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This study explores green marketing practices in the renewable energy
sector within the Nordic region, with a specific focus on Finnish compa-
nies. The research problem was the lack of comparative knowledge on
how green marketing strategies differ across Nordic countries and how
they support brand trust in global markets. The purpose of the study
was to evaluate the effectiveness of green marketing efforts by Finnish
energy firms and compare them with companies in Sweden, Norway,
Denmark, and Iceland. The study was based on green marketing theo-
ries, sustainability concepts, the marketing mix (4Ps), the triple bottom
line, and consumer behaviour models.

The research followed a qualitative approach using thematic content
analysis. Secondary data was collected from company reports, academic
articles, and policy documents published between 2016 and 2025. The
research adopted an interpretivist paradigm, focusing on meaning, con-
text, and value-based communication. The findings show that Finnish
firms emphasize forest-based bioenergy while other countries highlight
wind, hydro, or geothermal resources. All firms promote sustainability
and transparency to gain consumer trust and loyalty. The study con-
cludes that green marketing strategies must be clear, authentic, and
culturally relevant to succeed globally.

Keywords: Green marketing, renewable energy, sustainability, Nordic
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1 INTRODUCTION

Modern business functions demand the essential execution of Green
Marketing Practices, especially within the renewable energy industries,
because environmental sustainability now stands as a fundamental op-
erational strategic component. Businesses need to adopt green market-
ing strategies to attract customers and fulfill the requirements of the
Sustainable Development Goals. To gain a marketplace advantage in the
global market, Nordic countries embrace green marketing strategies to

improve brand equity.

1.1 Background and Perspective of the Topic Selection.

Renewable energy has become a pivotal focus in global efforts to combat
climate change and transition to more sustainable forms of production
and consumption (Ranta et al., 2020). Over the past decade, many gov-
ernments and international bodies have tightened regulations and intro-
duced incentives aimed at reducing carbon emissions, fostering energy
security, and promoting economic growth through clean technology
(Chen et al., 2021). Within this broader global trend, the Nordic region
encompassing Finland, Sweden, Norway, Denmark, and Iceland stands
out as a recognized frontrunner due to its strong policies and widespread
adoption of renewables such as wind, hydro, bioenergy, and geothermal

sources (Brunak et al., 2025).

These countries have policies that have made them among the best in
environmental terms, supported by good governance systems and fu-
turistic public perception. As much as the technological advancement
and policy frameworks show how Nordic countries have transformed
their energy systems through renewable energy, it is equally important
to understand how such achievements are marketed to the consumer
and other stakeholders (Smekens et al., 2021). Green marketing, which

involves the deliberate use of environmentally friendly products and



managerial values in the promotion of a company’s offering, is of greater
importance in this respect. Green marketing strategies will assist the
companies in explaining potential environmental gains, influence con-
sumers who have high ethical values, and create a competitive ad-
vantage in the global markets (Ottman, 2017). Nevertheless, the exam-
ple of the Nordics shows that even there, business organizations need
to ensure the consistency between marketers’ stated commitments and
real environmental initiatives as otherwise, they might face skepticism

or accusations of greenwashing (Szabo & Webster, 2021).

Among the countries, Finland presents one of the best examples of how
renewable energy relates to nationalism. The country has abundant for-
ests, and bioenergy from wood residues is still an important part of the
energy mix of the country (Kilpeldinen, 2020). This is common in mar-
keting campaigns that depict the nature of resource utilization, people’s
participation in the management of forests, and overreliance on im-

ported oil and gas (Ranta et al., 2020).

Other Nordic countries also have a way of positioning their marketing
strategies according to available capacities, and within this capacity,
marketing also takes different forms depending on the country in ques-
tion. For instance, Denmark capitalizes on its possession of the world’s
foremost wind technology, while Iceland boasts of geothermal resources
(Normann, 2021).

All these approaches are not only a function of environmental impera-
tives but also the different endowments and culturally constructed
meanings each country has been nurtured to embrace (Chen et al.,
2021). From a personal perspective, what can be seen as most interest-
ing is the fact that each of the Nordic countries, although it has its sus-
tainability principles, describes its marketing story according to the pe-
culiarities of its ecological, economic, and societal situation. Pursuing
such differences provides a more profound insight into the way consum-
ers perceive ‘green’ labels, what messages are effective and why, and



how support mechanisms create a change in or simply enhance the ef-
fectiveness of marketing strategies (Ranta et al., 2020).

Consequently, such comparative analysis will also foster discussions on
possible success and challenges that any company wishing to venture
into the renewable energy business in other countries might encounter
(Doole et al., 2019). Therefore, understanding the background and the
viewpoint of this topic is beneficial in explaining the importance of stud-
ying strategic communication within a burgeoning market environment
which involves cultural identity, national image, and tangible perfor-
mance indicators of sustainability in defining and promoting renewable

energy in various parts of the world.

1.2 Purpose, Objectives, and Methods.

This thesis has a clear aim. It seeks to identify and assess green mar-
keting techniques that are used by Finnish energy companies compared
to other Nordic firms. The goal is to recognize differences. It also aims
to evaluate effectiveness. Finally, it will propose ideas for improvement.
These ideas should help companies remain competitive. They should

also encourage further sustainability.
Objectives (Goals):

* To examine the effectiveness of green marketing strategies in re-
newable energy companies in Finland.

= To compare green marketing practices between Finland and other
Nordic countries.

*» To analyse the impact of adopted strategies on global market perfor-
mance, focusing on aspects such as customer loyalty, brand value,

and market share.

The methods combine qualitative review and secondary data analysis.

Many prior studies have explored Nordic renewable practices. Official



reports also provide details on policy and strategy. This thesis collects
data from these sources. It then examines patterns and themes. The
focus remains on green marketing angles. These include messaging,
consumer engagement, and brand image. The analysis also considers

outcomes.

It checks if strategies lead to higher market share. It also checks brand
loyalty and stakeholder support. Academic and industry sources, includ-
ing articles, policy documents, and company reports, form the base. The
approach is systematic and careful, ensuring credibility and relevance to
the Nordic context. The study highlights best practices and examines
challenges. Factors like policy frameworks, cultural norms, and cost
structures can affect marketing. These aspects are integrated into the

analysis.

1.3 Key Concepts and Theoretical Framework.

Green marketing refers to the process of creating, pricing, promoting,
and distributing products or services in ways that minimize environmen-
tal harm and emphasize sustainability (Peattie, 2016). In the renewable
energy sector, green marketing focuses on highlighting low emissions,
resource efficiency, and transparent operations. Notably, companies
must align their marketing claims with verifiable ecological benefits to
maintain credibility and avoid accusations of “greenwashing” (Ottman,
2017; Kuchinka et al., 2018).

In the Nordic countries, policy frameworks and cultural practices encour-
age this positioning since the laws require stakeholders to adhere to
sustainability measures and encourage the development of environmen-
tally friendly technologies (Ranta et al., 2020). One of the well-estab-
lished theoretical models that will be the foundation for this work is the
Marketing Mix approach, which consists of 4P: Product, Price, Place, and
Promotion. In green marketing, all these elements are modified based

on the environmental and societal aspects, respectively (Chen et al.,
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2021). For instance, “product” may deal with renewables that have in-
herent environmental benefits and “product”, or the “price” may involve

subsidies, tax exemptions, or other sustainable price strategies.

Concerning “place,” it focuses on distribution channel strategies that
minimize carbon emission levels, whereas “promotion” is all about truth-
ful and genuine communication of the consequences of business activi-
ties on the environment and the involvement of people in the process
(Ceryova et al., 2021). Furthermore, the TBL and TBL matrices still have
implications while appraising the marketing strategies in renewable en-
ergy. This model demonstrates how organizations must consider eco-
nomic, environmental, and social performance to talk about sustainabil-
ity (Elkington, 1998).

By applying the TBL paradigm to a company’s financial viability, the goal
of minimizing ecological impacts and enhancing the welfare of commu-
nities fosters trust in the long-term stability among stakeholders (Bru-
nak et al., 2025). Last, consumer trust is an important idea presented
in this research (Szabo & Webster, 2021). Customers now expect firms
to prove that they are implementing genuine sustainable efforts, and
thus, firms have no option but to support these sustainable claims by
certifying them from third parties, using analytical information, or con-

sulting stakeholders.

Thus, by applying the use of the marketing mix, TBL, and consumer
trust frameworks, this study will have a better understanding of how
Finnish renewable, together with the other Nordic counterparts, formu-

late, promote, and build credibility toward their greening strategy.

1.4 Justification of Topic Relevance.

The realization of climate change now extended to the global level and

the continuous tightening of regulations regarding the use of energy
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from non-renewable sources has ensured that a move towards renewa-
ble energy is now a strategic marketing plan for most businesses (Ranta
et al., 2020). While there is a significant body of literature on techno-
logical advancement and policies that support it, there are limited re-
search studies on how such changes are marketed to consumers and
strategic stakeholders (Chen et al., 2021). It is in this space that green
marketing fulfills its function both as an effective distinctive competitive
element for businesses operating in visibly competitive industries and
as an environment that posits sustainability claims that can be verified
(Kuchinka et al., 2018).

Focusing on green marketing campaigns in the Nordic region, known for
their dedication to environmental concerns and supportive policies, it is
possible to identify some examples that can be effective in promoting
sustainable development regardless of the country’s borders (Brunak et
al., 2025). For example, the strategy of using bioenergy corresponds
well with the values of the Finnish culture and the resources it pos-
sesses, which can be considered as an example for other countries that
have a developed forestry industry (Kilpeldinen, 2020). On the other
hand, strategy 2 of Denmark in wind energy is that a firm and clear
policy system strengthened by global branding can turn eco-technology

into an export good (Ceryova et al., 2021).

This research, therefore, discusses how by comparing Finland’s market-
ing approaches with those of other Nordic countries, the Paper reveals
how commonly shared sustainability goals are represented and ap-
proached. This distinction sheds light on best practices in brand story-
telling, consumer engagement, and policy alignment (Szabo & Webster,
2021). Ultimately, such comparative insights are timely given the grow-
ing global push toward low-carbon economies, making the Nordic re-
gion’s successes and challenges increasingly instructive for renewable

energy stakeholders worldwide.
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1.5 Research Problem and Research Questions.

A key issue driving this study is the lack of a clear comparison of green
marketing strategies across Nordic countries. While many sources ex-
plore renewable energy through the lens of technology or policy, few
studies examine marketing approaches in a comparative context. This
gap limits comprehensive understanding and hinders the sharing of best
practices. The research problem is thus well-defined: there is insufficient
insight into how Finnish renewable energy companies market them-
selves compared to their Nordic counterparts. This thesis addresses that
gap. It investigates how these companies operate globally, evaluates
their success factors, and identifies both common trends and unique

strategies.
Based on this problem, the following questions were developed:

¢ What are the key components of Finnish renewable energy com-
panies' green marketing strategies?

e How do these strategies differ from those used in other Nordic
countries?

o What opportunities and challenges does the Nordic renewable en-
ergy sector face in entering global markets?

Answering these questions will contribute practical value. Businesses
can refine their marketing strategies, policymakers can craft better sup-
port initiatives, and marketers can recognhize emerging consumer pat-
terns. Moreover, academics may use these findings to inform further
research or develop new conceptual frameworks. This study uses relia-
ble secondary data, including scholarly work on Nordic energy, industry
reports, and company publications. By focusing on green marketing, it
highlights success factors and reveals how messaging resonates in
global contexts—knowledge that can help guide future strategic deci-

sions.
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2 THEORETICAL FRAMEWORK AND LITERATURE
REVIEW

Green marketing and sustainability concepts have become increasingly
central to discussions about renewable energy, consumer behavior, and
global market adaptation (Ceryova et al., 2021). This chapter provides
an overview of the main theories and prior research concerning green
marketing in the renewable energy sector, with particular emphasis on
Nordic contexts. Specifically, it explores various aspects of green mar-
keting and sustainability, consumer behavior and brand commitment,
and the importance of global market adaptation. The chapter also iden-
tifies research gaps in existing literature and highlights how theory and
practice converge in real-world applications. The final section offers a

summary that transitions into subsequent research chapters.

2.1 Green Marketing and Sustainability Theories

Green marketing has evolved over several decades as a critical compo-
nent of business strategy that merges ecological awareness with mar-
ket-based approaches (Peattie, 2016). Its core assumption lies in the
idea that environmentalism can be a source of competitive edge if it is
communicated properly to the customers, shareholders, and legislators.
As applied to renewable energy, green marketing revolves around the
declaration of minimal or no emissions, decreased utilization of re-
sources, and adherence to sustainability concepts altogether (Chen et
al., 2021).

Due to ever-growing concerns over climate change, these practices have
become more relevant in the present-day world, particularly in the Nor-
dics, which promote policy support and cultural sustainability for venture
businesses (Ranta et al., 2020). Green marketing, which is also referred

to as sustainable marketing, started evolving in the early 1970 and 1980
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marketing periods when consumers became more sensitive to environ-
mental issues such as pollution, depletion of natural resources, and

damage to the environment in the long run (Ottman, 2017).

The first attempts were made to bring only a slightly better product with
the terms ‘green’ or ‘environmentally friendly’ attached to it while the
organizational processes were not radically changed. Gradually, the ac-
tivity grew, which also added more systematic efforts that touched on
product and supply chain life cycle, and consumer consciousness (Ku-
chinka et al., 2018). This evolution is consistent with changes that have
occurred in consumers’ expectations: People do not take firms’ environ-
mental declarations and assertions at face value but seek to have proof,
company certifications, and real actions undertaken by the companies
that respond to the global challenges (Szabo & Webster, 2021).

One of the vital tools in marketing is the marketing mix, which in this
case is taken from an environmental perspective. Product, Price, Place,
and Promotion, though each of them remains a cornerstone of the 4Ps
have been modified to mirror ecological concerns (Peattie, 2016). The
“product” dimension focuses on the impact on the natural environment
or on the footprint, which can be the reduced emission of carbon dioxide,
and the use of sustainable materials (Brunak et al., 2025). This might
be demonstrated specifically in the field of renewable energy in terms of
the latest enhancements to the wind turbines that are in use, the Bio-
energy with a connection to sustainable forestry, or Geothermal opera-

tions that have minimum impact on the land.

The “price” aspect encompasses the material that can be obtained from
energy efficiency or incentives given towards the development of envi-
ronmentally friendly technologies (Ceryova et al., 2021). There are also
different considerations, such as the inclusion of the shadow price for
carbon, something that seems to be gaining popularity since polluters

should internalize the cost of their pollution. “Place” is centered on the
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supply chain and distribution that have little negative effects on the en-
vironment, for instance, the right route charging or the right smart grid
to embrace efficiency rather than wasting energy (Chen et al., 2021).
Lastly, “pro-motion” involves presenting these environmental benefits
sincerely and convincingly using quantitative and qualitative data, cer-
tifications as well and narrating methods that appeal to the green con-

sumerism of the clients (Ottman, 2017).

