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Over the past decades, the word Nordic has expanded beyond its geographical meaning into a symbolic 

adjective that carries associations, such as transparency, purity, and environmental responsibility. Brands 

operating in clean and natural cosmetics market increasingly draw on this type of cultural identity to 

communicate sustainability, particularly where no regulatory definition exists for claims such as natural. This 

thesis examined how Finnish cosmetic brands use Nordic symbolic resources to communicate aspirational 

sustainability in their digital brand communication. Rather than evaluating whether sustainability claims are 

factually accurate, the focus is on how Nordicness does rhetorical and communicative work in the evidential 

gap aspirational communication has. 

Existing research on Nordic identity has mainly examined macro-level discourse and national campaigns, 

leaving room to explore how individual brands select and activate specific Nordic associations in own 

communication. This thesis addresses that gap by asking: how do Finnish cosmetic brands use Nordic symbolic 

resources to communicate aspirational sustainability narratives in their digital brand communication? To 

answer the main research question, the thesis draws on a theoretical framework grounded on aspiration 

sustainability communication, Nordicness as a symbolic resource, country-of-origin literature, Aristotle's 

rhetorical theory of ethos, pathos, and logos for green brand storytelling, and digital brand communication. 

A qualitative multiple case study was chosen, focusing on three Finnish cosmetic brands that each market 

themselves as a natural or clean: Hetkinen, Nörre Nordic, and Djusie. Data was collected from brands’ About 

Us sections on their websites during April 2026 and from the brands’ Instagram accounts from May 2025 to 

April 2026. The data was analyzed using thematic analysis, guided by a theory-driven coding framework built 

around four primary codes: Nature as origin, Nordic lifestyle and values, ingredient and/or craft credibility, 

and aspirational sustainability. Three absent codes were also tracked to understand what each brand’s 

communication leaves unaddressed. 

The findings showcase that Nordic identity is deployed differently across website and Instagram channels, 

with consistency, extension, or divergence depending on brand strategy. Moreover, all three brands rely on 

Nordic symbolic resources as credibility mechanisms but each hold different positions on sustainability 

spectrum. The spectrum ranges from symbolic to institutionally verified. The positioning is achieved through 

distinct combinations of ethos, pathos, and logos rhetoric strategies. 

The thesis contributes to existing literature in three ways. First, it provides empirical evidence for 

Nordicness as a floating signifier at the level of individual brand strategy. Second, it extends aspirational 

communication theory to consumer brand communication in the clean and natural cosmetics sector. Third, it 

contributes to country-of-origin research by showing that such effects can operate through selective cultural 

association rather than a single national halo. However, a main limitation of the thesis is its lack of 

generalizability, as the findings are based on three brands within a single national market. This offers an avenue 

for future research to extend the approach to a larger sample of brands, other Nordic countries, or a longitudinal 

design that could capture how brands’ use of Nordic symbolic resources may change as sustainability 

regulations develop.  

Keywords: Nordic identity, aspirational sustainability communication, country-of-origin, green brand 

storytelling, digital brand communication 
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1. INTRODUCTION 

1.1 Background 

Over the past two decades, the word Nordic has expanded well beyond its geographical meaning. It 

has become a symbolic adjective, carrying associations of purity, transparency, environmental 

responsibility, and social progress. The Nordic countries have consistently ranked at or near the top 

of global indices measuring happiness, sustainability performance, and innovation. (EPI, 2024; 

Helliwell et al., 2026; WIPO, 2024) These rankings have not gone unnoticed by Nordic governments, 

which have actively invested in national and regional marketing strategies to reinforce the values 

commonly attached to the region, including trust, openness, and ecological responsibility, to highlight 

them globally and share the Nordic mindset (Nordic Council of Ministers, 2017). 

International media has further amplified this image. Headlines asking why the Nordic countries rank 

as the world's happiest, what hidden principles lie behind their lifestyles, design, and daily acts, and 

how their human-nature relationship might offer lessons to the rest of the world have become a fixture 

of global journalism (Cooley, 2025; Kliest, 2024; Sprinkel, 2026). The result is a sustained cultural 

fascination that blends factual observation with active myth-making. This constructs a specific image 

of the Nordic life as something untouched with wilderness, quiet resilience, and peaceful simplicity. 

The mythologised image has also been shown to function commercially, Nordic actors can actively 

draw from Norse mythology and symbolic resources to construct a Nordic brandscape (Andersen et 

al., 2019). Moreover, Browning (2007) argues that this idealised image reflects a broader idea to see 

the Nordic model as utopia, with the vision of progress and modernixation that exceeds the rest of the 

societies. In other words, the Nordic model has become an imaginary of a symbolic space onto which 

ideals of wellbeing. purity, and balance are projected. 

This imaginary of the region has significant commercial implications. Nordic identity has developed 

into a powerful place brand, built through the participation of diverse stakeholders across media, 

government, culture, and industry (Lucarelli, 2019; Pamment, 2016). Cassinger et al. (2019) frame 

the Nordic wave as an approach in which the Nordic functions as an idea, ideological orientation, and 

myth, which is organized around the themes of poetics, practices, and politic in place branding. 

Cassinger et al. (2021) extend this, describing Nordic place branding as stakeholder oriented and 

participaroty. Moreover, one of its defining characteristics is that Nordic identity operates as a 

floating signifier (Cassinger et al., 2021). This concept allows the cultural aspect of Nordic identity 
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to be continuously reimagined with new meanings as new ideas, lifestyles, and consumer markets are 

impacted. Therefore, Nordic associations are not fixed to specific territories or products, they can be 

transferred, activated, and reinterpreted by brands operating anywhere in the world (Andéhn & 

Decosta, 2016). 

For consumer brands, this type of transferability is valuable. The country-of-origin (COO) effect 

describes the influence of a brand’s perceived national association has on consumer attitude and 

purchase behavior (Andéhn & Decosta, 2016). When a country carries strongly positive cultural 

associations, it creates a halo effect, amplifying perceptions of quality, trustworthiness, and ethical 

production even when consumers have limited knowledge of the brand's actual practices (Han, 1989; 

Rezvani et al., 2012). For Nordic countries, that halo is built around sustainability, precision, and 

closeness to nature. These associations translate directly into commercial advantage for brands 

operating in markets where these values are expected by consumers. 

As part of the Nordic region, Finland shares this symbolic capital (Cassinger et al., 2021). However, 

it carries its own distinct cultural symbols, such as sisu and sauna. These are strong symbolic 

resources that Finnish brands can deploy alongside the broader Nordic ones. In 2020, the Finnish 

sauna culture was added to UNESCO’s Heritage List which further showcases the significance of its 

cultural heritage (UNESCO, n.d.). Finnish brands can, therefore, draw on both Nordic and Finnish 

credibility in their sustainability communication, even where verified claims are absent. The 

cosmetics industry, which changing rapidly with trends and consumer expectations continue to grow, 

this type of layered cultural credibility can become especially valuable 

Interest in clean beauty with natural ingredients, and ethical production has increased throughout the 

recent years. The symbolic values attached to Nordic identity closely align with the qualities this type 

of consumer desires (Adina et al., 2015). In this product category, where the regulatory definitions 

may be absent, a factual verification of the claims used is structurally challenging (Wolf et al., 2026). 

For example, in European Union, there is general agreement among the states on how claims such as 

natural are interpreted (COSlaw, 2022). Though this may create an evidential gap, it opens an 

opportunity to utilize the brand’s communication style more effectively by taking advantage of the 

avaialble cultural identity and aspirational talk. 

