System - All Your 

Questions Answered. Retrieved from http://www.twitterpowersystem.com/blog/twitters-

new-retweet-system-all-your-questions-answered/ 

U.S. Department of State. (2011a, July 22). Briefing on the next steps in Keystone XL permitting 

process. Retrieved from http://www.state.gov/e/oes/rls/remarks/2011/168981.htm 

U.S. Department of State. (2011b, November 30). Keystone XL pipeline. Retrieved from 

http://www.state.gov/r/pa/prs/ps/2011/11/177967.htm 

 

 

http://ow.ly/wLlre
http://keystone-xl.com/about/the-project/
http://keystone-xl.com/about/the-project/
http://www.twitterpowersystem.com/blog/twitters-new-retweet-system-all-your-questions-answered/
http://www.twitterpowersystem.com/blog/twitters-new-retweet-system-all-your-questions-answered/
http://www.state.gov/e/oes/rls/remarks/2011/168981.htm
http://www.state.gov/r/pa/prs/ps/2011/11/177967.htm


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 109 

U.S. Department of State. (2011c, June 1). State Department daily press briefing, June 1. 

Retrieved from 

http://translations.state.gov/st/english/texttrans/2011/06/20110601164059su0.2020009.ht

ml 

U.S. Department of State. (2012, April 27). Report to Congress under the Temporary Payroll 

Tax Cut Continuation Act of 2011 Section 501(b)(2) concerning the Presidential permit 

application of the proposed Keystone XL pipeline. 

U.S. Department of State. (2014a, April 18). Background briefing on the review of the 

Presidential permit application for the proposed Keystone XL pipeline project. Retrieved 

from http://www.state.gov/r/pa/prs/ps/2014/04/224994.htm 

U.S. Department of State. (2014b, January 31). Keystone XL Final Supplemental Environmental 

Impact Statement released. Retrieved from 

http://www.state.gov/r/pa/prs/ps/2014/01/221112.htm 

U.S. Department of State. (2014c, January 31). State Department daily press briefing. Retrieved 

from http://translations.state.gov/st/english/texttrans/2014/01/20140131292170.html 

U.S. Energy Information Administration. (2014, September 30). Canada. Retrieved from 

http://www.eia.gov/countries/cab.cfm?fips=CA 

United States Environmental Protection Agency. (2015, Febraury 2). EPA comment on the Final 

Supplemental Environmental Impact Statement. Retrieved from 

http://www.eenews.net/assets/2015/02/03/document_gw_04.pdf 

Wesley, D. T. A. (2013). Social movement heterogeneity in public policy framing: A multi-

stakeholder analysis of the Keystone XL pipeline. (Doctor of Philosophy), Northeastern 

University, Boston, MA.    

http://translations.state.gov/st/english/texttrans/2011/06/20110601164059su0.2020009.html
http://translations.state.gov/st/english/texttrans/2011/06/20110601164059su0.2020009.html
http://www.state.gov/r/pa/prs/ps/2014/04/224994.htm
http://www.state.gov/r/pa/prs/ps/2014/01/221112.htm
http://translations.state.gov/st/english/texttrans/2014/01/20140131292170.html
http://www.eia.gov/countries/cab.cfm?fips=CA
http://www.eenews.net/assets/2015/02/03/document_gw_04.pdf


SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 110 

White, M. D., & Marsh, E. E. (2006). Content Analysis: A Flexible Methodology. Library 

Trends, 55(1), 22-45.  

Wilder, E. (2013). “Game Over” for the climate: The Keystone XL pipeline on TV news. (Master 

of Arts), Portland State University, Portland, OR.    

Zarefsky, D. (2008). Knowledge claims in rhetorical criticism. Journal of Communication, 58(4), 

629-640.  