Further, the tradition of work concerning the themes of sustainable mar-
keting theories adds more background to the green marketing mix. One
of these is the triple bottom line (TBL) framework which asserts that
organizations should measure social, environmental, and economic per-
formance as proposed by Elkington (1998). Instead of focusing more on
the amount of money as the key to success, TBL-oriented firms aim to
create positive organizational outcomes concerning the social context
and ensure the sustainable use of resources, which presents a holistic
concept (Ranta et al., 2020).

In the renewable energy industry, this approach translates to invest-
ments in clean production technologies that yield both financial returns
and measurable ecological benefits, such as greenhouse gas reductions.
Social considerations include fostering local employment, engaging
communities in decision-making processes, and ensuring equitable ac-

cess to energy innovations (Kuchinka et al., 2018).

In Nordic countries, TBL finds particularly fertile ground due to robust
policy support and cultural emphasis on communal well-being (Brunak
et al., 2025). Governments in Finland, Sweden, Norway, Denmark, and
Iceland frequently enact legislation that ties economic growth to envi-
ronmental objectives, incentivizing businesses to adopt cleaner technol-

ogies and transparent reporting standards (Kilpeldinen, 2020).

For instance, feed-in tariffs, tax breaks, and other subsidies reward firms

that invest in renewables, helping shape market competition around
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more sustainable alternatives (Chen et al., 2021). These policy frame-
works do not merely exist in the background; rather, they actively in-
fluence how companies design, price, and promote their offerings, ef-
fectively embedding sustainability into corporate strategies.

An important consideration in green marketing, however, is the risk of
greenwashing, where companies overstate or fabricate environmental
credentials to gain consumer favour (Ottman, 2017). Such actions can
erode trust and negatively affect an entire sector, as skeptical consum-
ers may become wary of all green claims (Szabo & Webster, 2021). In
renewable energy, greenwashing might manifest when a company ex-
aggerates carbon-neutral milestones or relies heavily on unverified off-

sets rather than genuine emission cuts (Kuchinka et al., 2018).

Consequently, robust certification systems (e.g., ISO 14001, Nordic
Swan, or EU Ecolabel) and transparent disclosures become essential
tools for separating legitimate sustainability efforts from superficial re-
branding attempts (Chen et al., 2021). Apart from meeting the criteria
against greenwashing, genuine green marketing requires that all a firm'’s
actions reflect its green positions (Brunak et al. 2025). This, in turn,
means a focus on sustainability in innovation at different organizational
levels, ranging from the technological to the organizational, including

research, development, human capital, and financial capital.

For instance, while a wind energy provider might advertise its turbines
as low carbon, it could also share information regarding the sourcing of
materials used to manufacture the turbines, workers’ rights, and com-
munity engagement during the construction of wind farms (Ranta et al.,
2020). This form of branding taps into actual accomplishment measure-
ment based on things proven by data emission reductions, new jobs
within the community, habitat restoration, and the like, which substan-
tiates consumer trust (Ottman, 2017). Another factor that influences the
reception of green marketing is the culture, which points to the need for
cultural theories in sustainability.
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In the Nordics, embracing the environment is uniquely ingrained in their
culture, making ecological marketing strategies in the region base their
message on social values such as collectivism, egalitarianism, and trans-
parency (Szabo & Webster, 2021). Promotional concepts in Finland could
be based on bioenergy from the forest which corresponds to the Finns’
responsible attitudes to forestry, and Danish references may focus on
technology leadership based on wind technology, of which Danish engi-

neers are proud (Ceryova et al., 2021).

In both cases, however, different narratives show that one receives cul-
tural facilitation, whereas the other receives policy support to validate
environmental discourse. At the same time, such global market adapta-
tion demands firms’ narrative construction of sustainability for different
cultures and institutional environments (Doole et al., 2019). The bioen-
ergy firm from Finland that plans its operations in Asia might need to
adapt the strategy to other areas that are not as aligned with Nordic
green values and communicate more with references to cost-effective-

ness and clean air if needed (Ranta et al., 2020).

On the other hand, in places where there is a focus on sustainability,
promotional materials may seek to provide third-party endorsement,
underlining carbon footprint or sustainable resource recycling. In each
case, the basic theoretical principles of the green marketing mix, TBL,
and authenticity direct companies to have a clear vision, be very trans-
parent and ensure the stakeholders’ engagement, which correlates with

the recent global trends where sustainability is valued (Peattie, 2016).

2.2 Consumer Behavior and Brand Commitment

Consumer behavior in the context of green marketing has garnered in-
creasing scholarly attention, particularly within sectors like renewable
energy, where sustainability forms a core value proposition (Majeed et
al., 2022). Fundamentally, consumer decisions hinge not only on prod-
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uct attributes such as price and functionality but also on perceived eth-
ical and ecological benefits (Kuchinka et al., 2018). Several authors have
highlighted that brands that show a strong commitment to environmen-
tal sustainability tend to be trusted more by consumers as compared to
brands that are vague and produce unverified information (Ottman,
2017).

In this section, the theoretical frameworks based on the psychological
perspectives of consumer behaviour, as well as how commitment con-
sumers develop and form brand commitments, and how such commit-
ments play out and can often be weakened in the sector of renewable

energies, will be discussed.
2.2.1 Consumer Psychology and Green Purchasing

Previous research on green buying behaviour tends to focus on two ma-
jor factors, which are an environmental concern and personal values
(Szabo & Webster, 2021). While environmental concern is users’ atti-
tudes towards threats such as climate change and resource scarcity of
the earth, personal values refer to fundamental beliefs in the user re-

garding ethical consumption and societal responsibility.

These drivers manifest in the renewable energy sector by willingness to
pay a premium on electricity or biofuels marketed as ‘green’ or ‘eco-
friendly’ though it is expensive (Zhang & Dong, 2020). Groening et al.
(2018) further elaborate that by exploiting this concept of moral licens-
ing, consumers may decide to pay a relatively higher price for a product
that fits the perception of being a responsible one. Notably, this dynamic
may vary across cultures: in countries where conservationism is a pri-
ority, like Denmark, consumers demand genuine sustainable solutions

that do not require dramatization (Peattie, 2016).
2.2.2 Role of Trust in Fostering Brand Commitment

Trust emerges as a cornerstone in cultivating lasting relationships be-

tween consumers and green brands (Kuchinka et al., 2018). This trust
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is reinforced by consistent, transparent messaging about environmental
benefits, validated through credible sources or third-party certifications
(Papadas et al., 2017). When trust is high, consumers often extend the
benefit of the doubt to the brand even if occasional discrepancies arise
assuming the brand’s overall ethos remains aligned with ecological val-
ues (Szabo & Webster, 2021).

Conversely, trust can disintegrate swiftly if consumers encounter mis-
leading labels or discover that the company’s practices contradict its
“green” rhetoric. Within renewable energy, instances of greenwashing
such as overstating emission reductions or neglecting lifecycle impacts
can have particularly damaging consequences, as the industry’s appeal
fundamentally rests on ecological integrity (Chen et al., 2021). Re-
searchers argue that once lost, consumer trust is difficult to rebuild,
suggesting that renewable energy companies face heightened scrutiny

of their claims and actions (Ranta et al., 2020).
2.2.3 Emotional Engagement and Brand Identity

Another dimension of consumer behavior involves emotional engage-
ment, wherein consumers develop an affective bond with a brand per-
ceived to share their values (Ottman, 2017). Emotional resonance can
be nurtured through storytelling techniques that frame the brand as an
active participant in environmental solutions, be it combating climate
change, reducing deforestation, or supporting community-based clean

energy projects (Kilpelainen, 2020).

In renewable energy marketing, evocative imagery of wind farms, solar
arrays, or responsibly managed forests can trigger positive emotions
tied to hope and progress (Irandoust, 2016). These pictures and words
can enhance the facts about carbon footprints or energy saving and ad-
dress both the rational and heuristic minds of the consumers (Groening
et al., 2018). Cultural underpinnings are involved again: brands in coun-
tries that have a culture of social orientation towards the community as

opposed to individualism, hence brands with part stories, employment



20

creation, and shared energy ownership for example, are likely to receive
a better welcome from consumers than in countries whose people do
not care much for the welfare of their neighbours or community (Cery-
ova et al., 2021).

2.2.4 Social Proof and Peer Influence

Social proof is yet another key determinant used by consumers when
choosing between competing products. People often rely on peers, fam-
ily, or other members of the community to get information such as
whether a particular brand or product should be endorsed or not (Szabo
& Webster, 2021). In the area of green marketing, word-of-mouth par-
ticipation as well as what a specific renewable energy provider is telling
the world and their potential clientele influences potential adopters. This
is particularly true, especially with the increasing use of social media
sites, whereby people post the perceived image of the brand either pos-

itively or negatively (Chen et al., 2021).

When customers who are environmentally concerned purchase products
supporting ‘green’ causes and feel that the brand is similarly concerned,
the word-of-mouth is positive and helps in further sub-scription. On the
other hand, one negative post relating to such fabric misinformation
may go viral and turn the tide against the fabric, showing the fickleness

of today’s consumers (Ottman, 2017).
2.2.5 Challenges to Brand Commitment

Regarding consumer relationships, certain issues remain difficult to
overcome brand identities very often are still not aligned with sustaina-
ble policies even if they tried hard. Pricing remains a challenge in the
sense that green products are often more costly than their non-green
counterparts (Ranta et al. 2020). It is also common to find that consum-
ers profess a green attitude but a red ‘actual’ action, which has been

termed the ‘attitude-action gap’ (Peattie, 2016).
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Moreover, renewable energy services may be less tangible, and their
characteristic qualities may include, for example, a reduction in carbon
emissions or benefits that will be realized in the future. This makes the
consumer evaluations indirect because they are not easily able to “feel’
the environmental attribute just as they would with physical product
characteristics (Groening et al., 2018). To overcome these problems,
the educational aspect is included in the campaigns, or there are ele-
ments such as specifying the volume of greenhouse gas savings or is-
suing community impact reports that would help the consumers realize
the benefits of the choice they make (Martinez, 2015).

2.2.6 Building and Sustaining Loyalty

While the first stage is built on trust, appeal to emotions, and references
to peers, continued loyalty requires constant reassurance that the brand
still adheres to the green principles (Kuchinka et al., 2018). It may in-
clude updates on the firm’s achievement of the sustainability goals, par-
ticipating in community activities, or inviting customers to contribute to

new causes (Agu et al., 2024).

In renewable energy contexts, simple and easy-to-understand billing,
service standards, and clear carbon offset mechanisms also foster loy-
alty since the consumer knows that they are with a green company
(Irandoust, 2016). Also, engagement is a strategy that is also used in
which some firms allow clients to contribute to their products by offering
suggestions on how they can be improved or acting as promoters of the
cause on behalf of the firm’s brand. This kind of approach can increase
commitment as the customers are busy participants and not mere con-

sumers of goods and services (Fonseca, 2015).
2.2.7 Reflecting on Key Insights

Some of these studies collectively explain that trust and transparency
are fundamental in encouraging consumers to be loyal to green brands,

which is especially important for analyzing renewable energy marketing
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tactics in different cultural and policy systems. Customer trust extends
to brands that are in harmony with their personal beliefs and organiza-
tional truths. By tackling factors of price sensitivity, the lack of, or lim-
ited access to, information, and skepticism, companies can establish
firms with solid brand credentials that are not necessarily trendy (Child
et al., 2020).

In Nordic countries, sustainability has a certain cultural value, making it
even more imperative that renewable energy firms be cautious in their
marketing and operation strategy to avoid being seen as fake or green-
washing. This not only addresses local stakeholders’ concerns but can
also serve as a reference point for identifying Global standards and pol-
icies as to how ethical branding in combination with clear communication
and enlisting policy cooperation mechanisms create an everlasting bond
with the customers (Baca and Reshidi, 2025). From this perspective, the
promotion of renewable energy as a consumer object is much deeper

than mere advertisement.

It is a blend of the emotional appeal, the social pressure or appeal, and
the credibility aspect which makes consumers remain loyal to a particu-
lar brand or seek an alternative. As the subsequent sections of this the-
sis will discuss, these dynamics create the basis for making more refined
comparisons to other Nordic strategies, where Finnish peculiarities in
terms of the resource potential available, culture, and compliance within
which controversies related to psychological factors underlying the

brand commitment to the green economy are worked out.

2.3 Global Marketing and Market Adaptation

Global marketing is, in effect, an endeavour that takes a firm’s promo-
tional campaign to several or more countries which all have different
politics, cultures, and consumer trends (Doole et al., 2019). In the con-
text of renewable energy, the challenge is amplified because firms have

to cope not only with general differences in the markets but also with
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the level of environmental consciousness, government subsidizing, and

regulatory systems (Mahmoud, 2019).

This section organizes and reviews the literature on how companies can
or are unable to extend their green marketing strategies across global
environments when it comes to financial motivators, cultural norms, and

consumers’ expectations relating to renewable energy brands.
2.3.1 Financial and Regulatory Considerations

One of the topics often debated by scholars is the types and effects of
government policies for the internationalization of green-oriented enter-
prises. A subsidy, tax, and tariff lead to the creation of certain conditions
or can pose vital challenges (Irandoust, 2016). In some of the Nordic
countries, for instance, feed-in tariffs for the generation of renewable
energy compel domestic producers to undertake research and market-
ing, hence improving their competitiveness in the global markets
(Groening et al., 2018).

However, when the firms expand in areas where such support systems
are not in place or where fossil fuel continues to be subsidized, they may
have a likelihood of struggling to offer their products at cheaper prices
or even to persuade the residents in the markets for the cost-efficient
green approaches (Ceryova et al., 2021). It is also pertinent that many
elements, such as cultural factors, strongly influence the way these fac-
tors’ impacts are managed. Shifting the focus from taxes and subsidies
to the culture of circumcision defines the complex nature of adaptation

in the global markets.

For instance, while price factors are crucial to gaining market access in
some industries, post-entry consumers are concerned about brand im-
age, sustainability, or social responsibility (Peattie, 2016). Therefore, it
may be necessary for a firm to depart from straightforward discussions

of cost savings in terms of kilowatt-hours not spent and demands that
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align with the ‘green’ discourses dominating a particular region (Ottman,
2017).

2.3.2 Cultural Dimensions and Communication

Culture defines the risk, credibility, and desirability that customers have
for renewable energy products or services (Chen et al., 2021). There
are regions where the protection of the environment is considered sac-
rosanct hence firms that have sustainable products may use this as their
unique selling proposition. On the other hand, areas where economic
benefit or reliability is more immediate than the environment will have
different marketing strategies, maybe, aspects such as cost or technol-
ogy (Baca and Reshidi, 2025).

