
 

 

Chipotle’s ‘Scarecrow’ Campaign 
Leveraging ICT for Communicating Sustainability 

 
Introduction: In the realm of advertising, companies are constantly seeking innovative ways to communicate their brand 
values and engage with consumers. Chipotle, the popular fast-casual restaurant chain, took a bold step in 
this direction with their 'Scarecrow' campaign. This blog post explores how Chipotle leveraged Information 
and Communication Technology (ICT) to effectively communicate sustainability. We will delve into the 
campaign's success, the role of social media, and the challenges faced in promoting sustainability. 
 
Background Note: Chipotle has always been known for its commitment to sustainable farming practices and ethically sourced 
ingredients. Previous advertising campaigns by the company have centered around these principles, but the 
'Scarecrow' campaign took a unique approach that captivated audiences worldwide. 
 
Past Advertising Campaigns of Chipotle: Before we dive into the 'Scarecrow' campaign, it's crucial to understand the context of Chipotle's previous 
advertising efforts. The company has consistently emphasized the importance of food integrity, 
highlighting their commitment to using fresh, locally sourced ingredients. By leveraging emotive 
storytelling and visually appealing imagery, Chipotle has successfully positioned itself as a pioneer in the 
sustainable food industry. 
 
The 'Scarecrow' Campaign: The 'Scarecrow' campaign marked a significant departure from Chipotle's previous advertising strategies. 
The campaign featured an animated short film depicting a dystopian world dominated by industrialized 
food production. The eponymous scarecrow symbolized the protagonist who sought to bring wholesome, 
sustainable food back into people's lives. This narrative-driven approach aimed to evoke an emotional 
connection with viewers while highlighting Chipotle's commitment to sustainable farming practices. 
 
In Support of Sustainable Farming? One of the primary objectives of the 'Scarecrow' campaign was to raise awareness about the importance of 
sustainable farming. By showcasing the detrimental effects of factory farming and promoting Chipotle's 
commitment to sourcing ingredients from responsible farmers, the campaign aimed to inspire consumers to 
make more conscious food choices. Through engaging storytelling and thought-provoking visuals, Chipotle 
effectively communicated their brand's values and positioned themselves as a champion of sustainable 
agriculture. 
 
Campaign's Performance: The 'Scarecrow' campaign garnered widespread attention and positive reception. Its emotionally charged 
storytelling resonated with viewers, leading to millions of shares and views across various social media 
platforms. By leveraging the power of social media, Chipotle was able to amplify their message and reach a 
global audience. The campaign's success demonstrated the effectiveness of using ICT as a tool for 
communicating sustainability and engaging consumers. 
 
 



 

 

Criticism: While the 'Scarecrow' campaign achieved significant success, it was not without its critics. Some argued 
that the campaign oversimplified complex issues surrounding food production and failed to address the 
challenges faced by smaller-scale farmers. Additionally, there were concerns about the campaign's 
potential to create a sense of "greenwashing," where a company appears more environmentally friendly 
than it actually is. These criticisms highlight the need for companies like Chipotle to maintain transparency 
and address the complexities associated with sustainable farming. 
 
Looking Forward: As Chipotle continues to navigate the ever-evolving landscape of sustainability and advertising, there are 
several future strategies they can consider. One approach is to further enhance their online presence and 
engage with consumers through interactive content and educational initiatives. Leveraging emerging 
technologies, such as augmented reality or virtual reality, could provide immersive experiences that deepen 
consumers' understanding of sustainable farming practices. Additionally, Chipotle can collaborate with 
like-minded organizations and influencers to amplify their sustainability message and drive meaningful 
change. 
 
Conclusion: Chipotle's 'Scarecrow' campaign exemplifies the power of leveraging ICT for communicating 
sustainability. By combining emotive storytelling, visual aesthetics, and the reach of social media, Chipotle 
successfully engaged consumers and raised awareness about the importance of sustainable farming. 
However, as with any advertising campaign, there were criticisms and challenges to address. Moving 
forward, Chipotle must continue to evolve their strategies, maintain transparency, and collaborate with 
stakeholders to drive positive change in the realm of sustainable food production. 
 