Despite the growing literature on Nordic place branding (Cassinger et al., 2021), country-of-origin 

effects (Andéhn & Decosta, 2016), and aspirational sustainability communication (Christensen et al., 
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2013; Cassinger et al., 2021), how these three mechanisms operate together in specific brand 

communication has not been examined in detail. Nordic place branding research has mainly related 

to macro-level discourse on national campaigns and regional positioning instead of how individuals 

brands select and deploy specific Nordic associations as part of their own communicative strategy. 

(Cassinger et al., 2021) Similarly, aspirational communication framework has commonly been used 

in corporate social responsibility contexts where accountability mechanisms, such as regulatory 

standards, reporting norms, and stakeholder pressure, create conditions for the gap between words 

and actions (Christensen et al., 2013; Cassinger et al., 2021). Therefore, the topic of how aspirational 

communication operates when these mechanisms are absent and where cultural identity itself 

functions as the primary credibility resource has not been focused on in prior literature. Moreover, 

this study will combine the aspirational communication to brand texts and Instagram only as smaller 

indivudal brands more often utilize those to communicate their claims. Thus,this study will address 

the gap by exploring the intersection of Nordic identity, aspirational communication, and digital brand 

communication from an individual brand perspective. 

1.2 Research Objective and Questions 

This study examines how Finnish cosmetic brands use Nordic symbolic resources to communicate 

aspirational sustainability narratives in their digital brand communication. Rather than evaluating 

whether sustainability claims are factually accurate, the focus is on how Nordicness does rhetorical 

and communicative work in a market where formal verification is limited due to lack of regulated 

terms. 

This study aims to shift the focus from more macro-level analyses of Nordic place branding 

(Cassinger et al., 2021; Lucarelli, 2019) toward individual brand communication strategies. Existing 

literature on aspirational communication has focused on corporations’ sustainability, environmental, 

social, and governance (ESG), and corporate social responsibility reporting and strategies (such as 

Mak & Huang, 2024; Penttilä, 2020). Moreover, Mak and Huang (2024) highlight that, due to the 

rapid growth of stakeholder expectations, identifying distinct narratives and communication 

strategies in social media posts would be beneficial. Regarding COO research, prior literature has 

focused on consumer perceptions and purchase intentions (see Andéhn & Decosta, 2016; Samiee & 

Chabowski, 2021; Verlegh & Steenkamp, 1999). Research on how individual brands put national and 

cultural associations in use as part of their digital communication strategy and how these three 
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concepts work together in practice is needed due to managerial importance (Samiee & Chabowski, 

2021). Therefore, the main research question this study follows is: 

How do Finnish cosmetic brands use Nordic symbolic resources to communicate aspirational 

sustainability narratives in their digital brand communication? 

To address the main research question, two supporting research questions are asked: 

1. How is Nordic identity deployed across website and Instagram communication, and in what 

ways does its use vary between channels? 

2. What rhetorical strategies do Finnish cosmetic brands use to communicate sustainability as a 

cultural and symbolic value through references to Nordicness? 

To answer these research questions, this study will conduct a qualitative multiple-case study of three 

Finnish cosmetic brands: Hetkinen, Nörre Nordic, and Djusie. The brand websites’ About Us sections 

and Instagram content will be analyzed through thematic analysis. The expected contributions of this 

research will be to extend aspirational communication theory into consumer brand contexts, to 

provide empirical evidence for the floating signifier concept from the perspective of individual 

brands’ strategies, and to demonstrate how COO effects operate through selective cultural 

associations rather than a single national halo. 

 

1.3 Key Concepts 

Aspirational sustainability communication: The public expression of sustainability-related values and 

commitments that may not yet be fully supported by documented practice, but which can create 

productive accountability through the act of public commitment (Christensen et al., 2013). 

Nordic symbolic resources: Variety of cultural associations, imaginaries, and identity markers that 

connect to the Nordic region. These are, for example, purity, closeness to nature, and ethical 

responsibility. Brands can activate and transfer these symbolic resources to their products and 

communication regardless of the actual geographical origin. (Andéhn & Decosta, 2016; Cassinger et 

a., 2021) 

Country-of-origin (COO): The COO association has been generally understood as an external 

informational attribute where a country’s reputation creates stereotypical beliefs about the product’s 
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quality (Bilkey & Nes, 1982). Moreover, it is argued that country-brand association is connected to 

perceived strengths rather than fixed, objective attribute (Andéhn & Decosta, 2016). 

Nordic place branding: An approach to place branding associated with Nordic values such as 

openness, trust, creativity, and sustainability, built through collaboration across diverse internal and 

external stakeholders (Cassinger et al., 2021). 

1.4 Thesis Structure 

The thesis is structured as following. The first chapter introduces the background of the study and 

establishes the basis of the research objective and questions. It will also define the key concepts that 

will be used throughout the thesis. Chapter two presents the theoretical framework through a review 

of four key areas of literature: sustainability communication as an aspirational practice, Nordicness 

as a symbolic resource, green brand storytelling, and digital brand communication. In the end of the 

chapter, the figure of theoretical framework is presented. 

The third chapter describes the methodological choices of the study, such as research design, data 

collection process, and analytical approach. Then the fourth chapter presents the findings of the 

thematic analysis performed on the three case brands. Lastly, chapter five discusses the findings in 

relation to the set theoretical framework. It will address the research questions and outline the 

theoretical and managerial implications of the study. The thesis will conclude to the limitations and 

suggested future research. 
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2. LITERATURE REVIEW 

This section reviews the current literature on aspirational sustainability communication, Nordicness 

as a symbolic resource, brand narrative as a communicative mechanism, and digital brand 

communication. Together, these four areas provide the theoretical framework for analyzing how 

Finnish cosmetic brands use Nordic identity in their digital brand communication. 

2.1 Sustainability Communication as an Aspirational Practice 

Traditionally, corporate sustainability communication has been evaluated based on whether their talk, 

such as sustainability reports, matches their actions (Ihlen, 2009). This view rests on a correspondence 

logic where brand’s environmental claims are treated as legitimate only as long as they can be verified 

against measurable performance. This performance can be data, certifications, or audited supply 

chains and reports. Based on this logic, any gap between the stated environmental claims and its 

measurable performance is treated as misleading, if not greenwashing. Greenwashing is deemed as 

something that is fabricated claims that are intended to create overly positive image of the brand’s 

environmental practices (Daou et al., 2025; Torelli et al., 2020). 

However, deeming all gaps between talk and action as deceptive can miss an important perspective 

of sustainability communication and how it works in practice. For example, a brand that publicly 

commits to reducing packaging waste by a certain year, without yet having implemented all the 

needed supply chain changes, can still succeed and stay true to the commitments. Christensen et al. 

(2013) argue that the talk-action gap in an organization’s sustainability communication, which often 

is deemed negative, could be a productive force. By voicing ideals, goals, and visions that do not yet 

reflect the brand’s actions (Koep, 2017), it can create a type of self-obligation that pushes brands 

towards developing the stated goals (Christensen et al., 2013). Empirical studies on this process 

showcase that this type of aspirations are seldom committed in a single action. Instead, they are 

gradually developed and extended through repeated organizational communication over time, as 

stated goals are revisited, refined, and built upon. (Penttilä, 2020) Therefore, from this perspective, 

this type of aspirational sustainability communication cannot directly be deemed as greenwashing. 

Instead, it can help bring the sustainability claims into reality. 

