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Abstract 
It has been showed that COO of product has an effect on consumers purchase decisions. 
Companies are trying to find ways to differentiate their brands from those of their 
competitors. In many cases the use of COO is considered difficult and is not understood to 
the level where it would add to the brand value of those companies. 
 
Academic areas such as nation branding, COO (country of origin), brand positioning and 
brand communications work as a base for the investigation of our research problem. The 
study uses Finland as a study objective to investigate how companies aiming for international 
markets can use their COO in smart ways when creating and developing their brand identities. 
The knowledge in these areas is deepened through semi structured interviews with six experts 
from different fields. 
 
The previous academic areas acknowledge that the communication needs to be directed for 
the right consumers, in a way that suits the recipient. Since consumers in international 
markets often share multiple/different perceptions and associations, when communicating 
the origin of a brand, a customer centric approach in the communications is vital. The study 
finds that country of origin, when used in corporate branding often needs to be explained 
through storytelling, that emphasizes why the origin adds value. This is done by translating 
aspects about the COO in to a form which consumers are able to understand and appreciate. 
An additional finding the study makes is the symbiosis between the companies and their 
country of origin. The companies have the ability to shape the nation brand of their origin, 
and hence, aid their own branding capabilities. Marketers need to understand the value of 
their COO and see the possibilities it may offer. This realization creates a symbiance between 
the brand and its origin which will create long term positive implications.  
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1. Introduction 
1.1 Background 
The impact of Nation branding on a country’s position in the global marketplace is increasing 
with globalization. Just like the reputation of a company, the reputation of a given country 
can be translated into value that brings a competitive edge, effects its gross domestic product 
(GDP), and economic growth. For a long time, Companies have acknowledged that branding 
should not be aimed towards areas but segments of consumers who are researched and 
understood (Kitchen & Burgmann, 2010). When companies know their target segment, they 
are enabled to increase the perceived utility of their brand by creating relevant value to their 
customers. Yet, it seems that the “Achilles heel” of the nation branding phenomena is that it 
aims to communicate without knowing its audience. Branding related actions in the political 
sector, also referred to as soft power, can be seen important for small nations that are keen in 
competing with economic and financial superpowers. As an economic prospect, Valaskivi 
(2016, p. 71-71) describes nation branding as a tool which may help to open new possibilities 
for domestically important exports as well as reinforce the markets for products and services 
which are linked to that country’s image. 
 
In today's world of globalization firms on the international markets are interested in how to 
segment and position their brands for consumers across the globe (Hassan & Craft, 2012, p. 
354-355). Although the advancements in digital fields have made global communication 
easier than ever (Merolli et al., 2018), the issue still remains in finding the aspects in the 
brand which may appeal to multiple nationalities stemming from different geographical 
locations and cultures. 
 
The Country of origin (later referred to as COO) indicates the provenance of a given brand. 
COO can be used in branding to show the country, region or even subregion of the product’s 
origin (Hu & Baldin, 2018, p. 1266). It has been showed that COO of products has an effect 
in consumers purchase decisions (Fischer & Zeugner-Roth, 2016). For companies, COO can 
act as a competitive advantage or disadvantage (Suter et al., 2018), and it often affects their 
image, whether they like it or not. Companies, when positioning themselves, are concerned 
about how people understand what they stand for as a brand and how their brand image can 
be communicated effectively. However, the main concern with COO does not lie in 
convincing the consumer, but in finding ways to use it well. 
 
Throughout our literature review we found that prior research discussing the use of COO in 
business has not had its focus on customer segments which are based on values instead of 
demographics (Hassan & Craft, 2012, p. 354-355). As nation brand is the general image of 
one nation, it speaks directly to no one and is difficult to use to improve the competitive 
advantage everyone is looking for. In other words, as nation brands are general, it is 
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sometimes difficult for companies to identify the aspects in the brand which they could use 
to their advantage. For example, if a country markets itself as having high level of education, 
how is a gardening tool manufacturer supposed to gain advantage from this in their COO 
practices? However, if the manufacturer somehow found out that his country of origin was 
internationally seen as a place where gardening was considered a part of a daily life, we are 
sure he could find a way to use this to his advantage. 

1.2 Purpose & Research Question 

Reflecting to previous research, COO has not been researched from a perspective where the 
focus lies upon finding the right customer segments, instead, the focus has been on the nation 
brand and its publicity itself. Academic world’s focus on the nation brand, and furthermore 
nation’s goals in developing their brand image appear central in the general discussion. We 
believe that any of this does not add value to companies and the discussion lacks practicality. 
For this reason, the purpose of this study is to investigate the factors in a nation brand which 
are valuable for business’, and furthermore understand, how these qualities could be refined 
and communicated towards international consumers in a way that adds value. Given our 
limited resources, this investigation is conducted by a use of a study object, Finland. We 
follow this by applying study areas and concepts together in order to form a basis for the 
empirical investigation of our ideas about the misuse of nation brands in marketing. What we 
mean by misuse in this context refers to the issues when nation brands do not seem applicable 
in corporate branding. This topic will become more apparent and introduced in more detail 
during our theoretical framework chapter. Our study discusses the empirical findings in the 
light of the areas presented in theoretical framework chapter, and aims to create a base for 
opening a genuine interest for smart COO practices and help companies to appreciate the 
value of their country of origin, hence the research question: 
 
What can international companies do in branding to improve the utility gotten from their 
COO? 

1.3 The Academic Relevance of the Study 
This study touches areas within international business, marketing, consumer behavior, 
branding and business development. Other fields this study may concern are in social science; 
Political science and Sociology. Political science for the reason that we see diplomatic 
relations as an important part in shaping a nation’s brand. Sociology, since cultural 
stereotypes and associations play an important role in shaping an image of a nation. 
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2. Preknowledge 
This chapter presents and motivates our chosen study objective, Finland. This is followed by 
detailed explanations about two concepts, LOHAS (lifestyles of health and sustainability) and 
The Good Country Index, which will be used as tools when investigating the main issue of 
our study. LOHAS works as an example of a market segment which has its base in values 
instead of demographic boundaries. The Good Country Index helps nations to illustrate 
merits about their image which are comparable with those of others. 
 

2.1 Study Object 
As two students originally from Finland, we have gained both domestic and outside 
perspectives about our nation. This led us to choosing the country as our study object, when 
investigating COO operations among international companies. 
 
Hundred and Two Years of Finland 
 
6th of December 2017 marked the date when Finland celebrated its 100th birthday. These 
100 years of the nation’s existence have included a Civil war, Winter war against the Soviet 
Union, as well as the Cold war era where Finland was balancing between the East and the 
West as a diplomatic middle man. In 1995, Finland joined the EU. The successful affiliation 
with European Union made Finland fully noticed as a European country for the first time. 
Next big factor in the growth of awareness about Finland and its nation brand was Nokia, 
with their extensive innovation and knowledge within the telecom industry. In 2001, Nokia’s 
revenue covered 4,5% of the Finnish GDP and was responsible of one third in Finnish exports 
(Helsingin Sanomat, 2001). Nokia was not emphasizing its Finnish origin perhaps because 
Finland was relatively unknown as a producer of electronics, in a time when Japan and Korea 
were considered the growing leaders of the industry (Ryan, 2008, p. 17). A survey conducted 
by Anderson Analytics in 2006 studied the knowledge of Nokia’s origin in the United States. 
Only 4,4% of American college students knew the company to be Finnish and over half 
though it to be of Japanese origin (Anderson Analytics LLC, 2007). The lacking ability to 
communicate one’s own value can be seen as a common theme within Finnish business 
circles and could be argued to be one of the stepping stones hindering the building process 
of a stronger brand image for the nation. 
 
PISA scoring system that ranks all the OECD countries by their level of education, ranked 
Finland as one of the top countries in all categories during 2000 (Unesco, 2000, p. 6-18). 
This ranking was one of the first times when Finland was recognized internationally by its 
efforts. This caught major attention in the media and has been since recognized as one of the 
core characteristics for the Finnish identity. Today, Finland has been recognized as one of 
the world class leaders in several categories. In his article Finland Is Still the World’s Best 
Kept Secret, professor Ira Kalb has compiled an extensive list of leading attributes the country 
holds. These include Top notch education, Prosperity, Human capital, Happiness, Nature 
and sustainable development among other things (Kalb, 2017). Yet, we believe that somehow 
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in the international business context, Finland has not been able to harness these merits to their 
full potential. Kalb summarizes the Finnish crux as stemming from the lack of quality 
marketing (Kalb, 2017). After being ranked the number one happiest country in the world 
during in 2019, the results were welcomed in Finland with surprised expressions (VICE, 
2019). The Finnish culture is not based on kind words, rather actions (Palma, 2019). In order 
to celebrate the nation’s 100th year mark of independence a number of 170 000 different 
events (Timonen, 2018), including a launch of a celebratory satellite (Kallio, 2019) were 
introduced around the world. The government hopes the celebratory events to inspire further 
research and also engage the public in sustaining the heritage of the nation as a whole 
(Timonen, 2018). Whether the “Finland 100” project was aimed to increase patriotism in the 
Finnish public or gain attraction towards the national image of Finland abroad, it can be stated 
with certainty that the campaign managed to do both, and much more. 
 
Merits like nature and sustainable development, and Education can be used as examples to 
demonstrate aspects that might shape the nation brand in people’s eyes. In addition, Finland’s 
relatively small size and our prior knowledge about the nation makes the country a suitable 
study object, given the limited timeframe of our study. 
 
 

2.2 Lifestyles of Health and Sustainability 

It is commonly agreed that LOHAS phenomenon was first discussed in a book Cultural 
Creatives by Paul Ryan and Ruth Andersen in 2000. The phenomenon has spread in the past 
years and cultural creatives have since been translated to LOHAS. Posegga et al., (2014, p. 
352) summarizes LOHAS consumers as being occupants of larger cities with high levels of 
education who share a sense of source criticism and an appreciation for quality content. This 
is a segment whose values can be pinpointed from a marketing perspective. The buying 
behavior of this segment is “rational” and is mainly driven by the segment’s core values; 
health and sustainability. The summary by Posegga continues by demonstrating how 
LOHAS lifestyles are reflected in their pastime activities such as yoga, gardening, and hiking 
(Posegga et al., 2014, p. 352). It draws a picture that links the LOHAS segment to have a 
certain relationship and appreciation towards the nature. Values of this segment are widely 
known in the marketing community and this has led to a competition in sustainability 
markets, making the differentiation of an organization a challenge.  
 
Sustainability is trending. As a result, a big part of the society is coming to an understanding 
about the importance of socio-economic values and consumers groups like LOHAS 
(Lifestyles of Health and Sustainability) and LOVOS (Lifestyles of Voluntary Simplicity) 
are being formed. In 2015, 66% of consumers globally were willing to pay price premium on 
a product if it came from a sustainable brand (The Nielsen company, 2015). Corporations all 
over the world have come to acknowledge this and are trying to use it to their advantage. 
 
LOHAS illustrates a consumer group which goes beyond demographic boundaries. In our 
study, this consumer group will be used as a tool during the process, where we exemplify 
how consumer values could be aligned with certain aspects of a nation brand.  



 

 
 

 
 
 

 

 5 

 

2.3 Good Country Index 
Previous research conducted by Anholt and his colleagues have acknowledged sustainability 
issues as a part of nation branding and even lifted them as being the core question when 
discussing a country’s reputation, hence, the Good Country Index (Anholt, 2019). The Good 
Country Index gives us the possibility to investigate a country’s sustainability merits in an 
objective way. This concept has gathered all the data needed in order to search for values 
which could possibly be aligned with our target segment, LOHAS. 
 