Another factor in the communication process is the informative and sym-
bolic level. An object used in the marketing campaign to represent ad-
vancement and renewable energy could be perceived as problematic and
noisy or an eyesore in another state (Fon-seca, 2015). That is why when
implementing local adaptation, one should not only translate the lan-
guage into the target language but also how visuals and narratives re-
flect the society's attitudes. For example, some organizations partner
with local environmental groups to enhance believability and ensure that
the promotional messages are a good fit for the environment (Kuchinka
et al., 2018).

2.3.3 Standardization vs. Adaptation

There has always been a very contentious issue in the area of interna-
tional marketing, which is whether to use a global marketing standard
or a local marketing standard. In the case of green marketing, specifi-
cally in renewable energy, getting to the absoluteness of standardization
will be quite dangerous. As it has been highlighted earlier, various coun-
tries have different standards when it comes to labelling, reporting, and

certification of sustainability (Papadas et al., 2017).
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Promoting, for example, the Nordic Swan certification strategy in a lo-
cation that does not even know the label or simply does not have similar
attitudes toward environmental issues will not be very effective. How-
ever, it can heavily impact brand coherency through an overly ambitious
overkill of strategies, increasing marketing expenses and making supply

lines unnecessarily convoluted.

A good example is the use of a local adaptation strategy, or what is
sometimes called a ‘glocal approach’ that entails having one set of brand
identity and mission statement but adjusting individual messages, visu-
als, appeals, or even media used in advertising to reflect the local culture
(Ottman, 2017). For example, a Finnish bioenergy company might em-
phasize forest-based sustainability in markets where timber resources
are culturally significant yet shift focus to carbon offset benefits or job
creation in regions where community livelihood resonates more strongly
(Kilpeldinen, 2020).

2.3.4 Consumer Expectations and Perceived Value

Global market adaptation also involves understanding how consumers
evaluate the value of renewable energy offerings (Ranta et al., 2020).
Cost savings on energy bills can be persuasive in emerging markets,
whereas in highly developed nations with strong social welfare systems,
consumers might prioritize factors like brand ethos, climate change mit-
igation, or corporate transparency (Ceryova et al., 2021). Social media
and online forums accentuate these expectations because, within
minutes, a firm’s global narrative can either be praised or criticized
(Szabo & Webster, 2021).

Peer influence also affects the whole process. Some cultures expect their
peers in the organizations to be led by individuals who are influential or
have taken leadership roles in the community while making decisions on
new technologies such as solar panels or electric vehicles (Kuchinka et
al., 2018). Understanding these features allows marketers to determine
if grassroots activities or influencer advocacy, together with establishing



26

official cooperate endorsements from government or scientific bodies,
are suitable (Peattie, 2016).

2.3.5 Implementation Challenges and Organizational Structures

Selective culture and policy aspects aside, other structures within a firm
also aid in the company’s ability to factor in global requirements (Doole
et al., 2019). Firms with decentralized decision-making could give the
marketing decision to local managers, which may prove to be advanta-
geous in achieving marketing objectives in the local market but may
pose a disadvantage in that brand standardization will not be achieved.
On the other hand, organizations with centralized structures ensure
compliance with standards for meaning though they take time to re-
spond to local values and practices (Irandoust, 2016). The challenge lies
in achieving the right balance of such approaches to deliver consistent
and authentic messaging and branding for renewable energy brands in

these diverse markets.

The distribution networks, also include the possible logistical problems.
A wind turbine manufacturer that is selling its products to a distant coun-
try is likely to encounter challenges of shipping, installation, and mainte-
nance that define customer satisfaction (Chen et al., 2021). Similarly, a
bioenergy provider who depends on specific available feedstock faces
challenges in the supply chain in areas that have a poorly developed
infrastructure that may also differ in regulation (Kilpeldinen, 2020). The
above marketing messages must be supported and complemented by
consistent brand reliability in the working environment or area (Ranta
et al., 2020).

2.3.6 Summary and Relevance to This Thesis

According to the current literature, many factors are influencing the
global marketing of renewable energy products, and for those, there is
a need to balance the financial approach with the understanding of cul-

ture and consumer dynamics (Szabo & Webster, 2021). People make
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conscious decisions through subsidies and certifications, while culture
determines the interpretation of environmental appeals. Consumer ex-
pectations set the central selling point, whether cost, impact on the com-
munity, or brand identity (Ceryova et al., 2021). These issues are very
relevant to this thesis, where green marketing in Finland and other Nor-

dic countries is the topic of discussion.

In this paper, by defining how the global adaptation strategies comple-
ment and diverge with the local resources and policy frameworks, it is
possible to identify both similarities and differences in the development
of the Nordic renewable energy branding (Kilpeldinen, 2020). Moreover,
the knowledge of these adaptation measures creates a background for
further detailed discussion in the following chapters of the case study,
where the emphasis is made on particular experiences of companies in
the context of the globalization process, local consumer attitudes, and
dynamic of regulation changes towards more sustainable market devel-

opment.

2.4 Previous Studies and Identified Gaps

Multiple scholars have examined the intersection of green marketing and
renewable energy, highlighting trends such as increasing consumer in-
terest in eco-friendly products, the role of government incentives, and
the importance of transparent branding (Ur Rahman et al., 2023). De-
spite this growing body of work, significant gaps remain. To better or-
ganize these insights, the following sections discuss existing literature
under four key themes: technological innovation focus, consumer per-
ception studies, policy-centric research, and comparative marketing

analyses.

A considerable portion of the literature stresses technological advance-
ment in renewable energy, covering everything from the development

of solar panels and wind turbines to efficiency gains in bioenergy (Nor-
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mann, 2021). These works often delve into how breakthroughs in tech-
nology affect operational costs or carbon reduction targets. While such
studies are valuable, they seldom address how these innovations are
communicated to consumers or stakeholders. Emphasis typically rests
on performance metrics and policy compliance rather than the strategies
firms employ to market their green credentials (Groening et al., 2018).

As a result, the marketing dimension remains underexplored, leaving
unanswered questions about how companies translate technical ad-
vantages into compelling consumer-facing narratives. Another subset of
research investigates consumer attitudes and psychological drivers for
purchasing green products (Kuchinka et al., 2018). These studies high-
light factors like personal values, trust in environmental claims, and per-
ceived social norms as central to adoption. While scholars acknowledge
the potential for green marketing to shape consumer decisions (Papadas
et al., 2017), relatively few focus on how renewable energy firms spe-

cifically tailor their promotional messaging.

Moreover, many consumer perception studies are either country-specific
or examine general product categories (e.g., organic food or eco-fash-
ion) rather than complex services like renewable energy. This leaves a
gap in understanding how consumers interpret marketing messages for
intangible, infrastructure-based offerings that often demand long-term

commitments.

Studies that concentrate on policy frameworks frequently underscore
how incentives like feed-in tariffs or tax benefits drive renewable energy
adoption (Irandoust, 2016). They also examine how regulations ranging
from emissions standards to labelling requirements can influence corpo-
rate strategies. Although such policy-centric inquiries clarify the broader
environment in which green marketing occurs, they rarely delve into the
nuances of brand positioning or cross-border promotional adaptation

(Peattie, 2016). Instead, they look at compliance, fiscal impacts, and
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macro-level outcomes, leaving a gap in explaining how policymakers’

directives shape day-to-day marketing practices or brand identities.

A smaller but growing area of research tackles comparative perspectives
on green marketing, sometimes looking at distinct regions or industries
(Ottman, 2017). Here, scholars explore how cultural values and eco-
nomic contexts affect consumer responses to eco-friendly messaging.
However, while a few studies examine differences across Northern Eu-
rope, comprehensive comparisons among Nordic countries remain lim-
ited (Chen et al., 2021).

This gap limits the sharing of best practices between countries and cre-
ates a need for comparative research like this thesis. Existing literature
often clusters Nordic nations together under a single “green” umbrella,
overlooking the fact that Sweden, Denmark, Finland, Norway, and Ice-
land each possess unique resource endowments, policies, and cultural
expectations (Ceryova et al., 2021). Consequently, potential lessons
that could arise from analyzing variations across these neighbouring
markets, such as how Finland’s emphasis on bioenergy contrasts with
Denmark’s wind technology focus, remain underexplored. Collectively,
these themes reveal that while knowledge about renewable energy and

sustainability marketing is expanding, several holes persist.

Many inquiries center on technology, consumer psychology, or policy
structures without fully integrating the perspective of comparative green
marketing strategies. Studies that do address comparative angles fre-
quently group Nordic countries together or apply a broader European
lens, obscuring important local nuances. Yet, each Nordic nation oper-
ates within distinct historical, cultural, and environmental contexts, sug-
gesting that marketing approaches might differ substantially. Under-
standing these localized strategies can shed light on how green market-
ing evolves in societies where sustainability is a prominent value (Hart-
mann et al., 2021).
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Furthermore, by looking into how it is done in countries of different pol-
icy environments and consumer cultures, researchers and practitioners
can make cross-country applications of the best reference points. The
general lack of intensive comparative studies calls for further investiga-
tion of the issue. Thus, this thesis aims to address the said knowledge
gap by providing a comparative analysis of green marketing in Finland
and other Nordic countries. It is thus intended to provide insights into
how RE firms develop their communication strategies concerning brand
management, cultural expectations, as well as policy support, which

may be resourceful for both theoreticians and practitioners.

2.5 Connection Between Theory and Practice

The communication of theoretical models into practical marketing strat-
egies is not an easy task but has a lot of rewards for renewable energy
firms. Earlier on, green marketing has been discussed from perspectives
such as the green marketing mix, consumer trust paradigms, policy, and

cross-national comparison (Chen et al., 2021).

In this section, the author looks into how these theoretical arguments
have manifested themselves in corporate business strategies using real
examples of successes and failures. In the process, it asks questions
that make the audience think: How are these ideas embodied in real
organizations?, What happens when green marketing communication
turns out to be far from the company’s actual action? Scholars prefer to
refer to the green marketing mix of product, price, place, and promotion
with the incorporation of green aspects like resource utilization efficiency

and waste minimization (Peattie, 2016).

In practice, this entails that renewable energy firms have to develop
services that effectively provide the promised environmental qualities,
establish pricing strategies that reflect prevailing market conditions and
policy outcomes for the environment, as well as manage stocks’ distri-

bution channels and communicate them in a clear, appealing manner
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(Gronning et al., 2018). The interconnection between these four ‘Ps’ can
be well illustrated by how some of the Nordic wind energy providers use
points such as low lifecycle emissions of their turbines, premium pricing
resulting from offering superior product technology, strategic positioning
of production factories close to harbors for efficient transportation, and
marketing communication that focuses on low carbon footprints and job

creation among others (Szabo & Webster, 2021).

However, it is important to note that theory alone does not make the
work successful. This paper focuses on the consequences when theory
is implemented and does not act on occurrences in real life. In this case,
if a company’s product does not meet the advertised environmental
standard or when price premiums become unattainable, consumer trust
can easily be lost (Kuchinka et al., 2018). This scenario shows the ra-
tionale for integrating theory from sources like the TBL with using it in
practical processes, including product testing, stakeholder interactions,
and audits (Chen et al., 2021).

Other empirical evidence also points to the importance of customer trust
in explaining customer loyalty, specifically for green brands (Kuchinka
et al., 2018). It is now possible to see how various firms implement
these strategies to build trust. It will be useful to discuss several exam-
ples that operate in the particular industry to make the theory more
comprehensible. For instance, one of the Finnish bioenergy companies
regularly releases monthly statistics on emission reductions and forest
renewal rates. This way, the company can prove that they are equal to
the Triple Bottom Line concept by linking the extraction of raw resource

with the reforestation programs (Ranta et al., 2020).

When these disclosures come with third-party certifications, consumers
gain further reassurance that the data is verifiable rather than self-serv-
ing. Emotional engagement also plays a critical role in brand commit-
ment (Smirnova et al., 2021). Danish wind energy giant @rsted, for ex-

ample, has cultivated an evocative narrative emphasizing the transition
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from fossil-fuel origins to a predominantly renewable portfolio. The
brand shares stories of coastal communities benefiting from clean-en-
ergy projects, reinforcing the ethical and social dimensions of sustaina-
bility (Child et al., 2020).

By intertwining corporate transformations with local development, the
company taps into emotional resonance, a strategy widely advocated in
theoretical models of green consumer behavior (Peattie, 2016). How do
these ideas show up in real companies? In @rsted’s case, they manifest
as multi-platform campaigns detailing environmental milestones, hu-
man-interest stories, and future-looking commitments that galvanize
both local stakeholders and international audiences. The theory high-
lights how government interventions like subsidies, feed-in tariffs, or tax
incentives can significantly shape marketing strategies (Irandoust,
2016).

Nordic firms often leverage these structures to underline cost ad-
vantages or highlight the legitimacy of green technologies. For instance,
a Norwegian hydropower company might emphasize that stable policy
frameworks have helped maintain low operational costs, enabling com-
petitive electricity rates (Ranta et al., 2020). When exporting their ser-
vices abroad, the same firm may adapt its messaging to spotlight relia-
ble reservoir management if the target country lacks policy incentives

and instead seeks proof of consistent supply.

Such “glocal” adaptation merges global branding with a localized em-
phasis on reliability, a principle grounded in global marketing theory
(Doole et al., 2019). The mismatch between policy assumptions and ac-
tual market conditions can, however, trip up even the most theoretically
solid strategies. If a company sets its promotional strategies on the
premise of further subsidies, any policy change will remove that com-
petitive advantage (Szabo & Webster, 2021). That is a classic question
which arises from the experience and practice of any theory, and it is
faced by theorists, researchers and practitioners in everyday working
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practice when it turns out that what should happen does not occur as
expected by theory. Companies that have been adversely affected by
rollbacks in regulations may have to quickly adapt by changing focus on
other aspects of their products, seeking partnerships with local institu-
tions, or finding other sources of funding. It also drives the impossible
dream of monitoring policy landscapes and consequently aligning the

messages to match them as often as necessary.
2.5.1 Examples of Company-Level Implementation

Neste (Finland): Mainly focusing on advanced biofuels, Neste typically
incorporates LCAs into its communication to show that consumption of
renewable diesel leads to fewer emissions than their counterparts (Chen
et al., 2021). This finally paints a clear picture of the green marketing
mix: product strategy with renewable diesel as the product, price strat-
egy where the price is slightly higher but justified with climate change
benefits, place strategy with infrastructure partnership agreement that
expands the accessibility of the product and promotion strategy where
information detailing the carbon emission reduction is used as the mar-

keting framework.

Vestas (Denmark): Vestas is the world’s largest wind turbine manu-
facturer, and it follows the consumer-trust theories by constantly provid-
ing the performance figures of turbines installed across the globe (Ranta
et al., 2020). This, in a way, provides the clients with an assurance re-
garding operational capacity and environmental footprint. Vestas also
engage the community to have less aesthetical impact and noise in the
environment, which supports the notion of cultural acceptability as a
viable facet of the brand (Kuchinka et al., 2018).