Christensen et al. (2013) describe aspirational communication as aspirational talk which is a useful 

addition to contexts where sustainability is not easily measured, defined, or verified. In a more recent 



13 

 

 

 

study, Christensen et al. (2021) further identify specific modes of aspirational talk. These modes range 

from a sincere, forward-looking commitment to a more opportunistic performance of values. This 

wide range allows for variation in the analysis of aspirational talk, as some brands may communicate 

sustainability as part of their identity, while others may use it more loosely, such as a cultural 

association. Though both represent forms of aspirational communication, the relationship to the 

values they aim to invoke is meaningfully different. 

Still, it is important to differentiate aspirational communication from greenwashing, though they may 

seem similar on the surface-level. Where greenwashing implies an intent to mislead, such as brand 

knowingly making false environmental claims to benefit them commercially (Montgomery et al., 

2023), aspirational communication describes a genuine intent with incomplete alignment between the 

stated values and current practice. To decrease the possibility of greenwashing, brands can match the 

claims well to the current actions or communicate their future goals clearly (Christensen et al., 2021). 

However, due to the lack of clear legal standards for terms such as “natural” and “clean” in the 

cosmetics industry, the aspirational sustainability communication is not always out of deception but 

because the language itself is symbolic in the industry. Furthermore, this ambiguity around what 

counts as a verifiable sustainability claim makes symbolic and cultural resources especially 

significant for sustainability communications. 

2.2 Nordicness as Symbolic Resource 

Nordicness has been widely used in place branding, both as a regional context and as a scholarly 

approach to studying it (Cassinger et al., 2021). Nordic place branding has differentiated itself from 

traditional place branding by adopting a stakeholder-oriented perspective. The Nordic place branding 

recognizes that place brands are constructed by various actors, such as residents, visitors, media, and 

both Nordic and non-Nordic audiences (Cassinger et al., 2021b). The broadened scope is known as 

the Nordic wave, in which all academics, practitioners, and other stakeholders collaborate to include 

social responsibility and cultural heritage into branding strategies. By adopting various stakeholders, 

the meaning of Nordic in branding is not a fixed claim by a single institution, such as nation’s tourism 

board, but is something that is continuously reshaped by the different actors that use and respond to 

it. This Nordic wave approach aims to bridge managerial and critical schools of place branding, in 

which stakeholders from varying backgrounds and industries can collaborate to include social 

responsibility and cultural heritage in various branding strategies (Cassinger et al., 2021). 
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Cassinger et al. (2021) identify five key implications of the Nordic wave for place branding research: 

deterrorialization, floating signifier, translocal responsibility, heightened geopolitical sensitivity, and 

risk of stereotyping. First, Nordic branding is deterritorialized, meaning that local cultures and 

imaginaries, such as Sámi heritage and Danish hygge, surpass fixed state borders. Nordic cultural 

products can therefore detach from their geography and attach themselves to products and brands 

anywhere in the world. Second, Nordicness also functions as a floating signifier, meaning symbols 

related to it do not carry one single, fixed meaning but is constantly filled with new meanings through 

global flows of ideas and discourses. These flows, such as media, marketing, and everyday cultural 

exchanges, can create imaginaries, such as Nordic sustainability, Nordic lifestyle, and Nordic beauty, 

further shaping how the region is perceived and how its symbolic capital is transferred to products 

(Cassinger et al., 2021). 

Third, Cassinger et al. (2021) also warn of the risk of stereotyping, as Nordic characteristics and 

mythical qualities in brand communication can be used to project an idealized Nordic image that does 

not reflect the region's true complexity. Fourth, and related to the third implication, Nordic place 

branding involves a heightened geopolitical sensitivity since the Nordic region’s reputation is built 

on national prestige. This means that branding efforts can become part of geopolitical interests. 

Lastly, with the fifth implication, Cassinger et al. (2021) warns the risk of stereotyping since Nordic 

characteristics and myths in brand communication can be used to project an idealised Nordic image 

that does not reflect the true complexity of the region. Moreover, Browning (2007) argues that the 

Nordic model is often idealized into a utopia, representing progress and social advancement that 

exceeds reality, like the concept of aspirational communication. It further highlights that Nordic 

identity functions as an aspirational identity itself instead of a neutral description of reality. 

Therefore, the term "Nordic" in branding can be understood as more than a geographical region. It 

represents an imaginary and ideological orientation, even a myth (Lucarelli, 2019), which can be 

transferred from places to brands and products through the floating signifier. Brands no longer need 

to draw on entire Nordic narrative, instead they can select and activate the best fitting Nordic 

associations. These can be nature, simplicity, or sustainability, whichever fits the best for their 

commercial purpose. Andersen et al.’s (2019) also argues that empirically, brands managing Nordic 

associations must also consider internal tensions within the symbolic resource itself, such as 

balancing Norse mythology with Viking imagery.  
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From the consumer perspective, country-of-origin (COO) effect refers to the influence on consumers' 

attitudes and purchase behaviour derived from a brand's perceived association with a particular 

country (Andéhn & Decosta, 2016). Early studies established that COO significantly shapes 

perceptions of product quality (Bilkey & Nes, 1982). However, more recent research challenges the 

assumption of COO being based on a fixed attribute that brand either is or is not from a specific 

country. Andéhn and Decosta (2016) demonstrate that country-brand association is variable by 

degree, and that its commercial relevance lies in perceived associations and contextually triggered 

cues rather than in objective product knowledge or manufacturing origin. This finding connects to 

Cassinger et al.’s (2021) concept of Nordicness as floating signifier since both frameworks recognize 

the idea of a symbolic marker where the nation or Nordicness becomes detached from the geographic 

reality and is activated by perception. 

The COO effect can be either positive or negative. When country holds a strongly positive 

association, it creates a halo effect where the nation associations amplify the perceptions of quality 

and trust for products and services (Han, 1989; Rezvani et al., 2012). In the case of Nordicness, the 

halo is built around associations of purity, environmental responsibility, quality craftmanship, and 

ethical production (Cassinger et al., 2021). These associations can then impact product’s perceived 

quality and reputation even when consumers have limited knowledge of the brand and product’s 

actual practices. Thus, Nordicness often functions less as a factual indicator and more as a culture 

symbol by channeling Nordic imaginaries that have spread globally and become embedded in 

customer expectations (Andéhn & Decosta, 2016).  

By invoking Finnish or Nordic identity, brands can then activate pre-existing cultural script of quality, 

purity, and environmental responsibility without needing to verify those claims factually. This 

characteristic is consistent with findings related to credence goods which true quality cannot be 

reliably evaluated by consumers themselves at the time of purchase or after it (Nagy et al., 2022). 

However, Steffen and Doppler (2019) argue that branding in the case of organic food can create 

consumer trust, beyond the amount certification does. By applying similar logic to clean and natural 

cosmetic context as its claims can be as difficult to prove by consumers, the Nordic COO halo can 

function as a complement and do symbolic work that formal verification could not do. 

2.3 Rhetorical Strategies for Green and Sustainable Brand Storytelling 
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Brand storytelling represents one way in which brands can share their aspirational communication. 

Storytelling allows brands to communicate meaning, such as sustainability, beyond the functional 

attributes of their products. Brand identity is generally understood as a holistic symbolic system; it 

connects the internal organizational values with the perceptions and meanings consumers create 

externally, meaning that brand identities are co-created (Aaker, 1996; Kapferer, 2008; da Silveira et 

al., 2013). Therefore, what a brand communicates about itself, how it says it, and through which 

channels is not a coincidence. It is part of the brand identity work. In a cosmetic context, where 

sustainability cannot always be factually proven, the way the brand tells its story plays as significant 

a role as the story itself. Storytelling has become a practical way to perform brand identity work since 

brands are able to connect their internal values to the meanings consumers want to relate to externally 

(Kent, 2015). 