Simon Anholt, who has worked and helped numerous of nations to better engage with the 
international community is considered as the father of the concept, The Good Country index. 
A Good Country Index puts both, the domestic and the international responsibilities to work 
in symbiance all in the favor of a “gooder” world. A country can become good only after it 
has discovered that it is possible to co-operate and work together without it leading to a loss 
in competitive advantage. To make all of this happen the country has to understand that 
global thinking isn’t a zero-sum game, instead, it creates better thinking and greater 
consequences for both the people at home as well as abroad (Anholt, 2019). 
 
“The idea of the Good Country Index is simple: to measure what each country on earth 
contributes to the common good of humanity, and what it takes away, relative to its size.” 
(Anholt, 2019).  
 
The values this index measures include topics such as science and technology, planet and 
climate, as well as prosperity and equality. With the use of big data from the United Nations 
and other global organizations, Anholt and his colleagues have created a balance-sheet, 
which indicates whether nations have a positive or a negative impact on our humanity overall 
(Anholt, 2019). What the Good Country Index does is that it ranks nations based on different 
merits. This helps nations to see where their actions are contributing or lacking “good” as a 
part of the whole global community. In nation branding, this index can be considered as a 
tool in identifying qualities which are seen valuable by individuals who care for the future. 
The top 10 countries can be found from Appendix.  
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3. Methodology 
This chapter starts with preconceptions to show previous knowledge we have and how it 
might affect our work. Further we explain and argue for the research methodology regarding 
our study. The study follows a subjective approach and has an interpretivist point of 
departure. The research process is deductive. We apply a qualitative research approach and 
conduct semi-structured interviews with interviewees who are considered successful experts 
in their respective fields. The details of our research methodology are explained in detail 
below. 

3.1 Preconceptions  
As two international business students we have had the opportunity to study different subjects 
within the business and administration. These courses have touched topics such as marketing, 
business strategy, and economic history. By combining all of the topics mentioned above we 
have created a base for understanding a variety of different business-related phenomenon. 
All of these experiences from the academic environment have prepared us for understanding 
complex entities of information such as consumer behavior and macro-economic patterns. 
 
Some other preconceptions stem from our extensive time spent among foreign cultures on 
three different continents and six different nations. Multiple situations where we have been 
blessed with cultural surprises and adaptation of the local practices and values have made us 
aware of a culture’s effects on the playground of business. Numerous of encounters with 
different nationalities have led us to developing a personal pitch which highlights the key 
characteristics of our motherland in order to spread knowledge when needed. Until this day 
the top three characteristics have included; high levels of human capital through world 
leading education systems, purity of nature, and a form a shyness that often hinders the Finns 
from getting themselves heard. These values will come more relevant in our analysis, when 
we take a closer look at Finland’s nation brand and the opportunities it may provide in the 
business context. 
 
Being born in Finland we have had an opportunity to enjoy the benefits of a free education 
system, child care benefits, and a safe growing environment. It is good to acknowledge the 
bias which may occur when authors of the study choose a study objective which is close to 
them. 

3.2 Ontology 
In business research, ontology becomes important when we want to understand the way a 
researcher looks at the world, how they aim to classify reality, and how they intend to 
perceive the data gathered. This system of belief deals with the nature of reality and it can be 
defined as “the science or study of being” (Saunders et al., 2010, p.110). That is, ontology 
deals with the fundamental question that decides how social entities should be recognized. 
These entities can be perceived as objective or subjective. Objectivism sees social entities as 
existing in one common reality (Saunders et al., 2010, p. 110-111) and that the reality is 
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driven by some fixed natural laws and mechanisms (Guba, 1990, p. 17-27). In other words, 
objectivism believes that there is one reality that is independent from the perceptions of 
others.  

Subjectivism (also known as constructionism or interpretivism) in reverse, sees that realities 
exist in the form of multiple variations, depending on the individual who’s being asked, and 
their way of understanding the common world (Guba, 1990, p. 17-27). In-depth research is 
essential in understanding the actions of these individuals (Dudovskiy, 2019). Generally, 
subjectivism is to be perceived as an “ontological position which asserts that social 
phenomena and their meanings are continually being accomplished by social actors” 
(Bryman, 2012). In order to understand the complexity of human behavior where individual 
values play a major role, a subjective approach needs to be implemented. By understanding 
the world differently from one another, we dig deeper into the values driving the phenomena 
of our inspection from a more philosophical marketing perspective. In the light of this we 
have chosen a subjectivist approach. 

3.3 Epistemology 

The subjectivist ontology of our study leads to aiming for more practical knowledge where 
context and business experience plays a major role. Our study relies heavily on intuitive and 
authoritarian knowledge types, where human beliefs/feelings and expertise are prioritized 
respectively (Dudovskiy, 2019). Our ontological beliefs which are discussed above guided 
the way we approach the truth in our study. 
 
Epistemology in business research has its focus in truth and is concerned about the validity 
of knowledge. Epistemology considers possibilities, nature, sources and limitations, and 
evaluates the knowledge in respect of these indicators (Jonker J. et al., 2014, p. 61-62). For 
researchers, epistemology works as study of criteria that researchers use to determine what 
is and what is not knowledge (Dudovskiy, 2019). To dress it in a more understandable form, 
epistemology has its focus on what is known to be true. 
 
Our findings rely on the interactions between the interviewer and the interviewee. This 
approach equips us with in-depth findings and knowledge that will be valuable in our 
analysis, where we aim to create logical knowledge resulting from the further investigation 
of our findings. For this, this study has its theoretical stance in interpretivism. 
 

3.4 Deductive Research 
A research process can follow one of three following paths; deductive, inductive, and 
abductive. Deductive research processes aim to test existing theories and hypotheses through 
data, whereas inductive processes focus on the creation of new theories which emerge from 
data collection and empirical findings (Saunders et al., 2010, p. 61-62). It is also possible to 
combine the two methods mentioned above (Saunders et al., 2010, p. 127). This method is 
referred to as an abductive study approach. 
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In our study we used secondary data to locate an opportunity within a highly researched field 
of nation branding and country-of-origin which we realized have not been researched yet to 
their full potential. Keeping this in mind, an alternative approach on the use of nation brand 
in marketing, we continued to interview with experts from different fields. In these interviews 
we were looking for patterns and confirmation on the discovery we made during out literature 
review. This workflow followed the guidelines of deductive reasoning.  

3.5 Qualitative Research Approach 

Qualitative research is better suited for researching phenomenon. Instead of investigating 
how much and how many, it investigates questions such as why, what and how. It is said that 
the interest lies in meaning rather than measuring (Keegan, 2009, p. 11-15; Saunders et al., 
2010, p. 351). For our research purpose, qualitative approach is vital for understanding 
relationships between people and brands within the complex cultural context, that is often 
dependent of beliefs and values, two measurements that are hard to track in data. 
 
Qualitative researchers often regard quantitative researches deficiency in understanding 
human behavior. Quantitative research is gathering data through large samples, but it lacks 
philosophical understanding (Saunders et al., 2010, p. 482-485) and would not be so suitable 
for our research purposes. For this reason, choosing a qualitative research was a natural 
choice for our study to provide the type of knowledge that gives an access to consumers’ 
minds (Keegan, 2009, p. 11-15). Although qualitative research is commonly conceived as 
more ‘subjective’ than quantitative research, we reasoned that in order to add practicality and 
depth in our findings, gathering data from business people that has worked within the field 
of our topic was a necessity (Keegan, 2009, p. 11-15; Saunders et al., 2010, p. 482-485).  

3.6 Research Design 
With its variety of generally accepted practices qualitative research approach has likely the 
highest level of flexibility among the experimental techniques (Astalin, 2013). Four most 
commonly used qualitative research designs include; phenomenology, ethnography, 
grounded theory, and case studies. 
 
Phenomenology is a course of explaining the existence of something that is an essential part 
of the reality we live in. Let it be events, situations, experiences or concepts, in some cases 
the shortage of comprehension about the phenomena might appear due to its complexity 
(Astalin, 2013). For example, considering the amount of research on nation branding that 
exists, we have a clear understanding of its meaning. However, questions like what does a 
correct implementation of the nation brand in business looks like or why it could be beneficial 
for someone to consider it as a marketing communication tool. Our research follows the 
phenomenological design, just like (Astalin, 2013, p. 119) describes, “Phenomenological 
research will not necessarily provide definitive explanations, but it does raise awareness and 
increases insight about the phenomena.” 
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The most suitable data collection method for phenomenological research types is generally 
agreed to be by open or semi-structured interviews (Padilla-Diaz, 2015, p. 101-110). 
Following the guidelines given by the phenomenological design we have conducted six semi 
structured interviews where we sought to discover how others have used the nation brand in 
their marketing and how this could possibly be developed further. 
 
In order to get the most out of our interviews we carefully chose the participants for our 
interviews in the data collection. The sampling was conducted with a specific criterion in 
mind. All the participants needed to be experts in their own areas (nation branding, marketing 
and soft power). These criteria sought to assure that the data given from the interviews was 
of extensive and accurate. This type of sampling is commonly known as purposive sampling. 
(Padilla-Diaz, 2015, p.  101-110). 

3.7 Practical Methodology	
The first piece of published text which led to us studying this subject is written by Ira Kalb, 
an American professor who also appears in this study as a respondent. After reading his 
article “Finland is the world's best kept secret”, we became interested in developing ways to 
aid companies gain leverage from their origins.	
	
We continued to our literature review process, using databases like DIVA-portal, Google 
Scholar and ResearchGate. Numerous of studies regarding country branding, country of 
origin, nation branding, place branding, and influences of térroir in brand value, were 
studied with the intention of finding answers to our curiosity. However, the previous studies 
failed to give us the answers we were looking for. This led to us developing our research 
question which created a base for this study.	
	
The topic seemed to be lacking in knowledge. Therefore, we decided to do a qualitative 
research, and collect information through interviews with experts of various backgrounds. 
The quality criteria for the interviewees was set:	

• A proven track record of international business 
• An influential position in the society 
• Have lived abroad and in Finland 
• Has had an executive role in a firm operating across country boundaries 

	
A list of possible interviewees was created. With the list we aimed for diversity, and variety 
in qualities between the respondents. Qualities that made the interviewees differ from each 
other were:	

• Different industry 
• Different core countries where operating 
• Different backgrounds and careers 
• Gender 

	
After coming to terms with who we wanted to interview, email invitations were sent to 12 
possible candidates. As we understood that time is valuable for the interviewees we aimed to 
contact, we decided to respect their time by researching their background thoroughly. This 
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process of studying interviewees led us to sending customized/personalized emails to all of 
them. The purpose of customizing the emails was to motivate why we consider this person 
relevant and what can he contribute to our study. We were able to cover all the differentiating 
qualities with an exception of one criterion, gender.  
	
Out of the twelve invitations, we received ten replies and ended up booking a meeting with 
six of the candidates. After further communication, a date was set for video interviews. The 
interview guide, which can be found in the appendix was sent to all of the interviewees in 
advance in order to give them time to reflect on the topic. We believe that this helped to 
enrich the content of the interviews. Our interviews were executed via Skype. Skype enabled 
us to record the interviews, which later helped us when writing the Empirical findings. 	
	
Our deductive reasoning led us in the analysis part of the paper. During the analysis we take 
the empirical data we have gathered during the interviews and inspect it through the 
theoretical framework which is created in the fourth chapter. This process opens a discussion 
about our results which later, in conclusion, leads to the answers our research is looking for.	

3.8 Interviews 
Our semi structured research design was divided into four subcategories which aim to tackle 
different aspects of the phenomena we investigate. We believe that an interview which is 
categorized this way helps the participants understand and follow the red thread which we as 
authors have intended and thus, enable for a more fluent and rich discussion during the 
interviews. All categories in the interviews have their own meaning and place in our research 
and they will be explained in more detail below. The complete interview guide can be found 
from appendix. 
 