Statkraft (Norway): Statkraft is one of the largest hydropower pro-
ducers, which profits from stable Norwegian policy and offers its elec-
tricity as a cheap and green energy source, in the words of Irandoust
(2016). It values corporate transparency through working openly and

providing information on the management plans of the reservoir as well
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as the company’s climate goals. In foreign markets, some messages are
adopted to emphasize supply reliability, which is very important in mar-
kets that are worried about irregular supply from renewable sources of
energy (Peattie, 2016).

Fortum (Finland/Sweden): Operating across multiple Nordic coun-
tries, Fortum adapts its messaging based on local consumer priorities.
In certain markets, it underscores energy security and stable pricing; in
others, it highlights lower carbon footprints and alignment with city-level
sustainability goals. This differentiation shows how a company can align
standardized brand identity with locally adaptive messaging, reflecting
the tension between global consistency and local relevance (Doole et al.,
2019).

2.5.2 Aligning Ethics, Culture, and Corporate Reality

There is another established context in green marketing theory that con-
cerns ethical aspects, including employment rights, community, and
sustainability (Groening et al., 2018). In practice, all these ethical claims
that are being made need to be backed with physical evidence lest the

organization is accused of greenwashing.

In particular, if a firm claims it has a low deforestation risk, and its sup-
pliers have weak reforestation strategies, consumer outrage may follow
(Kilpeldinen, 2020). Hence, there is a need for internal audits, transpar-
ency across the supply chain, and, as a result, good stakeholder com-
munications. Also, cultural concerns matter: a fear of the strong Finnish
identity related to local forests is that a campaign based on this aspect
will simply not resonate in the regions where forests are not such a de-
fining feature (Ottman, 2017).

2.5.3 Concluding Reflections

In conclusion, there is a continuing relationship between theory and
practice in green marketing addressed by three values: authenticity,
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flexibility, and stakeholder-focused communication. Some of these in-
clude Finnish biofuel providers, and Danish wind turbine manufacturers,
among others, and the following subtopics show how these firms prac-
tically utilize theoretical factors like the triple bottom line, the building

of consumer trust, and dynamic market segmentation.

This indicates that success in green marketing is not an inherent occur-
rence. It occurs when companies harmonize their environmental decla-
rations with the general operations and cultural values of the locals
(Chen et al., 2021). How are these ideas manifested in the real organi-
zation? As stated, they are seen today in promotional activities that are
backed by numbers, community initiatives, fair supply chain ap-
proaches, and policy-based strategies that underpin a brand’s green im-
age. The cases where theory does not reflect reality This discourse aims

to discuss the situations where theory does not align with reality.

The negative result can be fatal to a brand image and can attract the
consumers’ suspicion or regulatory authorities’ attention (Szabo & Web-
ster, 2021). This underscores why constant vigilance, real-time perfor-
mance disclosure, and responses to stakeholders’ feedback are still rel-
evant. From a broader perspective, this paper aims to act as a roadmap
and a cautionary tale for the theory-practice issue in green marketing.
It provides directions on how firms interested in framing sustainability
as a competitive asset can do so while cautioning against the potential
adverse effects of greenwashing or oversimplifying environmental issues

on company reputation (Sharif et al., 2023).

Thus, by identifying these lessons, both the researcher and practitioners
will be in a better position to understand how renewable energy firms
operationalize the conceptual models for green marketing to make the
concept tangible and practical for changing consumer behavior and, in

effect, the world.
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2.6 Summary

Specifically, Chapter 2 reinforces that green marketing of renewable en-
ergy stems from a synthesis of analytical ways of thinking, which include
the green marketing mix, paired consumer trust models, international
adaptation factors, as well as cross-cultural and policy comparisons
(Smirnova et al., 2021). It also reveals how firms can use sustainable
developmental strategies to target environment-conscious customers
but at the same time recognize the threats that come with the chal-
lenges of transparency, managing different policies, and maintaining re-
liability (Kuchinka et al., 2018).

Research conducted about the Nordic countries shows that these coun-
tries embrace similar policies of eco-innovation, but market promotion
is different from each other due to the varying resources, culture, and
policies decorating each country (Ranta et al., 2020). These theoretical
assumptions will thus pave the way for the next chapter and specifically
guide the research method and approach to data collection to provide a
more detailed analysis of how these concepts play out in empirical data

and form practical approaches to green marketing in renewable energy.
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3 DESCRIPTIONS OF THE RESEARCH TASK, EM-
PIRICAL DATA, AND PROCESS

This chapter starts by providing an overview of the entire research study
in terms of the extent of the research as well as the reason for adopting
the chosen methodology. Drawing from the principles enunciated above
in the theoretical chapter, this subsection provides a rationale for choos-
ing the procedures of data collection and analysis in the study. A partic-
ular emphasis was placed on the type called comparative, which sug-
gests that it is important to analyze not only firms in the renewable
energy industry in Finland but also comparable industries in Sweden,

Norway, Denmark, and Iceland (Brunak et al., 2025).

This chapter, through differentiating the empirical data and analytical
procedures, makes clear the objective manner in which green marketing

strategies are analyzed in other sections of the chapter.

3.1 Research Design and Approach

Since this research seeks to investigate green marketing strategies of
renewable energy firms in Finland, Sweden, Norway, Denmark, and Ice-
land, this study adopts a qualitative research approach. Specifically,
qualitative techniques are most appropriate for examining the cross-
sections of cultural influences, policies, and regional assets with the

brand communication strategies (Kuchinka et al., 2018).

Apart from this, qualitative analysis is more appropriate than quantita-
tive analysis since it allows more profound and contextual analysis to
identify the measures behind a company’s sustainability claims and the
factors influencing consumers’ perceptions compared to merely counting
the observations (Chen et al., 2021). Such is the rationale for the com-

parative analysis framework that underpins this approach. The main ad-
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vantages of comparing several Nordic countries are that it makes it eas-
ier to recognize similarities, such as an emphasis on governmental sup-
port and environmentally friendly consumers, as well as identify differ-
ences caused by different ecologies or prior energy policies (Ranta et
al., 2020).

For example, Denmark’s experience in wind energy may be opposite to
Finland’s localized bioenergy from forests, thereby showing how mar-
keters right domestic capabilities (Ottman, 2017). To capture such is-
sues, the research relied on secondary sources, which included academic
articles, policy papers, and corporate sustainability reports. Applying a
thematic approach in analyzing these sources allows us to focus on the
way companies regulate the messages they want to convey and how

these national contexts influence these processes (Peattie, 2016).

Overall, the qualitative comparative model gives a clear picture of how
renewable energy firms elaborate green images and which types of ap-
proaches are effective across the Nordic markets and for potential ap-

plication in other contexts internationally.

3.2 Nature of the Research and Research Paradigm

It is such an exploratory and descriptive study whose ultimate purpose
is to uncover the various aspects of green marketing within Nordic re-
newable energy firms. The present research design enables the investi-
gation of factors not well researched in the past, namely cultural factors
and policy context, as the study is not limited to any two specific hy-
potheses (Baca & Reshidi, 2025).

On the other hand, the descriptive element brings out a pattern and
elaborates on how the marketing practices work in the context of Fin-
land, Sweden, Norway, Denmark, and Iceland before contrasting the
similarities and differences in a more nuanced and engaging manner

(Ranta et al., 2020). In integrating the two orientations, the study is not
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only able to document patterns in the making but also has a blueprint
of how companies adjust their sustainability communications in different
regions. Based on the above methodology, this thesis employs an inter-
pretivist paradigm as it holds the perspective that knowledge is socially
constructed and co-created based on how people or groups make mean-
ing of their experiences (Creswell & Creswell, 2018).

Interpretivism is specifically applicable in renewable energy marketing
because consumers' and corporations’ actions are for beliefs, cultural
expectations, and policy reforms, which are not the same across the
globe (Peattie, 2016). In this sense, the study acknowledges that ‘green’
can have multiple and place-based meanings as designed by its stake-
holders, including policymakers, communities as well as organizational
and corporate teams through processes of communication and shared
invocation (Szabo & Webster, 2021). The most significant rationale for
preferring interpretivism over other paradigms like positivism is due to
the nature of the marketing narratives. It reduces variables into quan-
tities and causality rather than underestimating the fundamental human
factors that make up the consumer’s impression and favourable brand

allegiance (Kuchinka et al., 2018).

On the other hand, interpretivism allows researchers to explore how in-
dividuals make sense of sustainability claims, such as how sustainability
is tied to the Finnishness of the company through bioenergy rather than
raw carbon figures. It offers cultural and ethical insights that from a
positivist and strictly quantitative angle could be left unnoticed. All in
all, when the study is set up with this paradigm, the researcher can
analyze the socially constructed nature of green marketing. It enables
doing a detailed study of how, through cultural values and policy and
organizational communication together, sustainability is constructed in
various forms across Nordic contexts, thus providing a more nuanced
perspective on how sustainability is emerging in renewable energy sec-

tors.
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3.3 Data Collection

This study used secondary data to explore green marketing strategies
in Nordic renewable energy firms. Secondary data was useful because it
saved time and gave access to wide information sources. It helped study
companies where direct access to internal data was not possible or prac-
tical (Wu et al., 2023).

The data included peer-reviewed articles, sustainability reports, market-
ing documents, and publications from green organizations. These
sources were selected based on relevance, trustworthiness, and a clear
focus on green marketing topics. All information used in this study was
checked to ensure it came from reliable and verified sources (Lerman et
al., 2021). The search process used Google Scholar, Scopus, ScienceDi-
rect, and official company or government websites. Keywords included

” \

“green marketing,” “renewable energy branding,” and “bioenergy mar-
keting in Finland.” Boolean tools helped combine terms and narrow down

the search to recent publications only.

Extra care was taken to find reports with a Nordic or country-level com-
parison of marketing strategies. Companies such as Neste, Statkraft,
@rsted, and Vestas were studied in detail for this purpose. Preference
was given to documents offering country-based analysis or broader re-
gional comparisons among Nordic firms (Lerman et al., 2021). To avoid
errors, only trusted journals, public records, and company reports were
included in the final review. Marketing materials from commercial blogs
or biased sources were not used in this research. This helped reduce the

chance of including inaccurate or promotional content (Wu et al., 2023).

There were some challenges, especially in finding enough data from Ice-
land and smaller Nordic countries. Finland and Denmark had many de-
tailed sources, while Iceland had fewer available reports (Pathak et al.,
2013). This imbalance was noted and adjusted during the analysis stage
of the study. Overall, the secondary data provided rich materials for a
useful thematic analysis across the Nordic region.
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3.4 Data Selection Criteria

The criteria for selecting secondary sources in this research were well-
defined and well-followed to ensure the credibility and relevance of the
sources. Therefore, the selection included only articles and documents
of an academic and scientific nature, governmental and corporate re-
ports, and industrial publications. It also ensured that the information
came from an academic perspective while at the same time obtaining

useful information about the sector (Creswell and Creswell, 2018).

The sources were selected in a way to provide information on green
marketing as much as possible with references and focus on the Nordic
countries of Finland, Sweden, Denmark, Norway, and Iceland. Rele-
vance was determined by checking whether the material addressed
themes such as renewable energy branding, consumer trust, policy in-
fluence, or comparative sustainability practices (Vishnevsky and Bean-
lands, 2004). Preference was given to publications from the last 10 years
to ensure up-to-date context and alignment with recent policy and mar-
ket shifts (Bechhofer and Paterson, 2012).

Studies offering cross-national or company-level comparisons were pri-
oritized to enrich the analysis and provide insights applicable across bor-
ders. In total, 54 sources were initially identified. After a preliminary
screening based on abstract relevance and publication quality, 39
sources were retained for full review and inclusion in the final analysis
(Maher and Dertadian, 2018). Studies that were not available from the
public domain, which contained less information were written in the
past, or dealt with unrelated areas of industry such as fashion or food

industry excluded to stick to the themes.

This approach of using the sources helped in ensuring that the dataset
contained materials that were scholarly as well as analyzed materials
that reflected the real practice of the Nordic renewable energy firms to

evaluate regarding green marketing. It also contributed to lowering the
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degree of bias in the study and ensuring that conclusions drawn could

be easily applied to other settings.

3.5 Data Analysis Method

In analyzing the selected secondary data, this study adopted a thematic
content analysis method of data analysis to analyze and interpret the
findings. Thematic analysis is particularly appropriate for qualitative
work as it assists in the process of pattern search, concepts, and mean-
ings within the text (Braun & Clarke, 2013). This makes it possible to
categorize all types of content, ranging from research papers, journals,
and company documents into properly categorized themes that would
suit green marketing tactics. These included the green marketing mix,
the triple bottom line, and the models of consumer trust as posited by
Peattie (2016). This deductive approach enabled the study to maintain
positivism in its results and findings; on the other hand, it also made
room for inductive reasoning from the data to be made in the research

study.

To increase the credibility of the study, the procedure of triangulation
was used to compare the results of various types of documents that
were examined. For instance, a theme that was developed in the study
of a corporate report, for instance, transparency in emission data, was
compared with the criticism by scholars and evaluation by third parties
(Szabo & Webster, 2021). This process reduced bias and improved the
trustworthiness of the interpretations. A small example illustrates how
a theme was identified: while analyzing Neste’s sustainability reports
from Finland, frequent references to “circular economy,” “forest bio-

mass,” and “rural livelihoods” appeared.

These terms were grouped under the broader theme of “localized sus-
tainability branding.” This theme was later compared with @rsted’s re-
ports from Denmark, which emphasized “offshore innovation” and “com-

munity ownership,” leading to another theme: “technological leadership
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and social impact.” Comparing these themes helped highlight national
marketing distinctions grounded in both strategy and context (Bech-
hofer and Paterson, 2012). By using thematic content analysis, the
study connects real-world branding practices to theoretical models and

ensures a consistent, transparent method of interpretation.

3.6 Reliability and Validity

This research demonstrates a clear commitment to ensuring both relia-
bility and validity in its methodological approach. In qualitative studies,
reliability refers to the consistency and transparency of the research
process, while validity pertains to the accuracy and credibility of the
findings in representing the studied phenomenon (Creswell & Creswell,
2018). To verify reliability, the method of sampling, collection, and anal-
ysis of secondary data used in the study is documented and clearly out-
lined. Hence, practices of keyword search, working through sheets or
documents containing interviews, filling in sheets, and thematic coding
were conducted systematically and uniformly throughout the research
process to reduce subjectivity and for the sake of replicability of the
procedure. Also, the researcher keeps records of selections made during
the research process, including and excluding data to indicate the frame-
work of the study for the benefit of other persons carrying out research
in the future (Merriam, 2002).