Therefore, brand storytelling has become a central tool for communicating identity and values to 

consumers. Unlike quick advertising tools that drive sales, brand stories are utilized to build long-

term, emotional connections and trust throughout a narrative immersion, a state where consumer 

becomes absorbed by the unfolding story and does not evaluate it from a critical perspective 

(Hollebeek & Macky, 2019). This lowers the chance of an individual claim being questioned by 

consumer and stories are ultimately proceeded differently from factual claims. Escalas (2004) further 

argues that narratives that brands use can create holistic information processing, meaning that 

consumers engage with the story rather than evaluating individual claims separately. The overall 

impression of the story carries more weight than any single fact within it. This also connects to the 

argument that brand stories are built by narratives that consumers already carry, allowing the brand 

story to feel familiar and credible (Woodside, 2010). This makes brand narratives particularly 

effective for sustainability communication, since the consumer is less likely to interrogate each claim 

in isolation when they are embedded within a coherent and emotionally resonant story. 

The concept of green brand storytelling narrows this general narrative logic to the sustainability 

context, where Huang and Guo (2021) define a green brand story as a company-originated narrative 

that includes both a commitment to social well-being and a promise to protect the environment. Their 

research showcases that green brand stories position sustainability as a symbolic resource to increase 

perceived authenticity and brand trust. More importantly, the effectiveness of a green brand stories 

does not rely on the factual content of its environmental claims, but on the rhetorical strategies used 

to communicate those claims. Overall, a green brand story with strong rhetorical strategies connects 
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with consumers more effectively on perceived brand sincerity and consumer trust than a brand story 

without them. (Huang & Guo, 2021)  

Furthermore, building on the broader logic of green brand storytelling, Huang et al. (2022) ground 

their framework in Aristotle’s classical theory of rhetoric, utilizing the three means of persuasions, 

logos, ethos, and pathos, to the specific context of green brand stories. The three rhetorical strategies 

work through a different mechanism, focusing on specific rhetorical appeals that aim to shape 

consumers’ perceptions of green brand’s sincerity. Moreover, they can bring different types of value 

to the brand story for consumers. These strategies give a solid foundation for analysing sustainability 

communication efforts by differentiating logic, character, and emotion within the same brand 

narrative. 

The first rhetorical strategy, as discussed by Huang et al. (2022), is ethos which focuses on credibility. 

In green brand stories, ethos is built by showcasing moral authority and ethical responsibility, whether 

it is through transparency about processes, certifications, or alignment with social values. Moreover, 

ethos is the rhetorical mode most closely aligned with aspirational communication as the brand 

performs credibility instead of proving it. For example, ethos can be constructed through implied 

trustworthiness, such as drawing from the COO halo of Nordic countries (Rezvani et al., 2012), even 

when no specific certification is shared. 

The second rhetorical strategy, pathos, relates to emotional engagement (Huang et al., 2022). It can 

operate through imagery of nature, wellbeing, and community care, which invite consumers to feel 

the brand’s environmental values rather than evaluate them. Pathos-based rhetorical tools, such as 

metaphors, anthropomorphism, and symbolism, create emotional bonds that operate independently 

of factual content (Huang et al., 2022). In Nordic symbolism, pathos strategies can connect to cultural 

mythology and Nordic nature imagery from which consumers cannot or do not even need to verify 

the related claims, but to take part in the emotional relationship with the myths and nature itself. 

The third rhetorical strategy, logos, connects to logic and rational evidence (Huang et al., 2022). This 

can relate to the use of specific ingredients, scientific explanations, process descriptions, and 

certifications that strengthen sustainability claims. They provide content that is investigable. Out of 

the three rhetorical strategies, logos is the least common in symbolic sustainability communication. 

(Huang et al., 2022) In their experiments, Huang et al. (2022) found that logos has no significant 

effect on the perceived brand sincerity, which differs from pathos and ethos strategies impact. They 
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argue that this may be because consumer’s perception of green brand sincerity most likely does not 

link to logical reasoning of a story. Moreover, it may be highly dependent on the emotional appeal 

and perceived credibility of the story. (Huang et al., 2022)  

Huang et al. (2022) argue that the most effective green brand stories integrate all three strategies. 

Together, they work more effectively, and it helps to separate the green brand story from simple 

product claims. In a green brand story, sustainability is woven into the brand’s narrative identity 

rather than stated as a standalone fact. This integration matters as it can be used to argue that ethos, 

pathos, and logos should not be treated as separate explanations for why a brand story and sincerity 

is presented successfully, but as complementary layers.  

2.4 Digital Brand Communication 

In the current marketing climate, brands rarely choose between different digital communication 

channel. Instead, they combine them as each channels has its own logic, conventions, and audience 

expectations. The channels, such as website and social media, are used differently along the consumer 

journey. For example, a brand website operates in a controlled manner, providing a long-form space 

where the brand can establish its identity on its own terms, without constraints from platforms or 

expectations of daily engagement. Moreover, brand websites can be viewed as more of a place for 

specific broader disclosures and information sharing. It can offer a more structured hub of information 

compared to social media. (Pinto et al., 2019)  

In contrast, Instagram operates according to completely different communicative logics. On 

Instagram, the interactivity and involvement of consumers plays differently compared to websites. 

As a social media platform, it provides a place for engagement, commenting, sharing posts, quickly 

posted reels, and other types of active interaction with consumer groups. (Pinto et al., 2019)  

Simatzkin-Ohana and Frosh (2022) argue that Instagram has developed its own aesthetic in 

communication, both visually and textually. Through the platform communication, brands can signal 

authenticity to their audiences. The combination of image, caption, and hashtag can create a 

multimodal text that creates meaning through multiple different stimuli (Simatzkin-Ohana & Frosh, 

2022). For example, sustainability can be communicated in diverse ways through captions, visual 

imagery, and hashtag choices, each representing a different layer of the brand’s identity claim. 
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Still, it is important to note that the two different communication channels play the best in synergy. 

By utilizing the brand website to build a unified brand image and further tailoring the content on 

Instagram for their target groups, the brands can engage with their consumers in a more in-depth 

manner and get their voice heard. (Pinto et al., 2019) Ultimately, the consistency of a brand’s 

communication across the two channels reflects how the brand understands their relationship between 

their brand identity and consumer engagement. Bulmer et al. (2024) showcase that on Instagram, the 

perceived sustainability authenticity of a brand is shaped by the consistency and sustained messaging 

over time, paired with a clear ethical identity. This ethical identity should also remain consistent 

through the brand’s communication. For example, if a brand would communicate sustainability in 

detail on its website but would use a very different communication on Instagram, it risks a credibility 

gap. This can happen even if the sustainability claims are factual. On the other hand, if a brand uses 

Instagram to deepen and extend its sustainability communication, it can be perceived as more credible 

because it exceeds the expectations. 

2.5 Summary: Theoretical Framework 

This sub-chapter summarises the previous sub-chapters, providing a theoretical framework for the 

study (see Figure 1). The framework is based on the four theoretical areas introduced and discussed 

in the previous sub-chapters, aspirational sustainability communication Nordicness as a symbolic 

resource, rhetorical strategies for green brand storytelling, and digital brand communication. 