Finnishness 
This section of our interviews has its focus on understanding the core of “Finnishness”. That 
is, how Finns and Finland in general are seen both home and abroad. The information 
stemming from this section will help us in identifying generally agreed perceptions about 
Finland’s key attributes as well as finding aspects which are perhaps misunderstood or 
overlooked. 
 
Business and COO 
Continuing from the previous subsection, this part sets the Finnish brand image in to the 
business context and investigates how it has and is been used in the past and present. In 
addition, this section aims to provide knowledge about some implications the use of that 
brand image has led to and create the basis for possible development. 
 
Politics 
Here we touch the subject of “soft power”, the nation’s capacity to mold the perceptions other 
countries might have about the nation in question (Valaskivi, 2016, p. 71-72). The section 
works as an interlude before the last and perhaps most interesting part of our interview. 
Political actions, engagement in international affairs, and commitment in organizations like 
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EU and UN will not only affect the amount of soft power a nation has, but also their brand 
image. This section aims to “check” in case any incidents in the political scene have an effect 
on the nation brand which companies might want to use in their marketing. 
 
Future 
This subsection is concerned merely on the expert’s views about the future of the Finnish 
nation brand. The aim with this is to construct a generally agreed direction for the future of 
the Finnish brand which creates a variety of aspects that companies can use to their 
advantage, furthermore this section will help to point out the factors that need to be changed 
in order to make this direction possible. 
 
The interview Process 
The interviews were extensive and lasted from 45 minutes to two hours. The length of the 
interviews made it possible to make sure that all the important aspects during the video calls 
were given the correct amount of emphasis. To avoid language barriers, all the interviews 
were conducted in the respondent's native language, Finnish and English. The use of native 
language also insured that all the nuances in the answers were observable. The interviews 
were recorded in digital form. This made it possible to listen them again whenever needed, 
to make sure nothing could be left out of consideration.  

3.9 Quality Criteria in Qualitative Research 
 
Credibility 
Credibility is concerned about the confidence in the truth of the results. It aims to value if the 
research findings are in line with the original data collected from the participants, thus the 
authentic perceptions of the participants are interpreted in an adequate manner (Anney, 2014, 
p. 272-297). In our research, empirical data was collected in the native language of every 
interviewee, to prevent problems that could have occurred through language barriers. During 
the interviews, the authors often verified the meanings and connotations of the interviewees 
to assure that the intended meaning of the participant was understood properly. The 
interviews were recorded, to enable the authors to listen the interviews multiple times to 
assure that the context was understood as it was intended.  
 
Transferability 
Transferability is concerned if the study results are transferable in other situations, 
populations and contexts. The researchers can prevent potential critique of transferability by 
‘thick description’ and purposeful sampling. Meaning that all the aspects of the study must 
be carefully recorded and reported in order to provide transferability for future research. 
Purposeful sampling states that respondents for the interviews are selected with the outcome 
of the study in mind, hence they have meaningful knowledge within the field of study 
(Anney, 2014, p. 272-297). In our research, the empirical data was collected from business 
experts who have experiences from different industries. When choosing interviewees, an 
important aspect was that these experts had experiences from a large variety of different 
countries and cultures. These aspects mentioned, enabled that the findings are extensive, and 
the knowledge gathered was transferable for many businesses acting internationally.  
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Dependability 
According to (Anney, 2014, p. 272-279) dependability points out “the stability of findings 
over time”. That is, the capability to supply results which can justifiably be relied on within 
a given time-period. A common way to create dependability in a study is to invite an outside 
analyst for an inquiry audit, a process where the parts of data collection, analysis, and the 
results are examined for accuracy (Lani, 2019). In our study this inquiry audit will be 
performed during the peer review seminar, also known as the thesis opposition. 
 

3.10 Research Ethics 
Research ethics has its interest in how the research is conducted and formed and how the data 
is collected from a moral and responsible standpoint (Saunders et al., 2010, p. 184). Ethical 
considerations were carefully taken in consideration when researching and conducting this 
study. When choosing sources that was used in this study, we wanted to make sure that they 
were reliable, updated and referenced the correct manner to respect the work of previous 
authors and researchers. The databases used were trustworthy. Our primary data was 
collected through interviews. It was made sure that the participants new the purpose of the 
interviews. The interviewees were asked if their names could be used in this paper, 
anonymous alternative was naturally offered. The interviewees were also requested if the 
interviews could be recorded. All the participants agreed on both requests.  
 

 

  



 

 
 

 
 
 

 

 13 

4. Theoretical framework 
In this part of the thesis, Theoretical Framework, the four central components of our research 
will be explained and argued for. Another aim of this part is to show how the components 
are linked to each other and what they lack in the light of our research. 

4.1 Nation Brand 
“Since the earliest times producers of goods have used their brands or marks to distinguish 
their products. Pride in their products has no doubt played a part in this. More particularly, 
by identifying their products they have provided purchasers with a means of recognizing and 
specifying them should they wish to repurchase or recommend the products to others.” 
(Murphy, 1992, p. 1) 
 
Branding as a tool when increasing awareness and customer retention has become a key 
factor in the marketing of nearly every product and service today. A brand acts as a promise 
about quality and when used well, it brings forward its unique values to aid a successful 
business strategy (Swaminathan, 2016, p. 33-38). The brand image is based merely on 
reputation and for this reason the brand must ensure that it delivers according to their 
customer’s expectations (Slade, 2016). Hence, a brand isn’t a product created by someone, 
instead, it is its own self-fulfilling prophecy. The easiest way to understand the practice of 
branding is by considering it as being about creating differentiation. The brand image is 
created by the Brand values, which are the central ideologies that a brand sustains, and which 
make it seem different from its competition (Slade, 2016). 
 
“A nation brand is the sum of people’s perceptions of a country across the most important 
areas of national competence “(Žugić & Konatar, 2017). Simon Anholt (2011, p. 6) argues 
that the reputation of a country behaves similarly to brand images of companies and products. 
This generalization has led to governments developing ways to increase their brand 
awareness in the global fields in order to attract more capital in to their economies. However, 
nations are not always able to control their brand towards the direction desired. Pivoting the 
world’s perceptions of a nation is difficult (Kotler & Gertner, 2002, p. 34), and the use of 
commercial marketing communications is not able to directly shape the images of countries 
to something they do not represent in the first place (Anholt, 2011). When governments stand 
powerless in the mercy of their own natural image, the right approach to nation branding 
would be to focus on the country’s already existing anecdotes. Other scholars studying nation 
brands, have stumbled upon similar challenges, and a question has been raised; How can a 
nation communicate a single image to multiple countries and audiences? (Fan, 2005; Andrei, 
2017).  
 
To summarize, nation brand portrays a generalized image of a nation and aims to 
emphasize its competitive aspects in order to view the nation through its core strengths. 
However, what nation brand lacks, is how it can be used as value adding element in 
international business. Although nation branding has its challenges, it has been successfully 
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executed by nations. Nation brand can be communicated in business in many ways. One of 
which is country of origin that will be introduced later in this chapter.  

4.2 Brand Communication 
 
Keeping the scope of our study in mind, communication plays a pivotal role in our 
understanding of the research. The role of brand communication is to disclose the brand to 
consumers, creating brand awareness. By communicating the values that the brand 
represents, the organizations aim to communicate their unique selling proposition and by this 
differentiate from their competitors (Zehir et al., 2011). According to Zehir et al. (2011, 
p.1219) ‘’Any exposure to the brand communication affects consumer response, which can 
be measured by analyzing variables like brand awareness in terms of recall and recognition, 
favorability, strength and uniqueness of the brand associations in the consumer memory.’’ It 
is important to point out that when marketing communication is directed to international 
markets it might require adjustments since there might be considerable differences in the 
implementations between domestic and foreign marketing communications (Czinkota & 
Pinkwart, 2013). In other words, it is important for companies to notice the fact that when 
communicating the brand globally, brand communications need to be reconsidered to make 
sure that the message the brand aims to communicate is received as designed. 
 
In some cases, communication between consumers has showed to be more effective than the 
corporate messages themselves (Muñiz, Jr. & Schau, 2007). No matter whether this is a result 
of poor brand communication form the corporate, or sheer evidence about the power which 
word of mouth may have, corporations need to be aware that their actions will lead to 
discussions which may be out of their reach. In addition, it is to be acknowledged that 
organizations are able to gain advantage from supporting the perceptions their customers 
might already have about the brand image (Slade, 2016). For this reason, a deep knowledge 
about the customers is required in order to create and deliver relevant content that is of high 
quality (Kitchen & Burgmann, 2010). 
 
During the 21st century, the world of communication has undergone major changes due to 
technological advancements. Digital forms of communication, which take place online, have 
become progressively more important (Sharakhina et al., 2018). Tools in digital space have 
enabled marketers to be more aware of their customer’s interests, thus opening up new 
possibilities in the processes of segmentation and resource positioning to places where they 
matter the most (Sharakhina et al., 2018). 
 
To summarize, companies need to know what perceptions consumers have about the brand 
and its origin, and through this understanding, companies will be able to communicate their 
brands towards a value adding direction. With the technologies available today, businesses 
are now enabled to understand their customers better, and take this knowledge in use in 
their positioning strategies. 
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4.3 Brand Positioning Strategy 
“Aligning brand position and segmentation is cost effective, a source of opportunity to 
transfer the firm’s offerings across national or regional boundaries, a platform for market 
expansion opportunities, and a means to further improve brand management.” - Hassan & 
Craft, 2012, p. 356 

Brand positioning is concerned with the intended place an organization wants to possess in 
the target consumer’s mind, relative to its competitors (Malhotra & Bhattacharyya, 2018). 
This includes the assets, the organization wants the consumers to recall, when they think or 
discuss about the brand. A meaningful use of brand positioning strategy helps to expand 
customer relevancy and competitive uniqueness, which altogether magnifies brand value 
(Hassan & Craft, 2012, p. 344-355). On an international playground, it is important for 
companies to construct a global branding strategy, which aims to provide differentiation and 
basis for a unique selling proposition. The fundamental part of branding is in positioning and 
creating its identity (Douglas et al. 2001, p. 97-114).  
 
A commonly encountered problem among marketers in international business today is to 
figure out how segment markets across the globe. The issue here is how to position a brand 
so that it speaks to and reaches multiple identified segments. (Hassan & Craft, 2012, p. 344-
355). Previously, scholars on this topic have focused mainly on geographical factors. 
However, globalization has reached a point where other variables such as values and lifestyle 
factors of consumers should be considered in addition to demographic measures (Hassan & 
Craft, 2012, p. 344-355). Technology has developed to a level where data gathering has a 
major role in creating marketing strategies. Today, it is important for marketers to understand 
and know, how to use big data in market segmentation (Verdenhofs & Tambovceva, 2019, 
p. 238-243). This development has offered an opportunity to focus on other than demographic 
variables when segmenting consumers. 
 
An approach to the issue mentioned above that has been introduced by researchers is multi-
local brand positioning. This strategy aims to use lifestyle and behavioral factors for micro 
level segmentation. In other words, it considers the perceptions a product has among 
consumers in different segments across the globe in order to adjust the brand respectively 
(Hassan & Craft, 2012, p. 344-355) thus, leading to a base for efficient brand and marketing 
communication through understanding the consumer (Zehir et al., 2011). 