Triangulation further enhances validity. Using such data sources as ac-
ademic articles, government reports, and sustainability reports gener-
ated by the firms. Collectively, the integration of these multiple sources
of insight minimizes bias or developing a one-sided perspective about
the matter (Szabo and Webster, 2021). For instance, a given statement
that was made in a corporate report was crosschecked with data re-
trieved from academic literature and policy analyses to formulate a find-
ing. Still, it is crucial to note a major research limitation: all the data

used in the paper are secondary. However, this approach might not offer
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a specific and timely analysis as that provided by primary data like in-
terviews or questionnaires (Maher & Dertadian, 2018). Thus, the inter-
pretations depend on such factors as the quality and the extent of avail-
able sources. Despite this limitation, the research design, triangulated
analysis, and transparent methodology collectively contribute to a bal-
anced and credible study of green marketing strategies in the Nordic

renewable energy sector.

3.7 Ethical Considerations

To maintain the high ethical standards of this research, the study re-
frained from deceit and violation of intellectual property while gathering
and analyzing the data. However, since the study uses only secondary
data, human subject interventions such as interviews, or surveys were
not used hence no ethical clearances on privacy, consent, or confidenti-
ality are required (Creswell & Creswell, 2018). This indicated that all the
academic journals, government documents, and corporate sustainability
reports that were used were available to the public, and there was

proper citation of all sources by the academic writing standards.

The information was gathered from scholarly sources to eliminate any
vague information or unwanted biased information from the study
source (Parker, 2004). Special consideration was also made to ascertain
that the reports produced by the company were relayed in an unbiased
manner. Results were given in their natural state, and no fabrication of
results was done in the entire process of the study. The ethical was also
considered during the analytical process where the analysis was done
by coding and triangulation methods. This makes interpretation con-
sistent with the original data and relies on the meaning of the content
that has been collected and analyzed (Vishnevsky and Beanlands,
2004).

Hence, by adhering to academic integrity and ethical responsibility, the

research serves as a responsible contribution to the field, particularly in
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the sustainability and corporate communication area that targets its
themes of trust and accountability.
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4. RESULTS

This chapter presents the main results of the research based on the
collected data. The analysis focused on secondary sources from com-
pany reports, academic papers, and policy documents. These materials
were carefully examined to find patterns and themes related to green
marketing. The data was studied using a thematic content analysis ap-
proach for better understanding. This method allowed the research to
identify how different Nordic countries promote renewable energy. Each

theme provides insight into strategies used by companies in the region.

The chapter explains how product, price, place, and promotion are ap-
plied to green energy. It also compares the Finnish approach with that
of other Nordic countries. This helps show both similarities and unique

national strategies used across the region.

4.1 Key Findings by Theme

A structured thematic content analysis of publicly available sources—
ranging from corporate reports and official websites to policy documents
and academic studies—produced four dominant themes that character-
ize Nordic green marketing practices in the renewable energy industry

(Creswell and Creswell, 2003). These are:

1. Green Product and Service Positioning

2. Pricing and Value Proposition

3. Distribution Channels and Place Strategies
4. Promotion, Branding, and Communication

Each of these themes reflects a unique dimension of the marketing mix

(commonly framed as the “4Ps”: Product, Price, Place, Promotion) but
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interpreted through a lens of environmental stewardship, policy adher-
ence, and cultural context (Eneizan et al., 2015). The subsections below
detail the core findings for each theme, referencing Nordic corporate

strategies alongside relevant academic and policy sources.
4.1.1 Green Product and Service Positioning

Product positioning in renewable energy involves stressing environmen-
tal value and resource efficiency, coupled with the credibility of being
certified or recognized as sustainable (Ranta et al., 2020). Across the
Nordics, promotional materials reveal that companies are consistent in
highlighting low-emission attributes, minimal pollution risks, and long-

term resource regeneration (Kilpeldinen, 2020).

Table 1. Comparative Green Product and Service Positioning

Country Primary Key Posi- Certifica- Citations
Re- tioning Ele- tions &
source ments Claims
Focus
Finland Forest- - Emphasizes - Common (Ranta et al.,
Based Bio- abundant for- reference to 2020;
energy ests and cycli-  PEFC for sus-  Kilpeldinen,
cal resource tainable for- 2020; Chygryn
management estry et al., 2024)
- Highlights lo- - Demon-
cal supply strates short-
chains to re- haul logistics
duce transport to lower
footprints emissions
- Frames bio-

energy as cul-
turally linked
to Finnish her-

itage



Sweden

Norway

Den-

mark

Onshore
and Off-
shore Wind

Hydro-

power

Wind
Technol-

- Showcases
large-scale
wind farm ex-
pansions

- Positions it-
self as a global
innovator in
turbine tech-
nology

- Leverages
advanced grid
integration to
emphasize re-
liability and ef-

ficiency

- Leverages
decades-long
track record of
hydropower
generation

- Emphasizes
consistent
power supply
from large res-
ervoirs

- Positions hy-
dropower as a
stable, low-
risk renewable

option

- Portray Den-
mark as a
global leader
in wind turbine

engineering
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- Often cites  (Brunak et al.,
ISO 14001 2025; Chen et
compliance al., 2021;

- Highlights Majeed et al.,
stable, zero-  2022)
emission

electricity

feed

- Conducts

pilot projects

to test new

turbines

- Publishes (Irandoust,

historical out- 2016; Chen et
al., 2021; Ranta

et al., 2020)

put data veri-
fying minimal
carbon foot-
print

- Showcases
reservoir
management
for steady

generation

- Uses EU

Ecolabel or

(Ceryova et al.,
2021;

similar for Khanlarov et

turbine com-



ogy (Off-
shore &

Onshore)

Iceland Geother-

mal En-

ergy

- Stresses effi-
cient design &
cost-effective
exports

- Showcases
offshore wind
innovations for
scalable solu-

tions

- Frames geo-
thermal use as
minimal land
disruption

- Highlights
constant avail-
ability (24/7)
for electricity
& heating

- Links geo-
thermal en-
ergy to the is-
land’s volcanic

identity
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ponent certi-  al., 2020;
fications Ottman, 2017)
- Emphasizes

track record

of safe off-

shore instal-

lations

- References  (Normann,

clean, high-  2021: Brunak

temperature et al.. 2025:

geothermal Chen et al.,

reserves 2021)

- Provides
data on re-
duced de-
pendency on
imported

fuels

Nordic countries use local resources to build green energy product iden-
tities. Finnish firms use forests while Sweden uses wind and Norway
uses water. Denmark highlights offshore wind, and Iceland focuses on
geothermal energy. All countries use certifications to increase trust in
their energy products. These strategies show how green products are
rooted in national strengths. Each country connects environmental goals
with cultural and technical expertise. This makes green products feel

local, trusted, and effective.
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Price, though often overshadowed by more emotive promotional mes-

sages, remains critical in driving consumer uptake and market expan-

sion for renewables (Majeed et al., 2022). The data reveals that Nordic

energy companies commonly integrate policy-induced discounts (e.g.,

feed-in tariffs), tax incentives, and consumer rebates into their market-

ing to make the higher initial costs of renewable energy more acceptable
(Doole et al., 2019).

Table 2. Pricing and Value Proposition in Nordic Renewable Energy
Coun- Key Pricing Value Prop- | Example Citations
try Strategies osition of Justifi-

cations
Finland | - Relies on - Emphasizes - Positions (Ranta et al.,
short-distance stable, rela- synergy be- 2020;
feedstock sup- | tively low tween for- Kilpeldinen,
ply for forest- costs due to estry and en- | 2020; Chen
based bioen- efficient local ergy sectors | et al., 2021)
ergy resource ac- for economic
- Leverages do- | cess resilience
mestic produc- | - Highlights - Suggests
tion to lower national en- reduced ex-
transport costs | ergy inde- posure to
and stabilize pendence and | price volatil-
prices rural develop- | ity
ment
Swe- - Employs feed- | - Markets cost- | - Points to (Chen et al.,
den in tariffs, tax competitive lower long- 2021;
incentives, and | wind solutions | term opera- Brunak et
supportive poli- | tied to pro- tional ex- al., 2025;
cies for wind gressive inno- | penses with Majeed et
projects vation advanced al., 2022)
turbine tech
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- Seeks econo-
mies of scale in
large onshore &

offshore farms

- Projects a fu-
ture-focused
national brand

stance on re-

- Uses large-
scale expan-
sions to re-

duce per-unit

newables costs
Norway | - Exploits low - Emphasizes - Showcases | (Irandoust,
operational stable pricing decades of 2016; Chen
costs from compared to experience et al., 2021;
long-estab- oil or gas mar- | validating Ranta et al.,
lished hydro- kets minimal price | 2020)
power - Frames hy- fluctuations
- Conveys pre- | dropower as a | - Under-
dictability low-risk, long- | scores relia-
through reser- term invest- bility due to
voir-based gen- | ment for in- abundant
eration dustrial cus- reservoir ca-
tomers pacity
Den- - Uses govern- | - Promotes - Stresses (Ceryova et
mark ment backing dual benefits: | proven track | al., 2021;
and global ex- reducing car- record in Khanlarov et
port demand to | bon footprints | safe offshore | al., 2020;
compensate for | at home while | installations Ottman,
higher initial exporting wind | - Asserts 2017)
turbine costs technology that ad-
- Harnesses abroad vanced tur-
brand reputa- - Highlights bine design
tion for engi- profitable reduces
neering excel- wind-based in- | overall lifecy-
lence novation cle cost
Iceland | - Depends on - Presents - Argues that | (Normann,
stable geother- | near-constant | geothermal 2021; Chen
mal supply with | availability of sources cut et al., 2021;
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minimal reli-
ance on im-
ported fuels

- Provides pre-
dictable elec-
tricity rates

through con-

clean, emis-
sion-light en-
ergy

- Underscores
long-term af-
fordability due

to lack of fossil

dependence
on volatile
commodity
markets

- Stresses
year-round

consistency

Brunak et
al., 2025)

stant volcanic for industrial

heat

imports

usage

Green energy companies use pricing to show value beyond simple cost
comparisons. Finland uses short supply chains to reduce bioenergy costs
and support rural areas. Sweden and Denmark promote future savings
with wind investments and innovation. Norway highlights long-term sta-
ble prices from hydropower. Iceland promotes low costs through inde-
pendence from fuel imports. These strategies make green energy seem
affordable and practical. Consumers are more likely to adopt when pric-

ing is stable and clear.
4.1.3 Distribution Channels and Place Strategies

Distribution channels in renewable energy involve both physical infra-
structures, such as transmission lines and logistics, and virtual platforms
that connect providers with diverse consumer groups (Child et al.,
2020).

Table 3. Distribution Channels and Place Strategies Across Nordic

Countries
Coun- Key Distri- Place Strate- | Examples Citations
try bution gies of Imple-
Channels mentation
Finland | - Localized - Emphasizes - Municipal (Ranta et
supply chains minimal carbon | co-ops reduce | al., 2020;
for forest- footprint in trucking dis- Kilpeldinen,
transport tance for 2020; Chen
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based bioen- - Uses agree- wood residue | et al.,
ergy ments with mu- | - Local pro- 2021)
- Community- | nicipalities to ducers handle
level partner- source and dis- | feedstock,
ships for short | tribute biofuel lowering
transport overall lo-
routes gistic emis-
sions
Swe- - Cross-border | - Focuses on - Real-time (Child et
den transmission seamless inte- grid data al., 2020;
lines for wind gration of on- shared with Chen et al.,
power exports | shore & off- neighboring 2021; Sha-
- Advanced shore wind with | countries rif et al.,
smart grids in- | national grids - Utility por- 2023)
tegrating mul- | - Builds on digi- | tals offer au-
tiple energy tal monitoring tomated
sources for flexible dis- | scheduling &
patch distribution of
wind-gener-
ated electric-
ity
Nor- - Long-estab- - Promotes con- | - Excess hy- (Irandoust,
way lished hydro- tinuous reser- dropower sold | 2016;
power net- Voir manage- to EU markets | Ranta et al.,
works with in- | ment for con- during peak 2020; Doole
terconnector sistent output production et al.,
cables to Eu- - Uses large- - Balanced 2019)
rope scale intercon- flows ensure
- Reservoir- nectors to reach | stable supply

based genera-
tion enabling
stable cross-
regional deliv-

eries

broader Euro-

pean markets

to domestic
and export

consumers
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Den- - Offshore - Integrates ex- | - Coastal (Ceryova et
mark wind compo- port logistics for | hubs expedite | al., 2021;
nents shipped | turbine projects | assembly & Khanlarov
via specialized | worldwide shipping of et al.,
maritime - Operates offshore tur- 2020; Baca
routes modern port fa- | bines and Reshidi,
- E-commerce | cilities to - Online or- 2025)
platforms facil- | streamline wind | dering and
itating turbine | equipment remote moni-
equipment transport toring solu-
purchases and tions offered
service con- to overseas
tracts clients
Iceland | _ Domestic - Positions geo- | - Industrial (Normann,
networks de- thermal as a users lock in 2021; Chen
livering geo- steady, 24/7 stable, round- | et al.,
thermal heat supply for local | the-clock ge- | 2021;
and electric- industries othermal sup- | Brunak et
ity - Explores spe- | ply al., 2025)
- Potential cialized partner- | - Tech consul-
export of ge- ships for ex- tancies and
porting drilling drilling meth-

othermal ex-
pertise and
tech solu-

tions

or plant design

knowledge

ods occasion-
ally licensed

abroad

Distribution strategies in the Nordics reduce carbon and increase access

to clean energy. Finland works with local partners to shorten transport

routes and cut emissions. Sweden uses smart grids to export wind power

across borders. Norway sells excess hydropower through cables to other

countries. Denmark ships turbines worldwide and sells them online. Ice-

land focuses on domestic use but exports expertise when possible. Each

country links clean delivery with a strong infrastructure and modern lo-

gistics tools.
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4.1.4 Promotion, Branding, and Communication

Promotional strategies unify product, price, and place considerations
into cohesive brand narratives that resonate with diverse audiences
(Peattie, 2016). In the Nordic context, many advertisements, websites,
and public relations materials reflect environmentally oriented messag-

ing combined with cultural or national pride (Kuchinka et al., 2018).