Nordicness as a symbolic resource, rhetorical strategies for green brand storytelling, and digital brand 

communication. Together, the framework helps to examine how and why Finnish cosmetic brands 

communicate sustainability through Nordic symbolic resources, and how this communication 

operates across different digital channels (Simatzkin-Ohana & Frosh, 2022). 

Figure 1.  

Theoretical framework for the study 
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As illustrated in Figure 1, the foundation for the theoretical framework is aspirational sustainability 

communication (2.1). In the clean and natural beauty market, regulatory definitions for terms such as 

“sustainable, clean, and natural” do not exist (Wolf et al., 2026). This means that brands cannot 

communicate factually their sustainability related claims. This opens the door for aspirational 

communication through values, identity, and cultural association. Christensen et al. (2013) provides 

the main structure, stating that aspirational talk can create a form of self-obligation through public 

commitment. Therefore, the gap between what brand says and what they can show factual evidence 

for is not automatically deceptive in nature. Instead, it can provide a productive way to work towards 

the stated goals. 

Secondly, Nordicness as a symbolic resource (2.2) provides the base for the specific cultural 

mechanism through which the aspiration becomes credible. Finnish and Nordic identity carries heavy 

pre-existing associations built though place branding and symbols, and it is associated with purity, 
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environmental responsibility, and trustworthiness (Cassinger et al., 2021). Brands can use these 

associations to further fill the gap, supported by the COO halo effect (Andéhn & Decosta, 2016) and 

the concept of floating signifier (Cassinger et al., 2021). Nordicness therefore performs the 

sustainability, it does not prove it. 

Thirdly, moving towards how brands communicate the claims, green brand stories and rhetorical 

strategies (2.3) explain how the three rhetorical strategies of ethos, pathos, and logos (Huang et al., 

2022) translate the Nordic symbolic resources into narratives that feel credible, authentic, and 

trustworthy to consumers. Ethos draws from cultural authority of Finnish and Nordic origin, while 

pathos works with emotional nature imagery and lifestyle philosophy, and logos is presented through 

scientific and process-led content. The use of these three strategies in the brand texts on websites and 

Instagram posts was analyzed. 

Finally, digital brand communication (2.4) will provide digital channel context to the study. Websites 

and Instagram operate with two different communication logics (Pinto et al., 2019; Simatzkin-Ohana 

& Frosh, 2022), meaning that the same brand can deploy Nordic symbolic resources and rhetorical 

strategies differently depending on the platform. By examining both channels, the plausible variation 

across channels can showcase how each of the brands understand the function of Nordic identity in 

specific communication. 
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3. METHODOLOGY 

This chapter outlines the research philosophy, design, data collection process, and analytical approach 

of this study. It begins with establishing the research philosophy in section 3.1, explaining how social 

constructionism and the interpretivist paradigm fit this research. Section 3.2 describes the qualitative 

multiple case study design and shares more about the three selected brands. In section 3.3, the data 

collection process across two digital channels is explained. The chapter ends with section 3.4 which 

presents thematic analysis approach and the coding framework developed for the study. 

3.1 Social Constructionism as Research Philosophy 

This research adopted social constructionism and the interpretivist paradigm. Together, the two 

provided a fitting philosophical foundation for a qualitative study focused on meaning-making, 

language, and cultural symbols in brand communication. 

Generally, social constructionism is understood as a theory that examines how meanings are socially 

constructed, emphasizing the dynamic nature of sensemaking (Galbin, 2014; Hackley, 1998). This 

approach has various definitions, but the core idea remains that meaning is not fixed or objective. 

Instead, it is produced through social interaction, discourse, and cultural interpretation.  

Hackley (1998; 2001) especially highlights the usefulness of social constructionism in marketing-

related studies. It challenges the assumption that marketing phenomena, such as brand stories, exist 

as measurable objects. Instead, the meanings of marketing texts were produced through social 

interaction and cultural context.  Therefore, the approach is central to this research as the Nordic 

symbolic resources, such as references to Finnish nature, purity, and traditional ingredients, were 

analyzed. Alone, they do not carry meaning, but audiences create the meaning through cultural 

associations (Cassinger et al., 2021). This makes social constructionism especially fitting for this 

study, as the analytical interest lies in how brands use Nordic identity in their communication and 

how it may activate in sustainability communication. 

Moreover, the meaning of language depends on the contexts in which it is used (Burr, 2003). For 

example, without the theoretical lens of this study, the chosen brand texts could be interpreted very 

differently, even though the words themselves remain the same. Thus, Galbin (2014) argues that 

social constructionism emphasizes the importance of language in the continuous construction of 
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reality. This idea further highlights the fittingness of social constructionism to this study as brands 

use written language and visual cues to communicate a specific version of themselves.  

By combining social constructionism with an interpretivist paradigm, which declares that social 

reality is constructed, negotiated, and understood through human meaning-making, this study 

embraced its interpretive nature (Guba & Lincoln, 1994). In practice, this meant that the researcher’s 

role was one of an active interpreter who read the brand texts and Instagram captions through 

theoretical lens shared in the second chapter instead of seeking to objectively verify the presence or 

absence of Nordic identity. 

As Lincoln and Guba (1985) stated, the only generalization in qualitative research is that there are no 

generalizations. The findings of this study are context-specific and cannot be universally applied. 

Still, this does not mean the findings cannot be applied elsewhere. Transferability, meaning that the 

findings may resonate with and inform research on similar brands in comparable contexts, remains 

possible. Especially if the analytical framework developed here is documented transparently enough 

for others to evaluate and build on. This phenomenon is also discussed in recent methodological 

literature as Gamble and Hewlett (2025) argue that generalization is possible even in qualitative 

research when conceptual, literature-based framework is combined with an analytical framework. 

3.2 Qualitative Case Study Research Design 

This study adopted a qualitative multiple case study design, in alignment with its social 

constructionist and interpretivist research philosophical approaches. For the case studies, three brands 

were selected and each of them were treated as a separate case. This allowed each of the brands to be 

analyzed in-depth on how each brand communicates Nordic identity in its digital communication and 

how it may differ. These findings are discussed in the fifth chapter. 

The case study method was chosen because the research topic is contextual and meaning-driven rather 

than measurable (Baxter & Jack, 2008). By choosing the case study method, the research delved 

deeper into contextual findings (Flyvbjerg, 2006). Given that the research's focus is as abstract a 

concept as Nordicness, the case study approach allowed a more thorough, in-depth analysis of each 

brand’s communication choices rather than producing surface-level observations across a larger 

sample. Still, with case study method, there were limitations to consider. Hodkinson and Hodkinson 

(2001) note that case studies can produce large amounts of rich data, making it challenging to provide 
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clear, concise answers to research questions. This was managed using a structured coding framework 

introduced in Section 3.4 and by organizing the findings thematically rather than by brand. 

For the case studies, three brands were selected through purposive sampling. This means that the 

brands were chosen based on their relevance to the research questions instead of attempting to achieve 

statistical representativeness (Patton, 2002). The three Finnish cosmetic brands selected were 

Hetkinen, Nörre Nordic, and Djusie. Hetkinen is a Finnish scent and skincare brand that is rooted in 

the Finnish nature philosophy and a Finnish-Japanese aesthetic. The second selected brand was Nörre 

Nordic which is a skincare brand focused on Arctic botanicals and wildcrafting ingredients, 

highlighting the Nordic nature imagery. The third brand selected, Djusie, is a Finnish founded 

skincare brand, aiming to bring Finnish beauty to spotlight. Together, the three brands represent a 

range of approached to Nordic identity in sustainability communication. 