To summarize, brand positioning works as a tool to show how companies can brand 
themselves to right customers. Effective brand strategies need to understand the minds of 
consumers. Furthermore, international companies need an understanding about the consumer 
behavior, which is not measured by demographics, but the ideologies consumers share. An 
example of a such segment are the LOHAS consumers that were presented in our 
preknowledge chapter. In regard to our research problem, the concept of brand positioning 
alone lacks the ability to investigate the origin of a given brand. However, it works as an 
important building block in our theoretical framework. We will follow this by introducing 
the concept of country of origin. This will aid in investigating how the brand’s country of 
origin can be implemented in a company's brand positioning strategy. 
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4.4 Country of Origin (COO) 
Country of origin refers to the provenance of a company. Many companies include the 
country of origin in their brands in order hope to gain an increase in brand value. The value 
for domestic customers is gained by patriotic or environmental intentions and to foreign 
customers through positive image of the country of origin (Aichner, 2013, p. 81-93).  It is 
widely acknowledged, that the country-of-origin of a product, service or a brand has a 
potential impact on the consumers decision making (Beverland & Lindgreen, 2002). There 
are multiple examples, how this has been used in marketing and branding. Consumers tend 
to have strong perceptions about high quality in products from countries like Germany, 
Switzerland and Japan, since their reputation as top manufacturers and exporters has created 
a positive image for these nations (Kotler & Gertner, 2002). Volvo, a Swedish-origin car 
manufacturer is a good example of a company that had trusted their branding in the positive 
image of Sweden, which has been known for its safety and trustworthiness (Kotler and 
Gertner, 2002). Volvo has successfully used their country-of-origin image to their advantage 
and targeted their marketing towards consumers that value safety and trustworthiness in their 
purchasing decisions. Volvo is not a Swedish owned company anymore. However, the brand 
image remains strongly rooted in its Swedish origins. This shows how influential COO can 
be, when implemented well.  

In order to increase and maintain competitive advantage, companies are eager to know how 
to communicate their COO. In a study made by Moradi & Zarei (2011, p. 541): ‘’COO can 
act as moderating variable and influence consumers’ perceived quality, loyalty and brand 
choice and preference’’. The somewhat obvious fact is that companies can only benefit from 
COO factors that the consumers are aware of (Aichner, 2013. p.81-93). In the light of this, 
many companies are trying to figure out how to benefit from their country of origin. 
(Balabanis & Diamantopoulos, 2008) 

Globalization has increased the brand competition, thus branding through COO has evolved 
over the years. In a study made by Vianelli & Marzallo (2011, cited in Aichner, 2013, p. 83) 
There are multiple dimensions for COO of products and services. These dimensions can be 
found from Table 1. 
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There are eight strategies for communicating COO of products. First two (made in strategy 
& Quality and origin labels) that will be introduced are known to be regulated COO 
strategies, meaning that there is a certain governmental monitoring in order for businesses to 
be permitted to use these strategies. The last six strategies are unmonitored and can be used 
by anyone, even foreign companies (Aichner, 2013, p. 81-93). Since the strategies could be 
said to be self-explanatory, allow us to introduce them with practical examples: 

Made in.., is the most used way to communicate an origin of a product. It is a direct way for 
companies to communicate with their customers where the product originates from (Aichner, 
2013, p. 81-93). An example of this is Made in Italy -labels in pasta and pizza, sold all around 
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the world. The passion Italians share for food has led to them becoming generally agreed 
experts on food like pasta and pizza. 

Quality and origin labels, Apple uses the strategy with all of their products by labeling them 
as being Designed by Apple in California. Apple believes that this creates a sense of quality 
that would otherwise not be perceived as their products are being produced and assembled 
mostly in China (Aichner, 2013, p. 81-93). 

COO is embedded in the company name, Canada Goose, a Canadian winter wear 
manufacturer serves as a perfect example for the use of this strategy. Canada is known for its 
extreme arctic climate and for this reason, mentioning their geographical location in their 
company name is aimed to create a certain image of excellence when producing warm and 
high-quality clothing for cold climate. 

Typical COO word is embedded in the company name, Volkswagen (the car of the public) 
shows an example about a great use of a local word in the company name. Germany is known 
for its car industry and excellence in engineering. By having a German name it reminds 
customers of the origin of Volkswagen. 

Use of the COO language, the use of COO language has been a strong character of IKEA 
since the beginning. IKEA has always named their products with Swedish names, even in 
foreign markets. This type of COO strategy is a more complex way of communicating the 
COO of the company but aims to always remind the customers about the origin of the 
company. 
 
Use of the stereotypical or famous people from COO, Thierry Henry, once known as one 
of the most popular French football players in the world, was used as a brand ambassador for 
the French car manufacturer Renault in early 2000’s. This was an easy way for the car 
manufacturer to remind their customers about their provenance. 
 
Use of flags and symbols of COO, Guinness, one of the world’s most widely known beer 
brands uses the official country symbol of its origin, Ireland, in its product design in a way 
that leaves no room for hesitation. The famous logo is based on the Irish harp that dates back 
all the way to the 14th century. 
 
Use of typical landscape or architecture from COO, Toblerone, a Swiss chocolate 
manufacturer, trusts their COO landscape in their product design. The Alps are considered to 
be part of the typical landscape in Switzerland. The shape of their bars as well as their logo 
design follows the Swiss theme and enforces the COO -product connection in the minds of 
their customers. 
 
The eight strategies above present tools which can be used in bringing forward the image of 
a brand origin alone. These tools lack the ability to showcase the possibilities in targeting 
and investigate the COO from a consumer perspective. 
 
Figure 1 demonstrates what needs to be considered when a nation brand is communicated in 
business. As communication is a two-way street, any effective applications of nation brands 
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in brand communications are not possible without listening and understanding the opposite 
side, the consumer (Zehir et al., 2011). Hence, if a brand is based on the values of its country-
of-origin, it is vital to understand the aspects that stand out from the competition and create 
value for the consumers. Brand positioning acts as a central tool for identifying those values. 
What we cannot forget, is the influence corporate brands have on people’s perceptions about 
the nation brands themselves. For example, the global position Japan has as a quality 
technology producer is not an achievement of Japan’s government, but rather their companies 
like Sony, Nikon, and Panasonic. This example closes the circle in our figure 1.  
 
Figure 1: Theoretical Framework 
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5. Empirical Findings 

Our results were divided into four different categories based on the four components 
presented in the theoretical framework. This division aims to make the data easier to handle 
when later moving on to the discussion chapter. Every category has its own meaning and 
place when we start to approach our research question. All of the categories and their findings 
are explained in detail below. 

5.1 Respondent 1 
Pekka Pärnänen is the CEO & Founder of Silicon Valley based boutique business 
development company MAD-Partners with 30+ years’ experience in International business 
with proven ability to drive business expansion through aggressive partnerships and sales 
initiatives that deliver revenue growth, market share, and market penetration. He was 
previously Head of Finpro Silicon Valley and the cofounder of FinNode (Finnish Innovation 
Center in Silicon Valley) and Nordic Innovation House. Prior to that Pekka was Director for 
Global Business Development for Solid Information Technology (sold to IBM), VP Global 
Marketing and Sales for Cybelius Software, and President for T.V.I – TEMET Vision 
Industry. Pekka has MSc in Material Science & Industrial Economics from Helsinki 
University of Technology (Now Aalto University). Pekka is also a producer of Viking Geeks 
- a documentary film about Nordic startups in Silicon Valley.  
 
Finnishness 
Pärnänen identifies “Finnishness” as his roots, identity and pride. He feels that the 
perceptions about this might differ based on where the person is and how long he/she has 
spent time outside Finland. He believes that his perception could be different due to his 
outside perspective of his homeland after spending such a long time abroad. In addition, he 
feels that one’s profession can play a role in shaping the perception about Finnishness. Based 
on his last 20 years in Silicon Valley he summarizes Finnishness in three values; Trust, 
Straight, Techie. 
 
When asked about how he believes Finland is seen abroad, he explains how the perceptions 
about the nation may vary, based on whom it is asked from, and what these people do. He 
continues by stating that the ecosystem and the people one deals with professionally and 
“casually” will have an impact on how they perceive a given nation. 

In order to explain how Finland is seen from the perspective of his current location, Silicon 
Valley, he starts by setting the mood and points out some key aspects about the environment. 
According to his words, Silicon Valley, is very innovative and high tech-oriented ecosystem, 
with world's leading technology companies, investors, startups, universities etc. In Silicon 
Valley, Finland is seen as a strong technology country which is producing over its weight top 
technology companies and startups to the global markets. According to him it is not only 
Finland, rather, it is the whole Nordics, and here Finland is a strong contributor to the Nordic 
ecosystem which he sees as a good thing. He adds: “It is good to be part of some bigger 
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ecosystem, because looking from Silicon Valley/California perspective - the Nordics are all 
the same.” 

Pärnänen feels that Finland is also seen as a sustainable and advanced country, which is 
taking care of its people - in things like health care, environment, and education. According 
to him this is very important since it is not a trade between sustainability and technology, on 
the contrary, he says: “these things are supporting each other.” Lastly, He adds that some 
Finns are seen a bit shy and reserved, holding back. To exemplify this, he tells how he tends 
to joke followingly; “the Finnish superlative expression is ‘Not too shitty’ (ei paskempi) and 
it is equivalent to the American expression ‘Fucking awesome!’” 

Pärnänen has acknowledged that Finns, abroad and in business are perceived as trustworthy, 
honest and great in technology and tech development. Furthermore, Finns keep their promise 
and they would rather under promise and over deliver than vice versa. He continues by stating 
that Finland could be better promoting what it has to offer. He feels that often, the people 
working on the nation’s brand are born citizens of the country and thus, miss many of the 
small nuances regarding how people abroad consider the image of that nation. Pärnänen 
suggests that Finland should work with major media channels in order to get a share of their 
exposure. He mentions some examples of such; “CNN did this with Anthony Bourdain, also 
Finland has been a destination in Bachelor and Amazing Race - but it could be even more.” 
He even brings another example of a way Finland has brought them to people's awareness, 
Slush. He describes Slush as a limited (targeted) event which brings some US companies and 
investors to Finland, but it is purely based on personal relationships. 

Business and COO 
When asked about how Pärnänen has brought the Finnish image forward in his business he 
responds: “Here it does matter where you come from - it matters where are you going! So, it 
matters what you do and how do you contribute to the ecosystem.” He continues by telling 
how many of the companies he, as a business developer, works with have been Finnish. The 
origin of the companies often naturally comes out, but Finland, according to him, has not 
been a flag they have been waving per se. In their line of business, it is the 
technology/solution/offering which comes in front. He continues by stating that “nobody 
takes a meeting just because you are from Finland.” However, referring to what he said 
earlier about Finns avoiding overpromising, he sees that in business, what Finns promise, it 
will be delivered, and this in some cases will help. 

Pärnänen describes the response the Finnish image has gotten in his business field as valuing 
tech savviness. He sees that the previous quality tech products from Finland have at least 
“not hurt” the reputation of Finnish companies in the field. In other means, he mentions; 
“Sometimes people react to some silly or not related things, like there are those hockey 
players or conductors or bands or formula 1 drivers from Finland. Or that they have been to 
Finland or they know someone else from Finland.” Furthermore, Pärnänen finds it difficult 
to pinpoint whether the use of Finnish brand in business has led to any added value. However, 
he is convinced that it has not diminished the brands of the organizations. 

After asking Pärnänen about how it can be made sure that the nation image one uses in their 
business is correct, and in line with the values of the domestic public, he challenges the 
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question by asking: “What is the correct image?”. Again, he refers to what he said earlier. 
He believes that as the nation image is seen differently abroad, there should be non-Finns 
(from various industries and regions) engaged in part of the marketing processes. He sees 
that perceptions will affect how the communication received and adapted abroad. 