Table 4. Promotion, Branding, and Communication Strategies in Nor-

dic Renewable Energy

Country | Promotional | Branding Communica- | Citations
Focus Themes tion Chan-
nels
Finland | - Emotive sto- - Highlights - Company (Kilpeladinen
rytelling cen- cultural pride | websites show- |, 2020;
tered on forests | in wood- casing forest Ranta et
and local herit- | based bioen- | stewardship al., 2020;
age ergy - Collaborative Chen et al.,
- CSR cam- - Positions social media 2021)
paigns involv- brand as content with
ing sustainable | eco-respon- NGOs
forestry sible and - Public open-
community- | house events at
supportive plants
Sweden | - Emphasizes - Champions | - Online plat- (Brunak et
world-leading high-tech, forms with real- | al., 2025;
wind farm inno- | progressive time wind out- Chen et al.,
vations identity put dashboards | 2021;
- Positions cli- - Connects - Public R&D Majeed et
mate-smart so- | large-scale announcements | al., 2022)
lutions for mod- | wind power in local and
ern consumers | to future-fo- | global media
cused na- - Collaboration
tional image
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with global cli-
mate organiza-
tions
Norway | - Highlights re- | - Leverages - Government- | (Irandoust,
liable, stable historical en- | backed educa- 2016; Child
hydropower ergy leader- | tional cam- et al.,
heritage ship paigns 2020;
- Showcases - Promotes - Company Ranta et
transition from | transparent YouTube chan- | al., 2020)
fossil fuels to data on res- | nels illustrating
renewables ervoir man- hydropower
agement processes
- International
energy forums
Den- - Builds off en- | - Positions - Publicized (Ceryova et
mark gineering prow- | wind technol- | achievements in | al., 2021;
ess in offshore | ogy as Dan- | global turbine Khanlarov
wind ish export design competi- | et al.,
- Stresses syn- | success tions 2020;
ergy between - Conveys a - social media Ottman,
environmental brand narra- | featuring off- 2017)
and economic tive of inno- | shore wind con-
benefits vation and struction mile-
global com- stones
petitiveness
Iceland | - Ties geother- | - Cultivates - Engages in (Normann,
mal use to min- | an image of eco-tourism 2021; Chen
imal land dis- “clean, pure, | marketing with | et al.,
ruption and and natural” | geothermal 2021;
year-round energy showcases Brunak et
availability - Emphasizes | - Specialized al., 2025)
scientific press releases
leadership in | on carbon cap-

ture initiatives
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- Frames is- geothermal - Event partner-
land’s volcanic | drilling ships promoting
identity green tech

Promotion across the Nordic region mixes environmental messages with
local identity and culture. Finnish brands focus on forests and commu-
nity pride in sustainable practices. Sweden promotes innovation and
high-tech wind farms with global appeal. Norway has a long history in
hydropower and transparent data sharing. Denmark mixes engineering
pride with strong export potential in wind energy. Iceland emphasizes
volcanic energy and clean landscapes in its storytelling. All countries

build trust through honest branding and open communication.

4.2 Comparative Insights: Finland vs. Other Nordic Countries

The Nordic region has long been viewed as a global leader in renewable
energy development and green marketing, and each country within this
region deploys its own distinctive strategies. Finland’s focus on forest-
based bioenergy stands out among its peers, but it shares numerous
policy and cultural traits with Sweden, Norway, Denmark, and Iceland.
When examining Finland alongside these other Nordic nations, both
common themes and clear differences emerge, underscoring how local
resources and national identities inform the shape and content of green
marketing (Ranta et al., 2020).

One fundamental convergence across all five countries is a supportive
policy infrastructure that fosters renewable energy initiatives. Govern-
ment-backed measures, such as feed-in tariffs, subsidies, and strict sus-
tainability guidelines, allow companies to highlight affordability and eco-
logical benefits in their marketing. In Finland, these frameworks bolster
the claim that bioenergy is not only clean but also economically viable,
partly by reducing the financial burden on firms collecting and pro-

cessing wood residues (Kilpeldainen, 2020).
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Sweden’s policy environment aids the rapid scaling of wind projects,
helping companies depict wind power as an accessible option. Den-
mark’s leadership in wind engineering likewise gains momentum from
state incentives for offshore and onshore turbine expansions (Ceryova
et al., 2021). Norway’s hydropower sector is rooted in decades of public
investment, which has positioned hydropower as both stable and do-
mestically beneficial (Irandoust, 2016). Meanwhile, Iceland’s policy sup-
port for geothermal development underscores the island’s drive toward

energy self-reliance (Normann, 2021).

In all cases, national marketing campaigns can credibly reference these
robust policies to reinforce consumer trust and signal that environmental
claims receive official backing. Nonetheless, each country also displays
unique resource-based narratives that yield contrasting styles of brand-
ing and promotion. Finland’s reliance on forest-derived bioenergy inter-
twines environmental stewardship with cultural identity, frequently

highlighting cyclical forestry and rural livelihoods (Brunak et al., 2025).

Companies market the notion that turning wood residues into energy
aligns with Finland’s broader ethos of sustainable land use, offering both
climate benefits and community-level economic advantages. In Sweden,
the story is more about pioneering large-scale wind farms, with a paral-
lel emphasis on technological sophistication. Marketing campaigns rou-
tinely emphasize the potential for Swedish wind power to become a
global force, an angle that resonates with international partners and un-

derscores advanced R&D capabilities (Chen et al., 2021).

Norway takes a different approach by focusing on the enduring stability
of hydropower. Corporate communications regularly position hydro-
power as a low-risk, consistent energy source, bolstered by reservoir
management techniques that ensure a year-round electricity supply
(Irandoust, 2016). This narrative of continuity and dependability distin-

guishes Norway from other renewables that might face seasonal or
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weather-related fluctuations. Denmark, meanwhile, promotes an engi-
neering-led identity in the wind sector, spotlighting the country’s global

exports of turbines and technical expertise (Ceryova et al., 2021).

Marketers convey that Denmark’s wind solutions are not just tools for
domestic decarbonization but also profitable international commodities.
Iceland’s marketing highlights geothermal energy’s singular ad-
vantages, including minimal land impact and near-constant availability,
often reinforced by the imagery of volcanic landscapes and hot springs
(Normann, 2021). By presenting geothermal as both natural and tech-
nologically refined, Icelandic firms tap into global curiosity about har-

nessing volcanic forces for clean power.

Pricing strategies also reflect varying economic logic. Finland stresses
how short supply chains and local feedstock help stabilize bioenergy
prices. Sweden and Denmark market the notion that, although wind
power can be capital-intensive at inception, technology improvements
and policy incentives are driving down long-term costs (Ranta et al.,
2020). Norway routinely contrasts hydropower’s steady rates with the
volatility of oil and gas, highlighting hydropower’s resilience in uncertain
global markets (Sharif et al., 2023).

Iceland underscores the comparative affordability of geothermal energy
over time, given that it rarely depends on imported fuels. In each in-
stance, companies adapt pricing narratives to highlight either stable,
predictable energy costs or eventual cost reductions resulting from tech-
nological progress. Differences also arise in distribution channels and
place strategies. Finland’s local partnerships and community involve-
ment keep bioenergy logistics short and low in carbon emissions (Chen
et al., 2021). Sweden’s advanced smart grids and cross-border trans-
mission lines facilitate the export of wind power, turning national pro-

duction surpluses into regional opportunities (Child et al., 2020).
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Norway, capitalizing on reservoir management, uses large-scale inter-
connectors to sell excess hydropower abroad. Denmark organizes mar-
itime routes specifically for exporting turbine components, reflecting its
global ambition in offshore wind solutions (Khanlarov et al., 2020). Ice-
land’s approach relies on principally domestic supply for heating and
electricity while a few companies engage in exporting drilling services.

These place-based strategies corroborate that how energy is distributed
whether it is local or global also influences how the green marketing
messages are positioned or constructed (Doole et al., 2019). Last but
not least, it is necessary to consider the executive promotion strategies
and brand images in the competitive correctional perspective. Finland’s
emotive stories concern the holistic view of the connection between the
forest and energy generation based on cultural narratives (Ranta et al.,
2020). Sweden specifically emphasizes innovation of future wind pro-

jects, which attracts feelings of pride associated with technologization.

Norway demonstrates a good example of its conversion from fossil
sources for power generation to renewable energy which usually sup-
ports its consumers with real-time information on reservoirs and energy
production (Chen et al., 2021). Denmark merges human and environ-
mental values into technological achievement, and it is a story that
speaks to national egotism and global audiences looking for innovative
answers (Ceryova et al., 2021). Iceland, for its part, exploits the exoti-
cism of its volcanic landscape and ensures that geothermal is both spec-

tacular and utilitarian (Normann, 2021).

Although each country emphasizes credibility through third-party certi-
fications or official recognition, how it is achieved is influenced by cul-
tural identity and policy, as well as the potential for the development of

resources at the national level (Szabo and Webster, 2021).
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Table 5. Comparative Summary of Nordic Green Marketing Strategies

Coun- Main Re- Key Strategy High- Unique Branding
try source lights Approach
Fin- Forest- Emphasizes local for- Cultural pride in for-
land based Bio- estry, short supply ests and sustainable
energy chains, and rural devel- land use
opment support
Swe- Onshore & Leverages innovation, Technological leader-
den Offshore scale, and grid integra- ship and Future-facing
Wind tion with a strong R&D environmental Identity
focus
Nor- Hydropower Highlights stable, low-risk Transparent, data-
way energy from reservoirs driven approach and
with long-standing infra-  historical energy lead-
structure ership
Den- Offshore Uses government sup- Innovation and global
mark  Wind port, export ambition, export competitiveness
and engineering excel-
lence
Ice- Geothermal @ Focuses on 24/7 clean Links energy to vol-
land Energy energy, low land use, and canic identity and sci-

minimal reliance on im-

ports

entific leadership

In summary, as it relates to green marketing Finland is different from
other Nordic countries entirely depends on bioenergy which is mainly
from the forests in contrast where Sweden, Norway, Denmark, and Ice-
land using wind power hydro-power or geothermal power. All, however,
point to the implementation of policies that support women, the adop-
tion of a clear and open communication policy, and maintaining a true

image that would help win the confidence of the consumer.
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This synergy of more general trends in green marketing policies and a
more particularistic way of composing narratives grounded on local re-
sources is the reason why the region labels as Nordic continues to stand
as an example inspiring for advertising campaigns, as the examples sug-
gesting that to launch successful campaigns which promote environ-
mentally friendly values, one has to translate International language of
sustainability into culturally specific frames of reference tied to a nation’s

tradition of environmentalism.

4.3 Linking Findings to the Theoretical Framework

By examining the patterns identified in the Nordic renewable energy
marketing, it is possible to provide ample evidence to connect the con-
cept with conventional propositions of green marketing, sustainability
principles, modelled consumer behaviour, and transcultural marketing
adaption and these patterns support the idea presented by Ottman
(2017). Together, these studies shed light on how the 4Ps are not dis-
jointed tools, but a coordinated strategy always targeting both profit-
making, environmental conservation, and social justice consistent with
Eneizan et al. (2015). As re-visiting product positioning, for instance,
Finnish bioenergy preserves a historical and cultural understanding of
the country’s special affinity for forestry as cycles applied to resourcing
correspond with the nation’s historical culture. This is a clear example
of how the local context can be harnessed to enhance the marketing
content’s level of authenticity when used to achieve even general eco-

logical goals (Kilpeldainen, 2020).

Likewise, Sweden’s large-scale wind plans are also future-oriented and
are described in terms of technological advancement and overall envi-
ronmental developments (Chen et al., 2021). Resource-based stability
and low carbon footprint is represented by Norway’s reservoir hydro-
power prospect, whereas Denmark and exportable wind energy points

to its domestic application, and Iceland where geothermal energy yields
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little impact on land usage but has constant volcanic energy as outlined
by Brunak et al, (2025).

These examples explain how the marketing mix also known as the 4Ps
is adapted to expose the aspect of environmental and cultural sustaina-
bility. Product strategies emphasize distinct resource advantages, price
tactics frequently rely on transparent subsidies or stable long-term cost
projections, place strategies exploit localized supply chains or cross-bor-
der grid interconnections, and promotion leverages emotive storytelling,
measurable data, and third-party certifications to foster credibility
(Szabo and Webster, 2021).

This coherence across the marketing mix resonates with theories that
propose an integrated approach, wherein each marketing element rein-
forces the others in pursuit of sustainability this confirms Peattie’s
(2016) view that promotion needs facts, emotion, and trusted certifica-
tions. Alongside the green marketing mix, the triple bottom line per-
spective finds tangible expression in these Nordic examples (Lerman et
al., 2021). Companies consistently address the three dimensions: eco-
nomic viability, environmental protection, and social welfare. Hydro-
power in Norway, for instance, is linked to robust local job creation,
climate-friendly electricity, and substantial commercial returns, while
Finland’s forest bioenergy resonates with rural development, reduced

emissions, and stable pricing (Ranta et al., 2020).

Denmark’s leadership in wind engineering benefits the domestic econ-
omy through turbine production, secures lowered carbon footprints, and
supports social well-being by maintaining a consistent energy supply.
When each dimension is explicitly acknowledged, it underscores how
triple-bottom-line thinking underlies corporate rationales and govern-
ment support (Chen et al., 2021). Consumer behavior models that pri-

oritize trust, cultural values, and transparent claims similarly gain vali-
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dation from these results (Zhang and Dong, 2020). Nordic firms demon-
strate how authenticity and verifiable data minimize skepticism and

deepen emotional engagement (Szabo and Webster, 2021).

By publicizing certifications such as ISO 14001, disclosing emissions
data, or maintaining interactive dashboards that chart wind or geother-
mal outputs, firms reduce the perceived gap between corporate prom-
ises and on-the-ground realities (Ceryova et al., 2021). Moreover, link-
ing resource usage to national identity, whether forests in Finland or
geothermal reserves in Iceland, carries significant weight in fostering
brand loyalty among domestic audiences (Kilpeldinen, 2020). Cultural
resonance is also evident in global outreach in terms of referencing re-
liability, advanced technology, or eco-authenticity that taps into the
global customer’s growing concern over climate change (Brunak et al.,
2025).

In addition, these findings are supported by theories in global marketing
adaptation (Doole et al., 2019). Nordic companies thus have a standard
green image that, nonetheless, they apply different stories concerning
each market. For instance, Denmark may sell conditioned offshore wind
know-how anywhere globally with attributes to reliability as well as cost
reduction even in maritime tur-bine projects while Iceland can sell geo-
thermal drilling know-how to any region with volcanic activities in search

of close to 24/7 electricity (Normann, 2021).

Thus, Norway offers stable hydropower for the markets seeking non-
risky investments, and Sweden might present innovative wind labs for
the countries that want to expand zero-emission facilities (Chen et al.,
2021). This combination of global green claims rooted in objectively de-
fined sustainability and regional narratives regarding resource assets
assists in the global marketing literature that encourages hybridization:
universal environmental orientation supported by contextualized promo-

tional strategies (Ur Rahman et al. 2023). Last of all, doing this research
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means that its paradigm is interpretivist as it shows that corporate strat-
egies and customers’ interpretations are fixed by cultural, political, and

technological factors.

Nordic renewable marketing is therefore portrayed as a social construct
that embodies the cultures concerning environmental conservation, gov-
ernment regulation, and stakeholders’ participation espoused by the re-
gion (Ranta et al., 2020). However, when comparing these findings with
basic tenets of green marketing, sustainability, and consumer trust, it is
possible to define the Nordic firms' model as a combination of all the
approaches. They include resource-specific identities, supportive policy
contexts, objectively clear emissions data, and culturally congruent nar-
ratives and by that, they strengthen the general academic concepts of
the possibility for success of green marketing that corresponds to the

local culture and the efficient institutional support (Ottman, 2017).