The following criteria guided the brand selection: 

1. Finnish brand 

2. Operate in cosmetics industry 

3. Actively communicating on About Us -webpage and Instagram in English 

4. Showcasing evidence of Nordic or Finnish identity in their brand communication.  

The selection process for brands began with a broader overlook of Finnish cometic brands that were 

actively communicating on their website and Instagram in English. English language was added as a 

criterion to avoid any possible mistranslations and keep the brand’s voice as accurate as possible. The 

initial brand identification began with searches of Finnish Finnish natural and clean beauty brands 

online through different platforms on social media. Ultimately, a website called LUONNO was found 

who had compiled a list of Finnish natural cosmetic brands (LUONNO, n.d.) and the list was utilized 

to find fitting brands for this study. From the initial pool of brands, the three cases selected were 

chosen as each of them represented from the first glance a variation of how Nordic symbolic resources 

are used. The aim was that the final sample of brands would allow a meaningful comparative analysis. 

3.3 Data Collection 

The data used in the study was collected from two separate digital channels: the official brand 

websites’ About Us -sections and the brand’s Instagram accounts. Each brand had an active Instagram 
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account and an About Us section on its website. Both channels were selected because they represent 

different modes of digital brand communication, reflecting two different forms of communication 

styles (Pinto et al., 2019).  

Each of the three case brands had a specific About Us -section on their brand pages. For Hetkinen, it 

was a single page where they go through their brand philosophy and story, while for Nörre Nordic 

and Djusie the section was divided to three parts. Each page under the About Us -title was used for 

the data collection. Moving onto Instagram, all the brands were actively posting. Only the Instagram 

posts on their profile grid were analyzed, leaving any reels and story collections untouched. 

Analyzing these two channels allowed the study to explore what and how each brand communicates 

about Nordic identity on long-form and short-form platforms. Furthermore, the comparison 

encouraged to seek findings on how the communication styles may differ. 

The data from the brand websites was collected during April 2026. All the text from the About Us -

section were copied to ensure that any modifications that brand may perform would not impact the 

analysis later on. For Instagram, data was collected from the past 12 months, spanning from May 

2025 to April 2026. As each of the brands were active on Instagram during that time, purposive 

sampling was utilized to gather relevant data for the research (Patton, 2002). If the posts contained 

communication about Finnish or Nordic origin, nature, sustainability, ingredients, or lifestyle 

philosophy, the posts were screenshotted to be analyzed. Purely promotional posts, such as discount 

announcements or product-only imagery without relevant caption content, were excluded, unless they 

contained any relevant identity language.  

By having a set time window for posts that were analyzed, the study aimed to focus on the brands’ 

recent communication strategies instead of historical positioning. This was relevant to the study’s 

research questions which highlight how Nordic identity is communicated in the present-day 

narratives, not its plausible change throughout years.  

Table 1. 

Overview of data collected for the analysis 

Brand Channel Website Pages Analyzed or 

Instagram Posts Coded 

Period 
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Hetkinen Website 3: Our Story, Scent and Design, 

FAQ 

April 2026 

Hetkinen Instagram 35 posts May 2025–April 

2026 

Nörre Nordic Website 4: About Us, Sustainability, Our 

Philosophy, Our Founder 

April 2026 

Nörre Nordic Instagram 32 posts May 2025–April 

2026 

Djusie Website 3: Our Mission & Story, Our 

Founder, F-Beauty Manifesto 

April 2026 

Djusie Instagram 13 posts May 2025–April 

2026 

 

A limitation of purposive sampling is important to acknowledge here. The selected posts reflected 

the researcher's interpretation of relevance, which introduces subjectivity into the data collection 

process. To manage this, the selection criteria were defined in advance and applied consistently across 

all three brands. It is also acknowledged that the sample does not capture the full breadth of each 

brand's Instagram output, and the findings therefore reflect patterns within the selected data rather 

than claims about the brands' entire digital communication  

3.4 Thematic Analysis 

After collecting the website texts and Instagram posts of three selected brands and familiarizing 

myself with them through several readings, the analysys proceeded with data coding. Thematic 

analysis was utilized as the analytical method for the study since it offers an opportunity to identify, 

analyze, and report patterns within data (Braun & Clarke, 2006). Furthermore, this analytical method 

has been argued to be flexible in analyzing different data types. It is not tied to any specific framework 

and is compatible with a range of research designs and data types, while still being able to provide a 

structured analytical process. (Ahmed et al., 2025; Braun & Clarke, 2006) 
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Transparency in the coding process is a methodological requirement for thematic analysis, as a lack 

of description makes it difficult for readers to evaluate the trustworthiness of the analysis (Coker, 

2021). Braun and Clarke (2006) describe the thematic analysis method as a six-phase process. First, 

you familiarize yourself with the data, followed by generating initial codes, searching for themes in 

the data and then reviewing the found themes. This is then followed by defining and naming themes, 

and finally producing the findings. However, the process does not have to be linear and researcher 

can be iterative with their approach. For example, the researcher can move back and forth between 

phases as the data develops. (Braun & Clarke, 2006; Ahmed et al., 2025) In this study, this flexibility 

allowed myself to return to earlier coded material after recognising new patterns to further define the 

coding categories.  

The coding was theory-driven rather than inductive. The latter approach was considered more 

appropriate for this study as it focused on using an established theoretical lens regarding Nordic 

symbolic resouces (Andéhn & Decosta, 2016; Cassinger et al., 2021) and aspirational communication 

(Christensen et al., 2013). The coding framework was built around four main codes, referred as N1-

N4, which were developed prior the analysis on the basis of the theoretical framework.  

The four codes were defined as follows: 

N1: Nature as origin: references to Finnish and/or Nordic landscapes, climate, plants, or other natural 

environments used as a source or justification for product quality and/or brand identity. 

N2: Nordic lifestyle and values: references to Finnish or Nordic ways of living, such as simplicity, 

mindfulness, or closeness to nature, presented as part of the brand's identity. 

N3: Ingredient credibility and/or craft credibility: references to production methods, ingredient 

sourcing, or supply chain transparency used to ground Nordic identity as a verifiable practice. 

N4: Aspirational sustainability: references to environmental responsibility, ethical consumption, or 

sustainability values where claims remain symbolic rather than verified. 

During the analysis, three absent codes were created that differ from the initial four primary codes 

above. These absent codes represent themes that were missing from the data. The reason to track 

these absences is inspired by Coker’s (2021) argument that thematic analysis should move beyond 

identifying similarities or frequencies, and take into account what is missing. These can bring up 

equally important patterns across datasets.  
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The absent codes were defined as follows: 

Absent code A: No substantive evidence: when sustainability or quality claims are made without 

verifiable content, such as undefined terms like ”natural” or ”pure.” This is also linked to unverified 

certifications or sustainability implied through atmosphere alone. 

Absent code B: when the gap between aspiration and practice is not addressed. For example, 

sustainability is presented as part of the identity instead of an ongoing commitment, and there is no 

goal-driven language, such as ”we aim to.” 

Absent code C: Uncritical Nordicness: when Nordic symbolic resources are used uncritically and do 

not acknowledge that Nordicness is a constructed cultural imaginary (Cassinger et al., 2021).  