When asked about his approach to market research, Pärnänen states that it always depends 
what the technology/solution/product is, the status of the company (where they are in 
development, majority, funding, resources etc). He continues by explaining the process 
further. According to him the first main thing is to get to know the market (the local market) 
by market assessment because markets are different. Some important things to know include 
who buys, what do the buy, how do they buy, what is the business model and pricing, and 
how to support the customer. Another aspect that comes essential is the offering itself since 
in other markets the ecosystems are usually different and especially in small markets (like in 
Finland) the offering which works there, usually does not work in big markets (like in 
California or the US). Here he explains how important the act of finding the core of one’s 
business is. To this he adds that one does not need to conduct miracles to make sales, when 
the core of the business is understood, it is easily communicated. Lastly, he concludes, “if 
the experiences are from a different market (not only different continent or country but also 
other region in the US), there’s not too much help from those experiences. This of course 
depends on the industry.” Lastly, Pärnänen mentions that for consumer brands, the marketing 
is done often in different channels, where “money talks”. Here he thinks that the efficiency 
in marketing communication plays an essential role. 

Politics 
In regard to politics and diplomatic influence, Pärnänen feels that Finland has more weight 
than its size in population might suggest. He feels strongly about the diplomatic relations the 
nation has. Something he has had to explain often during his time in the USA has been the 
differences in the political focal points between USA and Finland. In other words, how the 
“neutral” parties are located in the “left-right wing” spectrum when comparing the two 
countries. As an example, he mentions that sometimes people have had difficulties 
understanding that social welfare does not directly translate to socialism. 

Future 
In regard to the future of the Finnish brand Pärnänen expresses his concern about how the 
image of Finland might have suffered from the leaders being somewhat outdated. In other 
words, he fears that the leaders responsible of developing the Finnish image haven’t had 
enough experience abroad to understand the importance of non-domestic perspectives. Just 
like he mentioned in the business part of our interview, he sees that the nation brand could 
benefit from understanding its target segments better. This understanding, according to him, 
could come easier with the help of outsiders’ perspectives. What Pärnänen discusses above, 
becomes summarized when he says that “now would be a great time for Finnish Brand 3.0 
to emerge. We have been running the version 1.0 for too long, and I am afraid edition 2.0 
has already lost its potential in the global space, before we even had the time to launch it.” 

To exemplify the gap between the perceptions he talks about a lot, Pärnänen explains how 
romanticism of the Finnish landscape can be condensed into an image where you see 
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beautiful view to a lake which is then ruined by a dock that should've been repaired at least 
five years ago, in addition, there is a boat that has for long ago seen its best days, and is now 
in serious need of maintenance. According to him, painting this image to people in his current 
area of residence in the USA, a common response would probably be equivalent to “do they 
even have electricity over there?”. Now, given the context, Finland is not a poor country, 
hence his concern about this cultural gap. 

Pärnänen sees LOHAS values as something that can be utilized. However, according to him, 
in order to gain from them, some things need to be changed. He explains again how the 
customer needs to be understood in order to approach the development process in a smart 
way. For brands which use LOHAS based values in their vision, Pärnänen mentions examples 
like Goodio and, Golden Green Foods, who have reached popularity among some Americans. 
He sees that there is room for more products alike but representing sustainable values often 
asks for perseverance and lots of funding. 

5.2 Respondent 2 
Ira Kalb is a consultant, trainer, author, speaker, and recognized professor. Kalb is currently 
teaching for the Marshall School of Business at University of Southern California. 
Previously, Kalb has worked as a professor at the University of Helsinki (nowadays Aalto 
university). Kalb has studied Finland, including its business culture and published an 
extensive number of articles on platforms such as The Huffington post and Business insider. 
To remark his efforts towards Finland, Kalb was Knighted by the Finnish Government in 
2016 as Knight First Class of the Order of the Lion of Finland. 

 
Finnishness 
Kalb’s perception of Finland and the ‘’Finnishness’’ was following; the average person in 
Finland seems very shy and doesn’t want to express herself/himself too much. “In Finland 
things work, and they work very well, so I would call that Finnishness’’, he says. Kalb 
continued this by stating that Finns have some sort of “a drive’’ to make things work very 
well. According to him a less positive thing about Finland was the insecurity among Finnish 
public. He has trouble believing this, since in his opinion, there are so many great things in 
Finland. When it was asked where he believes, this insecurity originates from, Kalb mentions 
that some people think it has to do with the fact that Finland was dominated by other countries 
for so long. 
 
According to him most people would describe Finland based on its environment, with 
beautiful nature and nice water. He continues this by telling how it took him a few trips to 
Finland until he realized the cultural issue apparent in Finland that when you say your product 
is good, a lot of Finns consider this exaggerating. Kalb continues this and points out that if 
you have studied marketing or worked with it, you know that products don’t speak for 
themselves, or they do until a competitor has better marketing and that’s when you get wiped 
off the map. Kalb makes an example of Finlandia vodka and compares it with Absolut vodka: 
‘’The Finns I know think Finlandia is so much better, but the rest of the world hasn’t even 
heard of it’’. Kalb continues this with saying that many business opportunities are missed 
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because of this reason. In addition, Kalb believes that younger generation will turn things 
around. When Kalb is asked to describe ‘’Finnishness’’ with three values, he points out 
timeliness, insecurity and the fact that everything works. 
 
‘’After working a while in Finland, I then went to Manchester, England, and I was supposedly 
in a really nice hotel which had one of the best golf courses. When I opened the door of the 
hotel room, it banged into the closet door, and that would never happen in Finland. There 
was a big contrast the way British do things and the way Finns do.’’ Kalb continues this and 
says how Finns have some very simple inventions that make a basic life so much easier; “like 
the drying closet for your dishes! I have never seen any other country to have it’’. Another 
thing Kalb lifts up during this part of the interview is his appreciation towards the high level 
of education. He sees the young population in Finland as very smart in relevance to many 
other countries.  
 
Kalb mentions that Finland is seen as a very cold place and that people have hard time in 
keeping Finland in their mind; “I told people I was going to Finland, I was gone for few 
weeks and next time I saw them they asked when are you going to Norway? Or when are you 
going to Sweden’’ and continues with stating that people just can’t keep Finland in their 
minds, and for some reason, Finland does not do much to communicate about itself. 
 
Business and COO 
In relation to the usage of Country of origin in business. Kalb tells that when he heard how 
most Americans thought NOKIA was Japanese, he mentioned this for some Finnish people, 
whom answered that it probably is good since it would mean that they would buy it. Kalb 
restates himself: “See what I mean by the insecurity?’’ However, another fact relating to 
communication he reminds about is that communication is done wrong when one aims only 
to message the features of his product. In addition, he continues by telling how he believes 
that “a Finn wouldn’t probably be able to write positive marketing content about Finland as 
effectively as some foreign people could, due to their shyness.” When Kalb is asked how to 
make sure that the nation brand is in line with the public of the nation, Kalb answers that it 
is not important but that there are Finnish values that Finland can use in their marketing, that 
is, if people in Finland don’t see it as an exaggeration. After this, Kalb states that following 
up is important in business. He indicates the importance of connecting with the customer 
multiple times in order to learn more about them, allowing for a better understanding of what 
their needs are. 
 
Kalb advises to look at the marketplace as a mirror to find out what are the consumers’ needs. 
This is done by collecting information and listening well. Kalb pinpoints the importance of 
thinking about the market from an outside perspective, and continually finding what 
consumers want. ‘’What consumers wanted last year and what they want this year may 
differ’’, Kalb adds. He states again that products need to be marketed until a customer 
remembers it, and that it has to stick to the minds of consumers. Kalb’s advice is to 
communicate yourself as a comparative, and to explain how and why. He also says that he 
liked comparative communication over saying that you are the best. Kalb summarized this 
by saying: ‘’If you say you are the best, at some point you will be a liar and Finns don't like 
that!’’ 
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In order to explain how to approach new markets, Kalb mentions that market information 
systems are important and market research is part of it. Kalb explains that market research is 
always in the past and it plays an important role, especially in a case where enough 
information is not available. Kalb continues by saying that although Finland is known for 
their qualities in business to business context, it still remains quite unknown to consumers. 
To conclude the business part of the interview, Kalb explains that the problem is the way 
Finns look at the business and how it needs to be changed. He continued by explaining how 
a lot of Finnish people are not concerned about making money. 
 
Future  
When the discussion moved to the last part, the future, Kalb thinks that Finland has a great 
business environment for supporting LOHAS values, since the orientation towards nature 
and health is a big deal in Finland. He continued this by saying: “Finland is really set up 
right now. I mean, you might need to let the rest of the world know about your orientation 
towards nature’’. 
 

5.3 Respondent 3 
Teemu Lemetti is an Aalto University graduate of Strategy and International Design 
Business Management. Lemetti is currently part of a global movement on the rise in Junction, 
which is not only the biggest hackathon in Europe but also a global community of techies. 
Junction empowers people to create with technology. As a CFO, Lemetti has had a vital role 
in the rapid growth and success of the company. Impacting operations outside the limitations 
of his role, Lemetti has been a crucial part in growing Junction from a single event into a 
global phenomenon. Junction's global program, JunctionX has grown into operating in 10 
countries in less than 2 years after its initiation in the beginning of 2018. 
 
Finnishness 
In relation to our discussion about Finland and its image, Lemetti describes Finland as a place 
that gives people an excellent starting point/base for life. Lemetti says that the great education 
Finland offers, does not only teach you to do well in school, but it coaches you to improvise 
and solve problems in everyday life. Another thing that ‘’Finnishness’’ represents for Lemetti 
is the nature and the respect towards it. Lemetti describes that Finnish culture makes you to 
be humble and honest; “Finns don’t brag or over exaggerate about stuff that doesn’t have 
credit to do so, this is the Finnish kind of honesty.’’ Lemetti continues this by mentioning 
how in Finland, people are coming to realize how they might be “over humble” and are now 
trying to change that. Some pioneers of this process have been organizations like SLUSH, 
who have run campaigns like “What is Finland good in?” and “Humblebrag” to make Finns 
speak out their accomplishments. Lemetti believes that firms are the ones who have the power 
in changing attitudes and perceptions. 
 
Lemetti summarizes “Finnishness’’ in three values; humbleness, honesty & rectitude and 
calmness. Honesty and rectitude for Lemetti mean when a Finnish person promises 
something, it happens. “We are known for this in business and it is good since there is no 
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need to filter out our sayings when promises are being made’’, Lemetti explains. Calmness 
for him, means how Finnish people respect others and their space, and that Finnish people 
are not too impulsive in decision making. Lastly, he adds; “from a foreign perspective, often 
Finland is seen as an arctic nation with polar bears and penguins”. Lemetti continues this 
by explaining that for some people, the synergy between business and nature might be 
difficult to understand. 
 
Business and COO 
Moving to the business section, Lemetti explains that in their business, the Country of origin 
is not being pushed in their marketing, but it has indirect ways of coming to the consciousness 
of their customers and partners. “We see ourselves global, and what we do is purely of global 
phenomenon, the indirect way is a much cooler way to bring out the origin of our business’’, 
Lemetti states. 
 
When asking what are these indirect ways their origin has appeared, Lemetti clarifies that it 
relies on the Finnish way to do business and that the feminine and non-hierarchical working 
culture has been eye-opening and that it has encouraged many to be more innovative through 
a different mindset, where everyone can share ideas and create. 
 
When discussion directs towards the topic of market expansions, Lemetti explains that new 
markets should be discovered through people. “Through people we gain an understanding 
of the consumer groups we aim to target’’. And continues this by explaining that the location 
is not in their interest but the people and their mindset, thoughts and values they share. When 
it comes to location, Lemetti explains that they are interested in the infrastructure, education 
and trends, “since we are a tech-company, these things are relevant for us’’. Lemetti 
summarizes this by explaining that location-focused market entries haven’t been that 
successful in their business, and that the people and the local team are more important, human 
capital and connection over location. 
 
Politics 
When we move towards international politics and soft power, Lemetti mentions that Finland 
as relatively a small player in global playground has been able to influence the amount of its 
diplomatic leverage quite well and that Finland is more powerful than its size would suggest. 
However, Lemetti mentions that as Finland is so small, cooperation is necessity and that the 
ability to cooperate and work together with others should be considered as a strength. Further 
Lemetti discusses how he believes that as Nordic countries share similar values and 
ideologies, they should cooperate and work together more closely. 
 