 



SOCIAL MEDIA PERSUASION: THE KXL PIPELINE DEBATE 111 

Appendices 
 

Table A- 1 
Websites and social media accounts of the 16 key players 

Industry 
1) ConocoPhillips 

http://www.conocophillips.ca/  
https://www.facebook.com/conocophillips 

Twitter Handle: @conocophillips 

2) TransCanada Corporation 
http://www.transcanada.com/ 

No Facebook Account 
Twitter Handle: @TransCanada 

Trade Associations 
3) Association of Pipelines 

http://www.aopl.org/ 
https://www.facebook.com/AssociationofOil

PipeLines 
Twitter Handle: @oilpipelines 

4) Canadian Association  
of Petroleum Producers 

http://www.capp.ca/ 
https://www.facebook.com/OilGasCanada 

Twitter Handle: @OilGasCanada 

ENGOs 
5) 350.org 
http://350.org/  

https://www.facebook.com/350.org  
Twitter Handle: @350 

6) Tar Sands Solutions Network 
http://tarsandssolutions.org/ 

https://www.facebook.com/TarSandsSolutions
Network  

Twitter Handle: @TarSandsSolns 

Government 
7) The White House 

http://www.whitehouse.gov/ 
https://www.facebook.com/WhiteHouse 

Twitter Handle: @WhiteHouse 

8) Prime Minister’s Office 
http://pm.gc.ca/eng 

No Facebook Account 
Twitter Handle: @PMWebUpdates 

9) US Department of State 
http://www.state.gov/ 

https://www.facebook.com/usdos 
Twitter Handle: @StateDept 

10) Department of Foreign Affairs 
http://www.international.gc.ca/international/in

dex.aspx  
Twitter Handle: @DFATDCanada 

11) US Energy Information Association 
http://www.energy.gov/ 

https://www.facebook.com/energygov 
Twitter Handle: @ENERGY 

12) National Energy Board 
http://www.neb-one.gc.ca/ 

No Facebook Account 
Twitter Handle: @NEBCanada 

13) US Environmental Program 
http://www.epa.gov/ 

https://www.facebook.com/EPA 
Twitter Handle: @EPA 

14) Natural Resources Canada 
http://www.nrcan.gc.ca/  
No Facebook Account 

Twitter Handle: @NRCan 

15) Nebraska govt 

http://www.nebraska.gov/ 
https://www.facebook.com/nebraska.gov  

Twitter Handle: @Nebraskagov 
 

16) Government of Alberta 
http://alberta.ca/ 

https://www.facebook.com/youralberta.ca  
Twitter Handle: @YourAlberta 

http://www.conocophillips.ca/
https://www.facebook.com/conocophillips
https://twitter.com/conocophillips
http://www.transcanada.com/
http://www.aopl.org/
https://www.facebook.com/AssociationofOilPipeLines
https://www.facebook.com/AssociationofOilPipeLines
http://www.capp.ca/
https://www.facebook.com/OilGasCanada
http://350.org/
https://www.facebook.com/350.org
http://tarsandssolutions.org/
https://www.facebook.com/TarSandsSolutionsNetwork
https://www.facebook.com/TarSandsSolutionsNetwork
http://www.whitehouse.gov/
https://www.facebook.com/WhiteHouse
http://pm.gc.ca/eng
http://www.state.gov/
https://www.facebook.com/usdos
http://www.international.gc.ca/international/index.aspx
http://www.international.gc.ca/international/index.aspx
https://twitter.com/DFATDCanada
http://www.energy.gov/
https://www.facebook.com/energygov
http://www.neb-one.gc.ca/
http://www.epa.gov/
https://www.facebook.com/EPA
http://www.nrcan.gc.ca/
http://www.nebraska.gov/
https://www.facebook.com/nebraska.gov
http://alberta.ca/
https://www.facebook.com/youralberta.ca
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Facebook Appendices 