The thematic analysis focused on what Braun and Clarke (2006) call semantic-level themes, meaning 

the patterns visible at the surface of the data that the brand’s explicitly state and show. The analysis 

turns away from deep ideological interpretation. This is appropriate given the study's research 

questions, which are concerned with how Nordic identity is communicated rather than why particular 

rhetorical strategies have emerged. In the end on the analysis, three main themes were identified: 

Nordic nature as a rhetorical resource, the spectrum of aspirational sustainability, and Nordic identity 

across digital channels. These will be elaborated in the next chapter that focuses on the findings. The 

full set of the Instagram captions that were coded for each brand are presented in the Appendix A. 
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4. FINDINGS 

This chapter goes through the findings of the thematic analysis for the three case brands. Section 4.1 

showcases how the case brands draw from Nordic nature through different rhetorical strategies: 

philosophicalm scientific, and national character. Section 4.2 presents the findings of how the case 

brands occupy meaningfully different positions on the aspirational sustainability spectrum, ranging 

from symbolical to institutionally verified. Section 4.3 shows how Nordic identity is communciated 

through varying consistency across the case brands’ websites and Instagram channels. 

4.1 Nordic Nature as Rhetorical Resource 

“In Finland, the forest teaches you to heal.” Hetkinen (n.d., Our Story) 

The opening line on Hetkinen’s brand website captures a deep investment in Finnish and Nordic 

nature as a source of meaning, credibility, and identity, which relates to all three brands examined in 

this thesis. As the data demonstrates, the way nature is used in communication and overall utilized 

differs across the brands. While all three deploy Finnish and Nordic nature as a symbolic resource, 

the rhetorical mode through which it operates varies between philosophical mythology, scientific 

mechanism, and national character. 

In this sub-chapter, each brand’s unique approach to Nordic nature as a symbolic resource is 

presented, alongside the rhetorical strategies that enable its use. The findings showcase that each 

brand draws on a different aspect of what Nordic nature culturally represents and uses a different 

combination of ethos, pathos, and logos, based on Huang and Guo (2021) study, to legitimize its 

representation to its consumers. 

4.1.1 Hetkinen: Nature as a Philosophical Oracle 

According to the data analysis, Hetkinen’s  communication style positions Finnish nature as the main 

source of healing, wisdom, and philosophical guidance, rather than merely as an ingredient source or 

a production environment. Nature not only provides raw materials for its products, but it also teaches, 

inspires, and gives meaning. It shapes the brand’s entire way of existing. Hetkinen has the most 

extensive and consistent use of nature in their text as it appears heavily across the website and 

Instagram posts. 
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Hetkinen’s first three sentences in its Our Story (n.d.) -section demonstrates the brand's relationship 

with nature in its opening three sentences: “In Finland, the forest teaches you to heal. In Japan, 

simplicity is practiced as art. In Hetkinen, the two meet in scents.” With these opening lines, Hetkinen 

positions the Finnish forest as an epistemic authority that actively teaches healing. The claim is more 

philosohpical that product-related, and it creates a foundation for their consumer to view and accept 

Finnish nature as a source of the brand’s knowledge and moral orientation. Forest is framed as far 

more than an ecological system. Therefore, according to the data analysis, Hetkinen operates almost 

entirely through pathos way of storytelling as they place this emphasis on the emotions that can 

connect the consumer to the brand story. This is further showcased when Hetkinen describes their 

design methodology on their Scent and Design (n.d. -b) section, also under About Us: ”Our approach 

precise yet intuitive, shaped by two cultures that find richness in restraint.” The Finnish-Japanese 

fusion identified and highlighted on the brand’s story page reappears on Instagram, further reinforcing 

that the brand’s entire design philosophy is built on dual cultural framing. 

Furthermore, as stated in the literature review, Nordicness can operate as a floating signifier. 

According to the data analysis, Hetkinen utilizes Nordic nature the same way as they seem to rely 

entirely on the pre-existing cultural script of it in their communication. For example, on their website, 

sisu and sauna, the two most internationally recognized Finnish cultural anchors (Cassinger et al., 

2021), are mentioned when describing the brand’s roots in Finland: ”From the quiet resolve of sisu 

to the ritual of sauna, there’s a way of being that values perseverance and stillness in equal measure.” 

(Hetkinen, 2025–2026) Sisu and sauna in the sentence carry the cultural weight and link to 

Finnishness, requiring no further explanation for the brand’s claim to feel credible. 

Across the data findings. Hetkinen’s rhetorical strategy operates almost entirely through pathos. 

Instead of offering consumer claims to evaluate, Hetkinen focuses on offering statements that make 

consumers feel an emotional or cultural connection to Finnish nature that does not need third party 

verifications to be persuasive. Forest being framed as healer, consumer is not asked whether the claim 

is factually true, but if they feel it to be true. 

This rhetorical pattern can be seen on Instagram, even more prominent given the number of posts. 

Across the last 12 months, Finnish nature has been continuously anthropomorphized and elevated 

into a philosophical authority. For example, a pine tree, which is a recurring scent and ingredient in 

Hetkinen products, is described as “a quiet guardian of the first—steadfast, humble, enduring—it asks 
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for nothing and gives everything.” (Hetkinen, 2025–2026) The pine tree is personified as a strong, 

humble Nordic guardian. This also connects to the mythological aspects of the Nordic nature 

imaginary (Browning, 2007). In this case, it is almost described as a Norse God who awards blessings 

upon us. Moreover, Hetkinen continues to use pine trees, one of the most common trees in Finland, 

as a metaphorical tool. For example, on their Instagram post the state that ”growth, like in a pine tree, 

happens by deepening the roots — not by rushing the crown.” (Hetkinen, 2025–2026) The metaphor 

articulates the common idea of a Nordic identity, which lies in anti-hustle philosophy and the ideal 

slow Nordic lifestyle imaginary (Cassinger et al., 2021).  

Hetkinen also declares that they “do not follow trends. We follow the forest.” (Hetkinen, 2025–2026). 

Moreover, Hetkinen also shares their strong philosophical use of nature explicitly: “Nature is not our 

inspiration - it is our home. We listen to the trees, follow the movement of water, and breathe the 

rhythm of the forest.” (Hetkinen, 2025–2026) In these examples, nature is not in the background used 

as a production context for their posts, but an active part of their brand’s main identity and value 

source.  

The chosen rhetorical strategy by Hetkinen is powerful because it requires no factual validation. The 

claim that Finnish forest teaches you to heal cannot be verified or falsified; it is a cultural and strongly 

philosophical statement that gains credibility from the symbolic capital of Nordic nature instead of 

any measurable quality. Moreover, the commercial relevance of the COO effect lies not in factual 

recognition but in perceptions, assumed associations, and culturally triggered cues (Andéhn & 

Decosta, 2016). Therefore, it can be seen that Hetkinen uses the mechanisms of strong Nordic 

symbolism and the positive COO effect to their fullest as the brand identity rests on the assumption 

that Finnish nature carries positive associations so deeply embedded in consumer culture that they 

require no supporting evidence. This furthermore connects to the finding that nature in Hetkinen’s 

brand communication acts as a philosophical oracle that builds trust. Like an oracle, the forest’s 

philosophical authority is positioned as something to be believed instead of questioned, and 

Hetkinen’s entire claim to sustainability rests on consumer’s willingness to accept this authority 

without more in-depth information of it. 

4.1.2 Nörre Nordic: Nature as Provider 

Similar to Hetkinen, Nörre Nordic also positions Finnish and Nordic nature as a central brand 

resource, though their rhetoric about how nature operates within it differs fundamentally. Nörre 
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Nordic’s view of forest and nature is one that provides. The Finnish Arctic nature is explained as a 

scientific mechanism, a set of environmental conditions that creates a specific ingredient quality that 

is something measurable.  