Future 
When the interview moves to discussing the future, Lemetti has a lot of things to say. He 
believes that Finland should focus on nature related education, emphasizing the happy nation 
-image and invest in creating better infrastructure and facilities for tourism. 
  
Lemetti hopes that Finland would underline how good place it is to live and work. He 
elaborates further by explaining that the healthy lifestyle and good work-life balance are 
something that aren’t a norm internationally; “our 955 model is much healthier than the 996 



 

 
 

 
 
 

 

 27 

that some people live with’’. What Lemetti refers to is that 955 describes the general work 
life in Finland where you work from nine to five, five days a week and 996 on the other hand 
describes a work life where you work from nine to nine, 6 days a week. He continues with 
explaining how Finland should make it an easier place to move to and work in. He sees that 
Finland needs more educated workforce in the future as the age distribution is changing and 
the future will therefore be more people dependent regarding the nation’s pensionary aids. 
This is followed by Lemetti describing how this could be provided; “Finnish companies 
should make English as their business language, also Finland should make it easier to move 
here and live here, this would allow Finland to be more attractive business environment for 
companies and human capital.’’ Lastly, we ask Lemetti’s thoughts about LOHAS and if 
Finland has a good business environment for representing LOHAS values. He thinks that 
Finland has a good environment for delivering sustainable and environmental business. 
Although he thinks that many Finnish companies realize that they are ahead in an 
international context. He points out that they should focus less on comparing their actions to 
others and continue the good work in socio-economic issues. 

5.4 Respondent 4 
Totti Nyberg is the CCO/Advisor for a Finnish clothing company Makia, that has its roots 
in Helsinki. After working for an international snowboard brand Burton in Austria, Nyberg 
returned to Makia as their CCO in 2014 and after two years, in 2016, Makia’s turnover 
increased by 40%. Nyberg also works as an entrepreneur and is an alumni for Hanken School 
of Business and Economics. 
 
Finnishness 
For Nyberg, Finland means home, and he adds that it would be a hard place to leave since 
there are so many good things related to the country. He continues by saying that Helsinki is 
important for him and his business. When asked about the values in ‘’Finnishness’’, Nyberg 
begins with that the values their brand, Makia, represents are based on Finnish values. These 
core values are explained through practical implications like, “We don’t lie’’, says Nyberg. 
He explains that if there were something wrong with their product, they would not try to 
explain it in anyway, instead, they would apologize, fix the problem, or find a compensatory 
product that satisfies the customer. “This is important for us”, he says. Nyberg sheds light 
on the level of Makia’s motivation in the organization and its culture by pointing out how 
“every worker at Makia, is worth ten of those at Carhart, our competitor.” He continues; 
“We have it in our DNA, one Makia employee does a lot of things and more, we don’t have 
assistants or secretaries. Everyone does their job and works hard”. The third value comes 
apparent when Nyberg points out the fact that Makia never pays for people to like them. He 
further opens this by explaining their approach towards the influencer world; “Paying for 
someone to talk positive things about us is against our values and what we represent as a 
brand’’. Nyberg states that the communication must be organic, otherwise it would not be 
honest and right. 
 
When asked how Nyberg believes that Finland is seen abroad, he explains that it obviously 
depends on the location and points out that in Italy, where Makia has a big market, Finland 
is seen as a part of the Nordics, but more hardcore and “tough” than its western neighbors. 
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“In their eyes, Finland is tough and rugged’’, Nyberg adds. He explains that sometimes when 
Makia has visitors from Italy, they realize how horrible the weather sometime is. Through 
this, they understand the “Grim North’’ and the products Makia produces much better. The 
discussion continues and Nyberg mentions that many Central Europeans see Finland as a 
design capital, that has its heritage in doers like Alvar Aalto. 
 
Business and COO 
The discussion moves towards the topic about how the origin of Makia is brought out. Nyberg 
tells that it is communicated through visualizing things such as photos of rough and honest 
Finnish landscapes where the real everyday life is present. As an example, Nyberg describes 
how their Summer catalog has a picture of an umbrella that has been destroyed by the wind 
and rain and is laying on the ground. “Our slogan, ‘Through the rough seas’, describes this 
pretty well. Life isn’t always a bed of roses and there are setbacks sometimes. You know we 
tend to be honest how the life is here in the North.’’ Nyberg explains that Makia’s 
photographer takes a lot of pictures from his daily life, going home from work or picking up 
his kids from school and they end up using that material quite a lot. 
 
The interview follows up with a question about the response that their marketing has 
received. Nyberg explains that about five years ago, Makia was having major issues and 
things were going sideways since they were communicating the wrong things. No one really 
understood the core of Makia, what it represented and stood for. Nyberg tells about the 
company’s response to the issue; “We went back to the roots’’. He explains that they sat 
down with the core people and had a long conversation about why was Makia founded back 
in 2001. The conversation, according to Nyberg, aimed to understand what the company 
stood for when it was launched. He emphasizes the importance of understanding your roots 
by demonstrating what happened when the roots were forgotten; “During this time we used 
to shoot catalogs in Alaska, Los Angeles etc. As a result, people were confused whether to 
think of us as a snowboard, skate, or streetwear brand. Consumers were not able to pinpoint 
for which segment did we aim to deliver for”. 
 
When discussing about how Makia makes sure that their brand is ‘correct’ and in line with 
the perceptions of the Finnish public, Nyberg points out that the “realness” is found in the 
eyes of the beholder. He follows this by explaining that Makia is very precise about their 
origin. For Makia, their vision and mission, both of which can be found from their office 
wall, remind the workers about the values which matter in order to keep them on the right 
track. 
 
What it comes to market research and market knowledge, Nyberg explains that though 
market research is important, it doesn’t tell everything. Market research does not change what 
Makia is, since, in his opinion, the branding should never be changed to please or fit new 
markets. For Makia, it is more important to find retailers and collaborators who truly 
understand them and share same values. Makia did not except to make “bank” right away 
and that their more important focus has been on finding the right people to distribute their 
brand. An essential point is made when Nyberg remarks that a good product alone is not 
enough. He says that a certain level of business knowhow needs to be present as well. Another 
point that comes out from the discussion is that digital channels are more difficult than analog 



 

 
 

 
 
 

 

 29 

ones. For Makia, Brick and mortar (physical) store has shown to be a good way to 
communicate their brand. He elaborates further; “if people do not know what or who Makia 
is, they won’t look for our products online either.” “As an example, a lot of Zalando 
purchases come from countries where we have physical stores, because people know what 
we are, thus know to search/look for us online’’, Nyberg clarifies. 
 
Politics 
In a short discussion about Finland’s diplomatic relations, Nyberg mentions that the nation 
should be careful to not be left in the shadows of its counter parties. At the moment, in his 
opinion, Finland is seen in a good light. Some good attributions he mentions relating to this 
are the Russia - United States summit held in Helsinki as well as the arctic council ministerial 
meeting, which Finland has chairmanship this year. 
 
Future 
When the conversation moves towards the subject of future, Nyberg mentions how it would 
be nice if there where be other Finnish textile and clothing brands expanding to international 
markets. He acknowledges the work Marimekko has done on this front, but also hopes there 
would be more pioneers to help drive the Finnish clothing industry internationally. Nyberg 
continues to talk about Helsinki and how it is growing a lot. He sees that the city is becoming 
very attractive for tourism; “My wife is in the hotel industry business and the demand is 
growing really fast’’, concludes Nyberg. 
 
LOHAS segment, and the subject sustainable development are important topics for Makia, 
and Nyberg continues by emphasizing how; “Sometimes we spend up to 70% of our time 
only discussing about these topics’’. He states that these values are something they try to 
improve on a daily basis. Nyberg explains that Makia is trying to improve every part of their 
supply chain from a sustainable perspective and how, at the same time, they are focusing on 
transparency in their communications. “It is highly important for us’’, summarizes Nyberg. 
He says that sustainability isn’t important for Makia only due to their own values, but also 
since there is demand for this from the consumers perspective. He continues by indicating 
that the process of driving these values is a long road and the development cycle takes time. 
 
Lastly, Nyberg thinks that Finland provides a good environment for practicing business and 
entrepreneurship. He continues by saying that Finland is recognized for its green and 
sustainable values and actions internationally. “We aren't like Denmark, but we definitely 
take these things seriously and, in our industry, there are many players that have these as 
their core values in their business. Sustainable values are definitely a part of our 
differentiating aspects’’, Nyberg perceives. 

5.5 Respondent 5 
 
Jussi Salonen is the COO & Partner of Goodio, (CEO, Goodio USA), a Finnish born global 
company that produces and sells high quality chocolate based on all-natural ingredients 
around the globe. He is also a board member for a Finnish oat-based dairy company, Kaslink. 
Since Salonen moved to a COO position at Goodio in 2017. The company has expanded to 
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10 new markets and 3000 retail locations globally, this all has led to revenue growth of 150% 
annually. Previously, Salonen has worked in The Consulate of Finland in Los Angeles, where 
he advised 150 companies in U.S. market entries resulting in $5M investments. Salonen is 
an alumni at University of Linköping and University of Tampere. 
 
Finnishness 
Some aspects about Finland relating to business context Salonen lifts are; appreciation 
towards design, direct way of communication and righteousness, all of which are, according 
to him, seen positively. For Goodio, Finland is their home, their headquarters, he describes. 
However, Salonen does not feel that their company, nor should others, dive to global markets 
with the Finnish image as their main message. Though, in many cases Finland might work 
as an icebreaker or as an”icing on a cake”, he adds. He feels that the perceptions about 
Finland he has, might differ from the ‘average’ as he has worked in the ministry of foreign 
affairs, as well as spent time abroad. “The meaning of ‘Finnishness’ get amplified when you 
spend time abroad”, he adds. 
 
Salonen feels that Finland is perceived very differently in different locations. Whether we 
talk about the USA, the Nordics, Russia or Japan, the aspects about Finland, which are valued 
are often not the same. He explains that the Finnish nation image might not be the first thing 
Goodio aims to portray in the USA. However, it doesn't necessarily mean it couldn't be done 
in place like Japan or Russia, where Finland has a special place in the consumers’ minds. 
 
He feels that, in some cases, communicating the company as a part of Scandinavia will help. 
Salonen sees potential in linking together with other nation brands, in order to increase 
awareness and understanding, and it becomes apparent when he says; “Now, Finland is not 
part of the Scandinavia per se, but as long it helps to get our intended message through, this 
is what needs to be done.” 
 
Business and COO 
Salonen states that in their business, the Finnish image has shown to be an efficient in markets 
such as Japan, where the Finnish design has gained a lot of attraction. Now, in Finland the 
response has not followed the same line. In their domestic market, the Goodio brand, has 
encountered a question; “Oh, you are from Finland”, he says. He mentioned that as this 
might be a sign of miscommunication stemming from the marketing, it merely just explains 
how the brand has aimed towards global markets from the get-go. 
 
Salonen explains how their products and the brand are the same, regardless of the market. He 
explains how he has seen many consumer brands creating multiple social media accounts and 
approaches towards different foreign markets, and states; “It is impossible to manage that 
many ‘brands’ at the same time”. 
 
Moving to the discussion about Goodio’s market expansion strategies, Salonen feels that 
extensive market research is very expensive and thus, not to be used by small companies. 
Their company has rather been focusing on chasing the demand, which is indicated by 
inquiries from distributors and even some shops directly. He adds that the number of inquiries 
has been high, and not all of them have been relevant. They have focused on the markets that 
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felt most relevant. For example, he sees no point in pushing their chocolate bars in to a market 
like Belgium, where the idea of Belgian quality chocolate is already so deeply embedded in 
the culture. 
 