4.4 Practical Utilization of the Results

The insights generated by this study hold significant practical relevance
for a range of stakeholders, notably renewable energy companies, poli-
cymakers, marketers, and community organizations. Foremost, these
findings illustrate the importance of crafting strategic differentiation
within green marketing campaigns. Firms can highlight local resource
endowments to underline cultural or heritage-based narratives that res-
onate deeply with consumers (Chen et al., 2021). For example, Finland’s
emphasis on forest-based bioenergy demonstrates how place-specific
branding not only conveys environmental responsibility but also aligns

with the national ethos of sustainable forestry (Kilpeldinen, 2020).

By making similar choices, whether focusing on wind, hydropower, or
geothermal, other countries and regions can accentuate their distinctive
advantages, ultimately strengthening their competitive positions.

Equally paramount is the need for transparent pricing structures, given
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that cost remains a dominant concern for many consumers. Public con-
fusion often arises around subsidies, feed-in tariffs, or other government
incentives, which may result in the limited adoption of renewables. Com-
panies can, therefore, more effectively communicate how these mecha-

nisms reduce the actual costs of green energy (Ottman, 2017).

Efforts to clarify the projected long-term savings or stable energy prices,
whether through promotional materials or online cost calculators, may
help alleviate skepticism regarding higher upfront investments (Majeed
et al., 2022). When potential buyers understand the role of subsidies or
incentives, they are better positioned to weigh the full value proposition

of renewables from both environmental and financial standpoints.

From the policymaking perspective of this study, there is an indication
that favourable policies enhance green marketing initiatives (Ranta et
al., 2020). When the costs of renewables are aligned with the prices at
which they are being sold, policymakers can assist companies convey
clear, believable information about affordability, minimal emissions, and
other benefits for society (Chen et al., 2021).

Other policy measures may also be adopted by government bodies to
promote more pass-through forms of transparency that include life-cy-
cle carbon disclosure regulation and/or standardized eco-labels. It was
agreed that such policies could enhance consumer confidence because
more and more consumers apply to third parties to determine the cred-
ibility of environmental claims. The Swedish environment presents an
example of this kind of policy support where regulatory measures to-
gether with specific official certifications are applied within the Nordic

countries.

These results also highlight the importance of cultural adaptation for
organizations interested in international market expansion. Whereas the
data about emission or cost-effectiveness is global, its presentation

should be culturally appropriate, in terms of language and referencing
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the policy context, respectively, the location of the country in question
(Ur Rahman et al., 2023).

Local environmental organizations can also enhance credibility in previ-
ously unrecognized areas for partnership (Smirnova et al., 2021). Such
affiliations assure the consumer as it creates the perception that inter-
national brands also acknowledge local social and environmental reali-
ties hence making efforts to conform to likely divergent standards. Thus,
the opportunity arises for Nordic energy companies to take their effi-
ciency concept based on the resources to different countries and nations
of the world and adjust the semantic and promotional discourses to the

specific cultural and political context.

Besides global prospects, these findings also emphasize that engage-
ment of communities is a key element of getting people’s support. It is
possible to invite people to certain buildings or to create local commit-
tees, which will help to explain to residents the practical advantages of
new energy projects within the framework of employment, and the re-
duction of carbon dioxide emissions (Child et al., 2020). Examining the
early co-developed Finland’s bioenergy success stories of farmers and
rural communities show that where early co-operating begins, skeptical
attitudes or Not-In-My-Back-Yard (NIMBY) syndromes have no roots
(Brunak et al., 2025). Through active engagement of citizens and the
display of other decision-making approaches, renewable energy firms
are likely to gain more trust and support from the citizens towards cli-

mate change solutions.

Lastly, there is a great significance of checking the accuracy of the data
used which avoids the issues of greenwashing (Kuchinka et al., 2018).
Dashboards and official databases that present the current energy gen-
eration, carbon emission cut, and supply chain give credence to the
company’s claims provided that they are regularly updated (Kilpeldinen,
2020). Stakeholders are more comfortable when brands can refer them
to third-party audits or other types of recognition labels in support of
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the language used. This synergy of narration and measurement also as-
sures that green marketing does not turn into mere verbalization of

fashion but remains a real trend of corporate responsibility.

In essence, these findings serve as a blueprint for orchestrating green
marketing strategies aimed at instilling trust, capitalizing on supportive
regulations, and tapping into the cultural and emotional dimensions of
environmental advocacy (Majeed et al., 2022). Although some practices
like localizing resource narratives may be region-specific, the wider les-
sons of transparent communication, stakeholder collaboration, and pol-
icy alignment echo globally (Szabo and Webster, 2021). By thoughtfully
applying these insights, renewable energy stakeholders can position
themselves to effectively meet growing climate challenges, expand in-
ternational reach, and strengthen ties with the communities they serve.
This section gives useful advice for companies, governments, and other

important stakeholders.

A Finnish company should focus more on storytelling that connects for-
ests with national identity. It should clearly show how local supply chains
reduce carbon and support rural jobs. The company must explain prices
by using simple messages about long-term savings. It should use tools

like online cost calculators to show pricing benefits to consumers.

Firms must share updates using emission dashboards and verified cer-
tifications. They should also create partnerships with local groups to
build trust with communities. Events like open-house plant visits can
help explain benefits to local people. Policymakers must introduce clear
eco-labels and life-cycle disclosure rules. They should also offer public
funding for marketing clean energy stories. In new markets, firms must
adjust language and images for each cultural group. With these steps,
Finnish energy firms can grow locally and globally with more trust and

Success.
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Table 6. Emergent Themes and Supporting Sources

Theme

Green
Product &
Service
Position-

ing

Pricing
and Value
Proposi-

tion

Distribu-
tion
Channels
& Place
Strate-

gies

Promo-
tion,
Branding,
& Com-
munica-

tion

Description

Highlights how firms emphasize eco-
friendly attributes (e.g., low emis-
sions, efficient resource use). Often
involves showcasing certifications
and linking renewables to local her-

itage or national identity.

Examines how renewable energy
companies present cost structures,
including premium pricing, subsi-
dies, and tax incentives. Focuses on
framing green energy as an invest-
ment in environmental stewardship

and future savings.

Explores how firms deliver energy to
markets, reduce logistics emissions,
and adopt digital platforms. High-
lights cross-border grids, localized
supply chains, and partnerships that

minimize carbon footprints.

Covers transparent storytelling, cul-
tural narratives, social media usage,
and avoidance of greenwashing. De-
tails how firms build trust via meas-
urable data (e.g., emission audits)
and community-focused partner-

ships.

Key Sources

(Ranta et al., 2020);
(Groening et al.,
2018); (Kilpeldinen,
2020); (Ottman,
2017)

(Majeed et al., 2022);
(Chen et al., 2021);
(Ottman, 2017);
(Sharif et al., 2023)

(Child et al., 2020);
(Chen et al., 2021);
(Baca and Reshidi,
2025); (Doole et al.,
2019)

(Szabo and Webster,
2021); (Heiskanen et
al., 2017);
(Kilpelainen, 2020);
(Majeed et al., 2022)
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Compara- Highlights how Finland and other (Ceryova et al.,
tive In- Nordic nations leverage distinctive 2021); (Ranta et al.,
sights & resource endowments (e.g., forest 2020); (Normann,

Cultural biomass, hydropower, wind, geo- 2021); (Smirnova et

. thermal) and cultural motifs. Em- al., 2021)
Identity

phasizes differentiation based on
heritage, national pride, and policy

frameworks supporting renewables.

These conclusions underpin that Nordic countries have many similarities
in terms of their approach and tactics, focusing on policy measures,
openness of communication, and recognition of culture. Among these,
perhaps the most curious and interesting one is Finland, which success-
fully introduced the concept of bioenergy based on the historical back-
ground related to forestry. Sweden, Norway, Denmark, and Iceland each
have their resource strengths that strengthen their positions as leaders
in the green economy. At all levels, pricing combines instant subsidies
with future gains, and distribution combines domestic connections and
technological promotion. Marketing is based on the concept of claiming
the opposite by constantly disclosing tangible data on environmental re-

sults.

Top managers establish trusting working relationships so that un-
founded greenwashing allegations are kept to a minimum. This stems
from the angle of resource availability, where each nation lays claim to

a specific stand concerning eco-performance.

It also established that culture refers to enhancing consumer trust, and
this is in line with the fundamental green marketing theories. Altogether,
Nordic renewable brands get their competitiveness from sound policies,
high levels of data availability, and shared narratives. These lessons
point out channels for further adaptations since the region faces emerg-
ing climate and market issues. The next chapter builds on these impli-

cations about possible research limitations and potential development
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opportunities. The next chapter builds on these findings to explore re-
search limitations and suggest future development opportunities in

green marketing.
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5. SUMMARY AND DISCUSSION

This chapter integrates the results, theoretical perspectives, and meth-
odological reflections presented in earlier sections to provide a consoli-
dated view of the thesis. It revisits the original research questions, eval-
uates the study’s execution in hindsight, compares key findings with the
stated objectives, and proposes new lines of inquiry for the future. The
chapter also contains personal reflections from the researcher on the
process and the broader meaning of the study’s outcomes, concluding

with an overarching statement that synthesizes the main arguments.

By weaving together these different threads, Chapter 5 seeks to clarify
the contributions of this research on green marketing strategies within
Nordic renewable energy companies and to highlight the wider relevance

of these findings for both academic and practical stakeholders.

5.1 Revisiting the Research Questions

The present study investigated green marketing practices in the Nordic
renewable energy sector, with particular emphasis on how Finnish re-
newable energy firms differ or align with peers in Sweden, Norway, Den-
mark, and Iceland. From the outset, the research was guided by three
core questions: What characterizes the green marketing strategies of
Finnish renewable energy companies? How do these strategies compare
and contrast with those of other Nordic nations, given resource endow-
ments and policy structures? What are the principal opportunities and
challenges that Nordic energy companies face when extending green
marketing to global contexts? Reflecting upon these questions in light of
the data analyzed, the first query centering on the nature of green mar-
keting in Finland has revealed that Finnish firms rely heavily on cyclical

forest bioenergy sources (Ranta et al., 2020).

Finland’s marketing strategies frequently invoke cultural ties to forests,

emphasizing eco-synergy and rural development. Through consistent
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references to local supply chains, Finnish promotional content frames
forest residues and bio-based raw materials as not only sustainable but

also embedded in national heritage (Kilpeldinen, 2020).

By presenting locally harvested wood waste or pulp byproducts as fuel
inputs, Finnish firms showcase lower carbon footprints and highlight the
reduced transportation overhead involved in short-distance logistics
(Brunak et al., 2025). Moreover, these strategies are often underscored
by recognized environmental certifications such as PEFC, which serve to
reinforce brand authenticity. Examining corporate reports, policy docu-
ments, and publicly available marketing materials thus confirms that
Finnish green marketing interweaves cultural, economic, and ecological
arguments to present forest-derived bioenergy as a stable, lower-emis-

sion alternative to imported fossil fuels (Chen et al., 2021).

Turning to the second research question, the comparative lens unveils
both convergences and divergences. Sweden, Norway, Denmark, and
Iceland collectively share Nordic policy frameworks that reward clean-
energy adoption through incentives, feed-in tariffs, or public-private
partnerships. Yet each country has adopted distinct marketing narra-
tives reflecting their primary resource endowments (Ranta et al., 2020).
Sweden’s brand identity, for instance, focuses on scaling large onshore
and offshore wind farms, playing up a narrative of innovative leadership,
advanced turbine technologies, and the possibility of exporting zero-

emission electricity to neighbouring markets (Chen et al., 2021).

Norway, steeped in hydropower, leans on a heritage-based marketing
approach that emphasizes consistent electricity output from reservoir
management, framing hydropower as a stable, low-risk source of re-
newable energy (Irandoust, 2016). Meanwhile, Denmark showcases the
synergy between environmentalism and engineering excellence by ex-
porting offshore wind solutions worldwide (Ceryova et al., 2021). Ice-
land’s geothermal resources yield a storyline of near-constant, high-
temperature energy with minimal land disruption (Normann, 2021).
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Finnish bioenergy thus stands out for weaving forest heritage into pro-
motional content, while neighbours highlight other resource-driven ad-
vantages. These findings answer the comparative question by clarifying
how each nation leverages unique cultural narratives and resource at-
tributes, even as they share overarching themes like transparency, pol-
icy support, and environmental responsibility (Szabo and Webster,
2021).

The third question addresses global expansion opportunities and chal-
lenges. One salient challenge is building and maintaining trust across
diverse consumer markets. Even in eco-conscious regions, consumers
tend to question environmental claims unless they are backed by verifi-
able data (Ottman, 2017). Thus, Nordic companies need to provide
transparent reporting on emissions, supply chains, and sustainability
certifications. Another challenge lies in adapting marketing messages to
local contexts, recognizing that what resonates in the Nordics, such as
references to cultural pride in forests or progressive wind-engineering
feats, may not carry the same emotional weight or policy alignment
elsewhere (Child et al., 2020).

Yet, opportunities are equally apparent. As more global consumers de-
mand cleaner energy, the advanced state of Nordic renewables, com-
bined with supportive policies and well-tested technology, grants these
firms a significant competitive edge in foreign markets (Chen et al.,
2021). By blending universal appeals to climate mitigation with locally
resonant narratives, Nordic companies can expand brand reach and
forge strategic alliances in emerging regions seeking to transition away
from high-carbon energy sources (Doole et al., 2019). Taken together,
the challenges require nuance and cultural sensitivity, while the oppor-
tunities underscore the timeliness of green marketing as a global force.
In summary, the three research questions have been comprehensively

addressed.
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Finland’s forest-centric marketing model has been closely examined, re-
vealing a cultural synergy that differentiates it from other Nordic strat-
egies. Yet all Nordic actors share a core reliance on policy incentives,
transparent sustainability claims, and resource-based narratives to en-
gage consumers domestically and abroad. The findings thus reinforce
the notion that green marketing in renewable energy is a multidimen-
sional endeavour, blending technical detail, cultural identity, and con-

sumer trust to achieve broad acceptance.

5.2 The Thesis in Retrospect: Topic, Execution, and Ethics

This thesis focused on green marketing in Nordic renewable energy com-
panies. It was a timely and relevant topic. Climate change is a growing
concern across the world today. Many people want to support clean en-
ergy. But they also want clear and honest communication from compa-
nies. That is where green marketing plays an important role. This study
helped to explore how companies in the Nordic region use green mar-
keting. It also looked at how culture and local resources shape the mes-

sage.

The research topic was helpful for students, businesses, and policymak-
ers. It explained how clean energy can be promoted better. It also
showed how people can connect with green goals. Marketing is not just
about selling a product. It is about building trust and sharing values.
This study supported that idea strongly. It helped to connect green val-
ues with consumer awareness. It also added to the field of sustainability

communication.