Table A- 2 
Total Number of Facebook posts 

Key players Protest 1 Protest 2 Envir 1 Envir 2 Policy 1 Policy 2 

ConoPhil 5 1 7 3 4 5 

AOPL 3 1 4 3 1 1 

CAPP 3 4 2 6 4 9 

350.org 9 4 1 2 10 2 

TSSN 2 5 3 10 8 5 

White House 12 0 3 3 6 1 

USDOS 4 6 6 12 8 4 

*DFATD 0 0 0 0 0 6 

US EIA 8 9 4 6 8 9 

USEPA 4 7 5 5 0 4 

Nebraska govt 8 0 10 0 0 5 

Alberta govt 2 3 2 14 4 9 

Notes, the following do not have Facebook accounts: TransCanada Corporation, National Energy 
Board (NEB), Natural Resources Canada (NRCan) 
*Department of Foreign Affairs, Trade and Development (DFATD) Facebook account only 
started on April 9, 2014 
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Table A- 3 
Keystone XL Relevant Facebook posts for All Key Players 

Key players Protest 1 Protest 2 Envir 1 Envir 2 Policy 1 Policy 2 

ConoPhil 0 0 0 0 0 0 

AOPL 1 0 0 0 0 0 

CAPP 0 0 0 1 1 1 

350.org 7 1 0 0 3 0 

TSSN 1 1 3 1 3 0 

White House 0 0* 0 0 0 0 

USDOS 0 0* 0 0 0 0 

DFATD 0* 0* 0* 0* 0* 0 

US EIA 0 0 0 0 0 0 

USEPA 0 0 0 0 0* 0 

Nebraska govt 0 0 0 0* 0* 0 

Alberta govt 0 0 0 0 0 0 

Notes, the following do not have Facebook accounts: TransCanada Corporation, National Energy 
Board (NEB), Natural Resources Canada (NRCan) 
0* no posting at all 
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Twitter Appendices 

Table A- 4 
Total Number of Twitter tweets 

Key players Protest 1 Protest 2 Envir 1 Envir 2 Policy 1 Policy 2 

ConoPhil 19 3 7 7 3 14 

TransCanada 21 18 16 9 33 22 

AOPL 1 0 1 1 1 0 

CAPP 10 36 23 19 6 39 

350.org 174 226 91 42 121 58 

TSSN 0 14 0 34 40 57* 

White House 42 104 40 47 185** 57 

PMO 4 2 6 4 4 7 

USDOS 60 35 47 13 51 26 

DFATD 18 48 9 26 47 21 

US EIA 26 63 27 36 38 19 

NEB 0 0 0 0 7 6 

USEPA 8 50 24 0 10 33 

NRCan 15 8 4 6 12 18 

Nebraska govt 12 1 3 4 25 4 

Alberta govt 2 15 2 123*** 23 23 

Notes, 
*higher number of tweets due to the DefendOurClimate Canadian protest 
**WH had usually high number of tweets during the Policy 1 time period because of the live 
tweeting of the State of the Union speech 
***Government of Alberta (GOA) unusual number of tweets due to Alberta Flood 
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Table A- 5 
Keystone XL and Event Relevant Twitter tweets 

Key players Protest 1 Protest 2 Envir 1 Envir 2 Policy 1 Policy 2 

ConoPhil 2 0 0 0 0 0 

TransCanada 18 13 9 4 10 9 

AOPL 0 0 0 0 0 0 

CAPP 1 11 1 2 1 10 

350.org 96 109 33 7 31 3 

TSSN 0* 7 0* 6 25 2** 

White House 0 0 0 0 0 0 

PMO 0 0 0 1 0 0 

USDOS 0 0 1 0 0 0 

DFATD 0 0 0 1 0 0 

US EIA 0 0 0 0 0 0 

NEB 0* 0* 0* 0* 0 0 

USEPA 0 0 0 0* 0 0 

NRCan 0 0 0 0 3 0 

Nebraska govt 0 0 0 0 0 0 

Alberta govt 0 0 0 0 0 0 

Notes,  
0* no posting at all 
**lower number of tweets due to the DefendOurClimate Canadian protest which had other issues 
which overshadowed KXL issues 