Lastly, he explains the importance of focus during market expansions. “It is important to 
start from a point where the company focus’ its resources “, he says. He continues by 
emphasizing how a brand should have discipline and focus on a few quality markets. As an 
example, he mentions how they first entered the USA from many locations, which did no 
really work out for the company and that they are now one lesson smarter. 
 
Future 
Salonen says that if he would get to decide where the focus would be with the brand image 
of Finland, he would focus on the consumers brands. Things that shape the image of a nation 
brand are consumer brands, music, culture and sports. He uses ABBA as an example of a 
‘Business’ that shaped the nation brand of Sweden strongly. Salonen believes that Finnish 
companies have become more courageous in bringing out their origin and through that 
contributed to building the nation image through consumer brands and adds ‘’that is how it 
should be’’. 
 
When asked if LOHAS segment is important for Goodio, Salonen mentions that their target 
consumer is 25-45 years old female that lives in a big city and does yoga and such, he further 
explains that LOHAS segment and the values they live for isn’t a trend that comes and goes. 
It is something that more and more people represent through their consumer behavior. When 
asked if Goodio was created for the increased demand of this phenomenon, Salonen explains 
that if a brand would be based on the demand only, it would not be the best base for business. 
Salonen explains in more detail that Goodio was created, because the chocolate industry has 
been highly unethical over the years and that it has been possible due the lack of transparency. 
‘’Child labor and unethical working conditions are problems that needed a societal change 
within the industry’’, Salonen summarizes and adds that Goodio wants to change that. 
 
When the conversation moves towards the topic of Finland as a business environment, 
Salonen states that Finland is a place where entering the market is very easy. This often makes 
it difficult when companies seek to enter new foreign markets since it is not nearly as easy 
as in the domestic market. For practicing LOHAS friendly business, Salonen thinks that 
Finland has a great environment. He sees Finland as an environment that represents values 
such women’s and children’s rights and health, and believes that when these values gain 
awareness globally, it will become easier for consumers to align and understand the Finnish 
brands better. He summarizes this by stating: “There could not be a better place to 
advocate/represent these values than Finland’’. 

5.6 Respondent 6 
 
Bruce Oreck is a former politician and has worked as the U.S. Ambassador to Finland 
between 2009-2015. Oreck is a founder of Zero carbon initiative, that has its interest in 
reducing carbon emissions. Ambassador Oreck is an Executive in Residence at Aalto 
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University, focusing on entrepreneurship and business. He is a member of the Board of 
Directors of USGBC, the U.S green building council. 
 
Finnishness 
When talking about Finland and ‘Finnishness’, Oreck mentions values like health and a drive 
to do the right thing. Three values of Finland that come to his mind are honesty, tech skill 
and healthy values. The discussion moves towards the image that people have about Finland 
abroad, for example the United States. Oreck points out that Finland is not seen, it is invisible 
and for many people it does not exist. As the conversation directs to ‘the humbleness’ that 
Finns have, Oreck sets an example to point out the difference between being humble and 
being invisible; ‘’Gandhi was humble, he sure was not invisible, see there is a huge difference 
between the two’’.  
 
Business and COO 
The interview shifts to the topic of branding and storytelling. Oreck explains that Nike is a 
great example of a brand that sells their mission, the thing that they believe in. He explains 
how Nike never advertises their product, they advertise what they believe in, Oreck says and 
adds ‘’Just do it’’. Oreck explains that the core of branding lies in telling your story. 
 
Politics 
When the conversation moves towards the political field, Oreck thinks that Finland is seen 
as a responsible nation. He further explains that although Finland is known inside the political 
field, it does not mean that the public would be aware of it. ‘’The public does not know these 
things, at least most of them’’, he adds. When the discussion shifts towards the question if 
Finland could gain awareness through being branded as ‘Nordic’ or ‘Scandinavian’ Oreck 
feels that it is not the direction to go towards since Finland has to be Finland and nothing 
else.  
 
Future 
When discussing about the future, Oreck mentions that Finland has a great record in 
executing plans that they truly believe in. ‘’Finland wanted to have the best education in the 
world and they did it, because they set a plan and made it reality’’ and sets another example: 
‘’Finns wanted to make their water the cleanest, they made it the cleanest’’. Further Oreck 
wishes that Finland would set a goal and implement a plan to have the best marketing and 
customer service in the world. ‘’You just have to believe it and moreover act accordingly’’, 
Oreck states and continues, “you see, that’s where you want to be, you are so far behind from 
the top, but if you have a plan and believe in it,  it is not impossible’’.  
 
When the question whether Finland is a good business environment from sustainable 
perspective, Oreck point out that sustainability is not a good word. ‘’I hate the word 
sustainability since if we sustain our current actions, it is far from the right direction’’, he 
says and explains that people need to learn how to live with the nature and as a part of it. 
Oreck explains that the Finnish nature is clean and beautiful, this leads to an example of 
Finnish blueberries that grow in the cleanest forests enjoying the long sunlight of the never 
ending summers, ‘’you have to make people to fall in love with your story, make it romantic! 
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It tells nothing to anyone if it's just a blueberry juice from Finland, there needs to be a story’’, 
he summarizes. 

5.7 Key Findings 
Table 2: Key Findings 

 
Table 2 compiles the key findings which were gathered from the respondents. During the 
interviews we saw some similarities in the answers, all of which should come apparent in the 
table. Given the subjective view of our study, the further understanding regarding the 
similarities between data gathered from different respondents is left for the reader to 
understand. Further linking of the results with our theoretical framework will be done in the 
analysis part of our paper. 

6. Analysis 
Brand communication and brand positioning, which later will be explained and referred to 
as the ‘translation process’ are often forgotten when considering using aspects of a nation 
brand in COO practices. A brand needs to understand the importance of brand 
communication and brand positioning before implementing their country of origin to their 
marketing strategy. Figure 2 on the following page is only to visualize the core of the analysis, 
furthermore this chapter will explain why all these aspects are relevant and how they should 
be implemented in business. 
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Figure 2: Adjusted Theoretical Framework 

 

6.1 Nation Brand 

The role a nation brand plays in our theoretical framework is essential when a company wants 
to understand its origin. This is where the company’s home lies, where it has grown up and 
learned from. A natural route in growth, would be to take what we are being taught home and 
apply that in the surrounding world. There is a time in everyone’s life when a valuation of 
our learnings becomes important. Theory suggests that a brand image consists of the 
ideologies which a brand sustains, and which differentiate it from its competitors (Slade, 
2016). Whether we talk about a young individual who is on the verge of moving from home, 
or a company that considers trying their luck on international waters, an understanding about 
themselves and the values they represent seem important. Now, some aspects Finnish 
companies are able to draw from the general nation image of their origin are; education, 
trustworthiness and values of sustainability, all of which come apparent in the Good Country 
Index and backed up by the empirical results in this research. As it became apparent during 
the interviews, in business, these values translate to human capital, delivering according to 
promises, and acts in favor of socio-economic values. It is this ‘translation’ process which 
becomes vital when companies aim to apply any aspects of their country of origin in their 
marketing. In other words, Companies need to be able to understand what the aspects given 
by their origin mean when used in the business context. They need to understand how the 
aspects are seen from the perspective of others and shape them to their benefit. 
 
As we posit, what is important to remember, is that these values which we learn, are often 
strongly represented in our culture, perceptions and actions. However, it does not say that we 
could not share them with someone coming from another place, another culture. Quite the 
opposite, values are often shared beyond demographic boundaries, like in segments such as 
LOHAS, who are independent of their geographical location. Examples, such as Goodio, the 
healthy and sustainable chocolate brand, have shown the possibilities in scalability regarding 
these segments. They have in a short time gained exposure and success in various markets 
around the globe. On the other hand, there are many qualities of nation brands which are 
overlooked and misunderstood. For example, like it became apparent during the interviews, 
Finland is often seen as a frozen arctic where polar bears roar and snow has taken over the 
humanity. People with these perceptions refer purely on the geographical location of the 
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country. In some cases, these misunderstandings offer possibilities in business. For example, 
Startup events like Polar Bear Pitching and Slush, have taken advantage of these faulty 
perceptions in their branding, and seem to attract world leading innovators from around the 
world. Moreover, this misunderstanding indicates clearly how a nation brand is always built 
in the eyes of its beholder. The further away the beholder is, culturally or geographically, the 
more the perceptions may vary. This became highlighted during the interviews when the 
respondents explained how the Nordics are often seen as a generalized area where there are 
no differences between the nations. 
 
Like mentioned above, there are some clusters of nations which are close to each other, both 
culturally and geographically. When people come together, their aggregate output is 
amplified. Just like with people, nations with similar values can gain leverage from these 
cultural and geographical clusters. It came clear during the interviews that the Finnish might 
gain from cooperating with their neighbors during their outbound operations. This is where 
diplomatic relations come important. Political engagement in different fields will affect the 
way a nation is perceived as a diplomatic influencer. In regard to our study object, the 
engagement of Finland in political events like the Russia-United States summit, held in 
Helsinki, and the arctic council ministerial meeting in Rovaniemi have led to increasing the 
awareness about the nation and helped people to see Finland in a responsible light. 

6.2 Brand Communication 
Brand communication has its interest in how the message is delivered and how it is perceived 
by consumers. It was made sure by most of the interviewees that while a product or service 
might speak for itself, it is not enough, and that communication is a necessity. Our 
respondents had a lot of emphasis in “knowing your audience’ when delivering your message 
in a smart manner. This can be further linked with the thoughts of Kitchen and Burgmann 
(2010); a deep knowledge about the customers is required in order to create and deliver 
relevant content that is of high quality. In regard to our study problem, effective brand 
communications require that the brand understands its audience. This is highlighted when 
considering a consumer from another culture. 
 
In order to communicate a brand towards consumers in an intended manner, the consumers 
need to understand the brand as well. This is simple, we cannot expect others to understand 
our point of view, without explaining the context. When consumers understand what the 
brand represents, they can understand its message better. In the respect of our research 
problem, one important message was common among the interviews; Although 
communicating the brand through a domestic perspective may work in domestic markets, it 
does not necessarily mean it works when messaging to foreign consumers. This is highlighted 
when the communications aim to message the country of origin, since various of stereotypes 
and perceptions are often present when evaluating nation images. When finding a reasoning 
for this, it was brought out from the interviews that as a brand is communicated for different 
audiences the message often tends to have a different response, this is where the message 
‘disconnects’. This further shows how the brand and the message it tries to communicate, 
will not receive a value-adding outcome that the brand seeks. 
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Based on the empirical data, it is important to clarify that the ‘disconnection’ should not lead 
to companies deforming their brands. What it means is that in order to deliver the wanted 
brand identity, the core does not need to change. Instead, the message needs to be ‘translated’ 
to the language of the receiver. This finding is supported in our theoretical framework as it 
was said that the perceptions which consumers have in different segments across the globe 
are to be considered in order to adjust the brand respectively (Hassan & Craft, 2012, p. 344-
355). In order to translate the message, a point of medium, where the consumer and the 
intended message meet, needs to located. In this medium, the communication is refined in a 
way that suits the target segment’s perceptions about the country of origin. An example of a 
company which has succeeded in this process is Canada Goose, formerly known as Metro 
Sports ltd. The company sells ‘extreme-weather outerwear’ and uses the perception of 
Canada’s extreme cold climate as a proof of their knowhow in creating quality outdoor wear. 
According to empirical data; in many cases, a comprehension of the ‘translation’ process 
requires an outside perspective. This finding supports the point that Czinkota & Pinkwart 
(2013) make when discussing the considerable differences between domestic and foreign 
marketing communications. As mentioned earlier, when marketing communication is 
directed to international markets it often requires adjustments. 