The study used a qualitative method. This approach helped to explore
deeper meanings. It made it possible to study patterns in company mes-
sages. Thematic content analysis was used for this purpose. It involved
reading many documents and finding key ideas. These ideas were then
grouped into clear themes. These themes were based on the marketing

mix. That includes product, price, place, and promotion. The method
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helped to organize the data well. It also allowed comparisons between
different countries. The documents used in the study were from trusted
sources. They included peer-reviewed journals, policy reports, and cor-
porate publications. This helped to improve the reliability of the findings.
Blogs, ads, and personal websites were not used. That decision kept the

data focused and professional.

Triangulation was used to check facts from different sources. If two or
more sources said the same thing, it added trust. This process helped
to make the study more valid. Ethics was also an important part of the
research. No people were interviewed or surveyed. That means the
study did not need consent forms or privacy rules. All data used was
available to the public. Every source was named and cited clearly. This
avoided copying or misuse of ideas. When quotes were used, they were
marked properly. When ideas were rewritten, the source was still
named. This showed respect for all authors and their work. The ethics
of the study were handled with care. There was no use of private or
secret data. There was no risk of harm to any person. The study followed
academic standards in every way. That made the work clean, fair, and

honest. Ethics helped to support the trustworthiness of the results.

However, one part could have been stronger. The study used only sec-
ondary data. That was good for understanding the messages used in
public. But it did not include personal opinions or reactions. Interviews
with consumers could have added new insight. They could have shown
how people respond to green messages. That would have made the re-
sults more complete. Future studies could use both types of data. That
would create a more balanced picture. Overall, this study was successful

and well-designed.
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5.3 Comparison of Results with Initial Objectives

From the beginning, this thesis set out three overarching objectives,
each designed to shed light on how renewable energy companies in Fin-
land and the broader Nordic region employ green marketing. First, the
study sought to uncover the specific features of Finnish green marketing
strategies, particularly in the context of renewable energy. Second, it
aimed to compare Finland’s approach with those of neighboring Nordic
countries Sweden, Norway, Denmark, and Iceland to identify where

practices converge or diverge.

Finally, the research intended to extract broader lessons for both local
and global stakeholders, illuminating how green marketing can be re-
fined and adapted in diverse policy and cultural settings. When review-
ing these findings, what is evident is that all these three objectives have
been realized to a very large extent through the method of qualitative
content analysis, and comparative perspective used in chapters 2 to 4
of the study.

Firstly, the main research question, focusing on Finnish green market-
ing, appeared active in the data. The focus on forest bioenergy is there-
fore the central cultural exhibit in the Finnish script (Ranta et al., 2020).
Through the analysis of the reports, websites, and policies of the Finnish
firms, it became clear how these themes are incorporated into the cor-
porate policies as cyclical forestry, cultural identity, and local empower-
ment (Kilpeldinen, 2020). Unlike the global abstract appeals to renewa-
ble energy that may just include cliches of decreasing carbon emissions,
the Finnish ones link national identity to the concept of heritage, appeal-

ing to international certificates like PEFC.

This strategy is rather close to the hearts of Finns since forests are
widely considered traditions and pride of the nation. Moreover, the idea
of short-haul logistics and the region by resource interest also empha-
sizes that bioenergy can contribute to rural development and the miti-
gation of emissions levels at the same time (Brunak et al., 2025). The
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other argument that gives more legitimacy to the Finnish green branding
claim that their feedstock originates from local wood residues or pulp
byproducts means that the first goal of shedding light on the contours
of Finnish green marketing is well achieved.

The second objective involving comparison with Sweden, Norway, Den-
mark, and Iceland was crucial for contextualizing Finland’s strategies
within a broader Nordic milieu. While Finland stands out for its forest-
based model, the research identified parallel commitments to sustaina-
bility, transparency, and innovation across the region (Chen et al.,
2021). Sweden, for instance, has built a global reputation for extensive
onshore and offshore wind projects, often highlighting cutting-edge tur-

bine designs and the scalability of wind capacity.

Norway takes a different tack, presenting hydropower as a stable, his-
torically proven source, often referencing decades of reservoir manage-
ment and consistent output (Irandoust, 2016). Denmark’s story is one
of wind engineering leadership, positioning the country not just as a user
of renewables but also as an exporter of offshore turbine solutions (Ce-
ryova et al., 2021). Meanwhile, Iceland leverages geothermal resources,
framing them as a near-constant source of heat and electricity, with a
minimal land footprint (Normann, 2021). Examining these varied ap-
proaches confirmed that, despite common policy frameworks and gen-
erally high levels of environmental awareness, each country’s marketing
reflects distinct resource endowments and cultural motifs (Szabo and
Webster, 2021). The comparison thus reinforces the claim that green
marketing is never a one-size-fits-all endeavor rather, it must speak to
local realities while also connecting with global environmental aspira-

tions.

Turning to the third and final objective providing broader lessons for
stakeholders it becomes evident that the research sheds light on how

local resources, policy incentives, and cultural narratives can be harmo-
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nized to build trust and acceptance (Ottman, 2017). Marketers and pol-
icymakers, both in the Nordics and beyond, can glean insights on how
to better present cost structures, highlight verifiable emission reduc-
tions, and craft emotional ties to national identities or traditions (Majeed
et al., 2022). For example, the study shows that a premium pricing
model can still be acceptable to consumers if it is transparently justified
through long-term savings, local community benefits, or robust third-

party certifications (Chygryn et al., 2024).

Additionally, by featuring success stories such as how Finnish bioenergy
supports rural economies or how Danish wind exports sustain global
partnerships companies can project a sense of shared purpose that res-
onates with increasingly eco-conscious international audiences (Chen et
al., 2021). Crucially, the research also warns of the importance of on-
going transparency. Communicating credible data, establishing open
channels for consumer interaction, and maintaining alignment with sup-
portive environmental policies remain essential for building lasting brand

loyalty in the renewable sector (Szabo and Webster, 2021).

This section clearly shows that all the study’s objectives have been success-
fully met. Each goal was supported by detailed findings using content anal-
ysis and comparative methods. However, adding unexpected findings would
make the analysis more insightful and complete. One unexpected point was
the strong emotional link between forestry and Finnish identity. This deep
connection shaped how companies communicate with local and global au-

diences.

Another surprise was how each Nordic country used its resource
strength uniquely. For example, Iceland’s geothermal story was much
stronger than expected. A challenge was the limited access to internal
marketing data from some companies. This made it harder to confirm
all claims with direct evidence. It also highlighted the need for more
transparent reporting in the renewable energy sector. Including these
insights would strengthen the study’s critical value. Overall, this section
is strong, but it could benefit from more reflection on limitations.
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5.4 Emergence of New Questions and Areas for Future Research

This study answered many important questions. It gave useful ideas
about green marketing in Nordic countries. However, some new ques-
tions also came up during the research. These new questions were not
part of the first plan. Still, they can help guide future research in this
area. One new question is about how people feel about green energy in
daily life. This study looked at company messages, not customer views.
It is used to report, not interviews or surveys. Future studies can ask
people what they think about these green messages. They can ask if
people trust the words used in ads and websites. This will help to see if

green marketing works or not.

Another question is about greenwashing. This is when firms say they are
green, but they are not. Some companies use nice words, but they do
not show real actions. This can break the trust of the people. Many peo-
ple now want proof, not just promises (Szabo and Webster, 2021). Fu-
ture research can check how often this happens in Nordic countries. It
can also check how people react when they feel lied to. The third ques-
tion is about young people. Young people often care about the planet
and climate change. They are also active on social media. Future work
can study how they see green energy brands. Do they like the messages
or not? Do they check the facts behind the words? This could help firms

plan better ways to reach younger buyers.

One more question is about global buyers. Nordic firms want to sell
green energy in many countries. But different places have different cul-
tures and ideas. What works in Finland may not work in Asia or Africa.
So, future studies can look at global buyers. They can study how green
messages must change in each market. This will help brands avoid mis-
takes and build trust across borders (Doole et al., 2019). There are also
some gaps in the method used in this study. The study used only sec-
ondary data. It worked well for this project. However, it did not include

new interviews or surveys. Future research can add primary data to
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make the study deeper. Talking to customers or managers can give

clearer answers.

Another area for future work is green energy policy. This study looked
at how firms use marketing. However, it did not focus much on laws or
rules. Laws can help or stop green marketing in many ways. Some rules
make it easy to go green. Others may block some marketing tools. A
study that links policy and marketing could be very useful. Future work
can also look at cost and profit. This study did not focus much on money.
But firms need to earn while being green. A new study could explore
how green marketing helps sales and income. It could check if green

brands sell more than others.

Another idea is to study failed campaigns. Some green marketing efforts
do not work. These cases are also important. Future work can look at
why some plans failed. Was the message wrong? Was the trust broken?
Was the product too costly? These answers can help others learn and do
better. This study was done from 2016 to 2025. A future study can look
at new years ahead. It can track changes in marketing as laws, tools,
and buyer needs shift. Green marketing is not fixed. It keeps growing

with time and new ideas.

This section highlights many useful directions for future green marketing
research. The new questions reflect real gaps and show a deep under-
standing of the topic. One strong idea is to study customer views using
interviews or surveys. This would help test if green marketing messages
build trust or not. Another key point is to explore how often greenwash-
ing happens in Nordic countries. It would also be useful to check how
people respond when trust is broken. Studying young buyers is another
good idea, especially their actions on social media. Future work can also
compare different cultures by focusing on global customers. Researchers

can use interviews in Asia, Africa, or Latin America.

Another useful method is to study failed green campaigns and find out

why they failed. Adding primary data like surveys or manager interviews
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can improve future studies. Research can also explore how green poli-
cies help or limit marketing success across countries. To sum up, there
are many ways to grow this research. Customer views, youth actions,
global markets, and failed plans all matter. Laws, money, and new tools
can also shape future work. These new questions will help keep this topic
active and useful. Research must keep moving with the world. That way,

green marketing can keep helping people and the planet.

5.5 Personal Reflections and Perspectives

This study helped us learn many valuable things about green marketing.
It was not just facts or numbers but also about values and real choices.
We now see green marketing as more than only advertising and promo-
tion. It is about trust, action, and responsibility in every message and
claim. Companies must be honest and do what they promise in their
campaigns. Without action, good words lose meaning, and people stop

believing them.

Trust is something built slowly with proof and clear communication. We
also saw that culture plays a very important role in green marketing.
What works in Finland may not work in Iceland or Denmark. Every place
has its views and values about nature and business. That is why green
messages must match the local culture and way of life. We also learned
that honesty is key to strong green branding. If companies pretend to
be green without proof;, it is called greenwashing. This creates doubt and

can damage trust for all brands.

This study helped us grow as students and researchers. We improved
our reading, writing, and thinking skills through real research work. We
learned how to use sources, give credit, and follow ethical rules. We also
learned to find themes and use frameworks like the four Ps and the triple
bottom line. These tools helped us see how green marketing works in
real settings. The project was challenging but also very rewarding for

both of us. It gave us ideas for future research and helped us feel more
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confident. We now want to learn more and share what we know with
others. We hope this study will also help companies, policymakers, and
other students. Our main hope is that it supports green action and builds
a safer, better world.

5.6 Concluding Remarks

Concluding this chapter and, indeed, this thesis underscores the multi-
faceted nature of green marketing in the Nordic renewable energy
sphere. The research set out to examine how Finnish renewable energy
companies approach marketing and how their strategies compare with
those of Sweden, Norway, Denmark, and Iceland. Utilizing a qualitative,
interpretivism framework allowed for an in-depth reading of official doc-
uments, academic reports, and policy materials. The findings highlight
cross-cutting themes, such as policy support, transparent communica-
tion, cultural resonance, and country-specific resource narratives that

shape branding approaches (Chen et al., 2021).

In the final analysis, Finnish bioenergy marketing stands out for lever-
aging forest-based resources that carry a strong cultural and local eco-
nomic dimension (Kilpeldinen, 2020). Sweden’s large-scale wind expan-
sions, Norway’s established hydropower, Denmark’s wind-engineering
exports, and Iceland’s geothermal advantage each present distinctive
marketing identities. Despite resource differences, however, these na-
tions converge in their reliance on authenticity, verifiable data, and ro-
bust government backing as pillars of consumer trust (Szabo and Web-
ster, 2021).

The synergy between policy and cultural identity emerges as a critical
factor: effective green marketing in the Nordics routinely merges na-
tional heritage, transparent emissions data, and incentives that offset
initial costs. Contributions to broader theoretical discourse include rein-
forcing the relevance of the green 4Ps framework product, price, place,
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and promotion augmented by the triple bottom line perspective to en-
sure that marketing speaks equally to environmental, economic, and
social values (Lerman et al., 2021). Additionally, the study’s interpre-
tivism angle reveals how brand narratives are co-constructed with local
communities, governments, and global environmental movements,
highlighting the importance of trust-based, culturally aligned communi-
cation (Maher and Dertadian, 2018). Such insights could guide renewa-
ble energy firms worldwide, suggesting that local heritage can serve as
a powerful differentiator, provided it is coupled with rigorous data on

sustainability performance (Szabo and Webster, 2021).

The policy implications range from policy clarification, enhanced regula-
tion, and provision of steadfast support to labeling requirements at the
industrial level alongside deeper partnerships with NGOs, implementa-
tion of ICT solutions, and development of relevant culturally sensitive
messages (Doole et al., 2019). It should, of course, be noted that it is
possible to scale most of these models globally, and the conditions to
achieve them may not be so far out of reach for the Nordics. Some areas
may not have clear or established policies or awareness of ecosystems,
thus requiring simpler and more basic campaigns than the calls for cir-
cular forests and technological advancements such as wind solutions

(Brunak et al. 2025). As such, adaptation remains key.

In totality, it has provided the answers to its core research questions;
and at the same time, has raised anticipated future research questions
concerning the ways other smaller renewable companies fashioning their
marketing strategies, interfaces, and storytelling modes of consumer
engagement in a digital data dashboard; and the nature and form of
narrative branding beyond esoteric environmentalism (Sharif et al.,
2023). It will be seen that the interconnectedness between green mar-
keting, resource specificity, and cultural identity is open for further study
and analysis, which is healthier than simply responding to climate
change factors since the academic discussion is vibrant with trendy re-

search.
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In conclusion, the thesis aims at shedding light on the way forward to-
wards sustainability as a concept that is not mere lip service, but a bona
fide quest of the scholar and practitioner to incorporate the idea of sus-
tainability into development in its totality as an objective that respects
the communities’ values, policy frameworks and authenticities. Future
researchers can explore consumer reactions in different regions, while
businesses can use these insights to craft culturally aware, transparent
green campaigns that build lasting trust. Applying these lessons will sup-
port global sustainability goals and help firms align marketing strategies

with ethical standards, local values, and environmental priorities.
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