6.3 Brand Positioning 

What brand positioning is merely concerned with, is finding the right consumers. In this 
phase the brand should aim to understand the forces driving consumer behavior and locating 
the value adding elements which the consumers will see as relevant to their interests (Hassan 
& Craft, 2012 p.344-355). Now, in reality, the questions revolving brand communication and 
positioning are somewhat interrelated and often take place during the same timeframe. As 
we found in the previous sub-chapter; ‘translation’ is the key when moving to international 
markets. It is important to find segments which not only understand what the brand aims to 
communicate, but also appreciate the message that is being brought forward. An approach to 
this which the theory suggests, is through differentiation (Douglas et al., 2001, p. 97-114). 
 
FINDING THE CORE OF YOUR BUSINESS 
What is important in all of this, is once again, finding ways to understand the market and the 
consumer. A brand can go about this only after it has understood itself, who it is and what it 
aims to do. As it was introduced in the empirical data, the vision has to be clear and stripped 
to its core. By stripping the vision down to its very core, the brand enables itself to focus its 
marketing resources where they are most needed. Taking its core and asking, who else thinks 
like me, and how could I reach out to them? This is how brand positioning is done. In this, 
the ‘translation’ process which takes place in the ‘medium’ mentioned, comes essential again. 
In regard to our research question, the company needs to figure out how and where the values 
of its vision come forward, when communicating towards foreign audiences. Only after this, 
is it ready to move forward to executing quality marketing. 
 
DIFFERENTIATION 
Differentiation in today's saturated business world, has become increasingly difficult and 
companies are trying to find unique ways to get ahead of their competitors. This comes 
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reinforced in theory as it is explained how global branding strategy aims to provide 
differentiation and basis for a unique selling proposition (Douglas et al., 2001, p. 97-114). 
Now, every nation is different and a variety of stereotypes about them are always present, 
whether they like it or not. We see this as an excellent starting point for differentiation 
purposes. Relating to its origin, a company will have these stereotypes at its disposal, why 
not use them to its advantage? The potential is there, brand communication would only need 
to refer to these stereotypes and locate its differentiated position in the global market. 
 
HELPING CUSTOMERS FIND YOU (go where your customers are) 
Moving on to more practical matters, helping customers find you as a company is an essential 
part of brand positioning. Again, understand your customer, know where they are, go there. 
Make it easy for them to find you. As previous sub-chapters discuss how a brand should 
understand both itself and the consumer, all of which leads to well-built basis for 
communication. Here, instead, the focus lies on awareness, where and how should the 
message be sent. 
 
In some cases, linking the brand image to that of a nation, is able to aid when creating 
awareness. Companies have in the past, leveraged other brands in their marketing 
communications to create additional awareness. The same can be done with for example, a 
nation’s political actions that are measured in the Good Country Index, like acts towards 
gender equality or environmental issues are in line with a company’s agenda, embracing this 
in the brand communications may positively strengthen the brand image through its country 
of origin. 

6.4 COO 
As we have stated, a nation brand is seen differently from different perspectives, this is why 
it is difficult to implement in brand communications. Referring to previous sections in this 
chapter, when a company aims to benefit from its origin, it is important to understand the 
processes of brand communication and brand positioning. 
 
COO practices show different ways to execute the communication strategy created in 
previous sub chapters. The variety in different methods of COO further shows how important 
the ‘translation’ process, we talk about, is in international marketing strategies. An example 
of a well-executed ‘translation’ process has shown to be Volvo. The harsh weather conditions 
in the north, where the car originates from, have supposedly led to Swedish engineers 
designing cars which can survive even the hardest challenges, while maintaining the safety 
of their passengers. In addition, we see that Sweden’s presence in the global context as a safe 
environment has further emphasized the message Volvo has now been pushing in their 
marketing for years. Volvo is known for their focus on continuous development in 
passenger’s safety issues. 
 
Not only is a brand given an origin, which it may use to its advantage, can the origin in turn 
be affected by the brand’s actions. It is no surprise that Finland, for example, has come to be 
known as a country with quality IT engineering when brands like Nokia, Bittium, and Rovio 
have driven the perceptions about Finnish IT knowledge in to consumers’ minds for years. 
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Our theoretical framework suggests that nations actions are not alone, shaping the brand 
image of a nation. There comes a time when brands are able to contribute back to their 
heritage. We see that, this further creates a symbiosis between the brand and its country of 
origin, which can lead to added value for both parties. 
 

6.5 The Land of a Thousand Lakes 
By gathering the values about Finnishness found during the interviews we can see a common 
theme. Our respondents agreed on Finland having found a balance of doing trustworthy 
business, without destroying its environment. Finns in general, are aware of sustainability 
issues and spend a lot of their time in the nature. They create trust among their peers and 
everything in this country, including the infrastructure, works without any major 
complications. At the same time, Finland has gained its place as one of leading countries in 
IT knowhow. All of this became apparent in words such as trust, timeliness, honesty, techy, 
and the appreciation towards design which were highlighted by the respondents. By ranking 
on first place in the good country index Finland shows that the nation is aware of ethical 
issues in today’s world and goes to high extent in order to aid in fixing them. 
 
Many of the values mentioned above become valuable when translated in to the business 
context. Honesty and timeliness lead to direct way of communication and delivering what is 
promised, on time. Appreciation of nature, equality and the rankings in good country index 
are seen positively from a sustainable perspective. Appreciation towards design shows both 
in products and services. Products coming from Finland should look and feel good. The 
services should be straight forward and easy to use/implement. 
 
LOHAS consumers, which have been mentioned earlier in this study, appreciate many things 
about the Finnish nation brand. The purity of nature in Finland can be used in marketing, 
once again, if it has been translated to match the listeners expectations about the country. 
Storytelling, like mentioned by respondent number six becomes vital in this process. Finland 
is relatively small nation and not many are aware of what the country has to offer, it is 
important to remember this. We posit that LOHAS consumers around the globe would be 
highly interested in products originating from the land of a thousand lakes where some of 
the world’s finest resources have been growing under the never-ending midnight sun. As it 
became apparent during the interviews, the perceptions about Finland abroad vary between 
individuals. Simply labeling products with a Finnish stamp won’t necessarily do any good 
for brand communications. Instead, Finnish companies need to understand how their COO is 
seen among their customers and leverage on those perceptions. Whether this means telling a 
story about the harsh, grey streets in Helsinki (Makia) or the purity of quality chocolate that 
is made in Finland (Goodio), good examples of such “translation” processes in brand 
communications exist among Finnish consumer brands. 
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7. Conclusion 
The problem this study approached, deals with how nation brands are often created with the 
nations’ general interest in mind. This has, many times, made it difficult for companies to 
pinpoint the values of their COO which could be leveraged in their marketing. This study 
had its purpose in helping the companies to understand a key factor in this challenging 
equation; How the qualities of a nation brand could be refined and communicated towards 
international consumers in a value adding manner. As a result, a base for a genuine interest 
for smart COO practices should emerge among companies aiming towards international 
markets. 
 
The purpose of our study leads to the following research question: “What can international 
companies do in branding to improve the utility gotten from their COO?”  By combining 
academic research areas with experts’ views on the matter, the study discussed this topic in 
depth and found the following conclusions: 
 
Nation brands are subjective and have aspects about them which are seen differently 
depending on who is asked. In business, these aspects lead to values which follow those of 
the nation brand. Depending on a company’s aimed brand position, sometimes the aspects 
from a nation brand are directly usable in its marketing communication. However, often 
times, the values stemming from the company’s country of origin are not to be used as they 
are. Instead, they need to be translated in to the business world, in a way that the targeted 
segment understands and sees the value the message aims to deliver. The further away 
targeted segment is, culturally or geographically, the more the perceptions about a given 
nation brand tend to differ. This explains why the translation becomes crucial when 
businesses aim to operate in foreign markets.  
 
There are consumer segments which go beyond demographic boundaries. When a company 
is using its country of origin when entering to global markets, they can leverage these 
segments in a scalable way. By noticing these existing segments, and finding the one suitable 
for its core, the company can focus on developing ways to communicate instead of spending 
its resources on extensive market research. 
 
As it was discovered that the perceptions about a nation brand will differ from person to 
person, looking at the brand from an outsider’s perspective is seen important. These 
differences in the perceptions should be seen as the key which enables the company to 
differentiate itself from its competitors. One’s stereotypes about a given nation, when taken 
under consideration, can be harnessed in a brand’s marketing communications. This can only 
be done after the company accepts that views about nation brands are subjective, and that the 
actions of its country of origin only sets the guidelines to these perceptions. “The beauty is 
in the eye of the beholder.” 
 
In the study it became apparent that during foreign market expansions, companies can gain 
leverage from the exposure of larger areal brands that of their own country of origin. Both 
cultural and geographical clusters exist, and the power they hold in the global context can be 
leveraged to benefit the awareness of a given brand. Companies aiming to gain advantage of 
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this finding, need to focus on locating the perceptions which are shared among different 
areas, all of which should also be in the interest of their consumers. By doing this, a company 
can add to the value which was originally given to its brand by its country of origin and ease 
the expansion process by adding exposure. 
 
Societal Implications 
An additional finding which was introduced in the study was the symbiosis between a given 
nation brand and the companies it nurtures. Companies will have an effect on the brand image 
of their country of origin. Now, as the whole study has focused on smart leveraging of a 
company's country of origin, this was found important. The effect companies have on their 
country of origin will, in the long term, be able to contribute back to those companies. This 
additional finding covers the societal implications to which our study contributes. When 
companies and nations are able to gain value from each other, this leads to economical 
advancements which are beneficial to the society. 
 
We hope the findings mentioned above, to open a discussion in the business world, which 
could lead to companies taking more pride in their country of origin. 
 

7.1 Managerial Implications 
Trustworthiness and timeliness are both aspects about Finland which came strongly 
highlighted during the research process. They are factors which are appreciated in business, 
and companies originating from Finland should consider implementing them in their 
communications when reaching out to new customers, partners and vendors. Finland’s 
nature, its purity and the environmental values the Finns represent, are in line with the 
growing interest for sustainable products and services around the globe. 
 
Finnish marketers should have trust in their country of origin. They need to see Finland as a 
pool of ideas and merits which, when implemented in communication smartly, are seen as 
value adding and beneficial. To help in this process, labels and top rankings such as the 
worlds happiest country, the good country index and PISA results can be implemented. 
However, during the translation process marketers need to focus on the receiver of the 
message and be careful with superlatives such as best and happiest. The rankings change 
from year to year and should not be used as a basis for the brand strategies. 
 
Lastly, the companies have the ability to shape the nation brand of their origin, and hence, 
aid their own branding capabilities. Marketers need to understand the value of their COO and 
see the possibilities it may offer. This realization creates a symbiosis between the brand and 
its origin which will create long term positive implications. 
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8. Limitations and Future Research 
The study focuses on international firms and does not necessarily contribute for those with 
only domestic operations. Given the inductive nature of our study, where different study areas 
are combined, the theoretical framework is complex and took extensive research to complete 
to its final form. Regarding the timeframe of our thesis course, this took away valuable time 
from contacting prospects for our interviews. As we set the quality criteria for our participants 
on an expert level, this took away from the variety of perspectives we were able to collect 
data from. However, we believe the range of opinions was enough for drawing generalized 
conclusions. The study considered only one study objective, Finland, and it would have been 
interesting to use other study objectives in our study. As we formed a qualitative study, it 
would have been interesting to use focus groups in order to form open discussions in a form 
of brainstorming.  
 
For future research, it would be interesting to conduct a quantitative study to gather data and 
test the impacts of our suggested advice in business. In addition, it would bring important 
knowledge to the academic and business field to continue investigating the effects our 
additional finding, the symbiosis between companies and nation brands. 
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