In the Finnish Arctic, plants grow under some of the most extreme conditions on earth. Long, 

dark winters and short summers filled with continuous light slow their growth and demand 

resilience. These conditions force Arctic herbs, flowers, and berries to concentrate their 

protective compounds, developing exceptional strength, potency, and antioxidant richness. 

(Nörre Nordic, n.d.) 

According to the data analysis, Nörre Nordic’s nature claims are the most logos-heavy of all brands. 

This means the rhetorical strategy appeals to logic rather than Hetkinen’s strong pathos as the Finnish 

Arctic nature is not positioned merely as a cultural symbol; it is argued to be a causal mechanism. Its 

extreme conditions force slow growth, which then significantly concentrates compounds, and those 

compounds produce exceptional potency. The causal relationship placed on nature serves as a rational 

explanation for consumers, rather than creating a mythological atmosphere. Therefore, Nörre Nordic 

uses the COO effect, since they are not relying on a mere stereotypical association but on a chain of 

reasoning that the consumer could, in principle, investigate and evaluate. 

The use of scientific, logos-based framing of Nordic nature is consistent across both the website and 

Instagram posts. For example, an Instagram post describing wild raspberry leaf states that the plant 

is "wildcrafted from Arctic landscapes where the plants grow untamed, thriving under the northern 

sun,” producing leaves "abundant in antioxidants, flavonoids, and skin-soothing tannins.” (Nörre 

Nordic, 2025–2026). Again, Nörre Nordic provides science-based information regarding their 

products and branding. 

Moreover, though Nörre Nordic also romanticizes Finnish nature, for example describing the timing 

of their ingredient harvest as Finnish midsummer. The detail matters because meadowsweet is 

gathered "at peak bloom, just as its delicate flowers open to the summer sun.” (Nörre Nordic, 2025–

2026) The connection between the two is not just a poetic detail, but can also be explained as a quality 

choice for their product ingredients. 

Still, Nörre Nordic’s communication does not focus only in the logos rhetoric strategy. In their 

Instagram posts, the brand consistently opens with atmospheric Nordic language, delivers in-depth 
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ingredient or processing content in the middle, and closes with a brief return to atmospheric rhetoric. 

Almost like a sandwich. For example, a post introducing their REBALANCE -mask opens with “a 

journey into the calm, quiet heart of the Arctic forest”, followed by naming four specific wild Arctic 

herbs with functional descriptions, and then the post closes with “the refreshing scent of fir needle 

transports you deep into a northern forest.” (Nörre Nordic, 2025–2026). 

This pathos-logos sandwich structure, found through the analysis, deliberately positions symbolic and 

substantive content, enabling the scientific content to be experienced as part of a deliberate Nordic 

nature narrative. Ultimately, the most effective sustainability narrative would integrate all three 

rhetorical strategies (Huang & Guo, 2021), and Nörre Nordic’s word choices act as a practical 

example of this integration. 

4.1.3 Djusie: Nature as a National Character 

The data analysis reveals that Djusie’s use of Nordic nature is significantly different from the other 

two brands. On their website, nature is framed more as a universal design principle: “nature is our 

favourite designer and our biggest muse.” (Djusie, n.d.) It is not framed as a specifically Finnish 

landscape. Similarly, on their Instagram, Finnish or Nordic nature references appear in fewer than a 

third of posts published in the past 12 months. Where Hetkinen and Nörre Nordic build their brand 

identity on the specifically Finnish landscape, Djusie effectively relocates its Finnish credibility to 

national character and professional expertise. 

For Djusie, when Finnish nature is mentioned, the nature is framed functionally instead of 

atmospherically. For example, Finnish adaptogenic mushrooms are named and described by their 

clinical functions, not by their geographic origin. Similarly, Finnish blackcurrant seed oil is named 

as a key ingredient, but the emphasis is on its nutritional profile, leaving the Finnish origin out of the 

limelight. Instead, the Finnish identity claim is built on a more general COO effect by including the 

“made in Finland” claim on Instagram post (Djusie, 2025–2026). Still, in these posts, the ”made-in” 

claim signals manufacturing precision, and the COO effect focuses on professional associations as 

Finland is stereotypically described and viewed as a place of expertise, transparent honesty, and 

precision. It leaves out the ecological associations of pure wilderness, ancient herbal wisdom, and a 

clean natural environment. 
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However, the most ambitious expression of nature rhetoric appears in Djusie’s F-beauty manifesto, 

where the brand positions Finnish beauty philosophy as a global paradigm. Their manifesto appeals 

to the Finnish national character, in which practicality, humility, authenticity, and sustainability are 

“second nature.” (Djusie, n.d. -b) Therefore, according to the data analysis, it is clear that Djusie 

highlights social and character-based attributes more than nature-based ones compared to the other 

two brands.  

4.2 Aspirational Sustainability Spectrum  

The analysis of the brands' websites and Instagram posts reveals that each engages in aspirational 

communication, though they occupy different positions along the spectrum, ranging from symbolic 

to partially substantiated to institutionally verified. Likewise, Christensen et al. (2013) describe 

aspirational talk as a range of strategies with meaningfully different relationships to factual evidence. 

Therefore, as all three brands construct sustainability as part of their brand identity and invoke Nordic 

values, at least to a certain degree, as a credibility resource, they operate at different levels of 

verification.  

Moreover, Christensen et al. (2021) identify distinct modes of aspirational talk, ranging from sincere, 

forward-looking commitment to more opportunistic performance of values. The levels the three 

brands occupy vary from entirely atmospheric, where cultural associations carry the weight of the 

statements, to partially verified, where the described practices and third-party certifications partially 

anchor the brand’s stated aspiration. The following section will map the range of positions the three 

analyzed brands act on and examine how each brand’s position reflects a different mode of 

aspirational talk, as well as the different roles that Nordic symbolism plays. 

4.2.1 Hetkinen: Sustainability as a Pure Cultural Atmosphere 

Hetkinen lies at one of the ends of the spectrum, where sustainability is consctured through cultural 

and aesthetic language. Across both the website and the coded Instagram posts, no certifications, 

third-party or self-signed, are named, no value chain information is provided, no ingredient sourcing 

details are given, and no production process is described that could be independently investigated. 

The sustainability claims and associations rely on the chosen atmosphere of Finnish nature 

mythology, which aims to frame the environmental responsibility of the brand. Thus, values are 
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actively projected through cultural narrative rather than through certified practice, as Montgomery et 

al. (2023) describe symbolic management to be.   

According to the data analysis, the clearest expression of sustainability being built through cultural 

narratives used can be seen on Hetkinen’s Instagram caption, where the brand states: “We choose 

materials and ingredients as if they were gifts we are leaving for future generations.” (Hetkinen, 

2025–2026) Hetkinen’s language in the caption relies heavily on aspirational sustainability claims, 

since the way ecological responsibility is worded lacks any truly factual content: no specific materials 

are named, nor are sourcing practices or specific environmental commitments. This is further visible 

on Hetkinen’s Instagram caption texts (2025–2026), such as ”Upgrade your daily ritual – 

sustainably”, which point toward sustainability without specifying what makes the product 

sustainable. 

Still, this does not mean that all credibility is lost from the statement, or that it should be deemed 

false. The aspiration is stated as a present-tense identity, something the brand actively claims to do, 

rather than a forward-looking commitment it is working towards. Moreover, Hetkinen (2025–2026) 

also discloses on other Instagram posts that they are ”Crafted in Finland with plant-based ingredients 

and forest-inspired scents,” and "Vegan, biodegradable, and scented by nature.” These support the 

idea of Hetkinen being sustainable to some degree, and further create self-obligation through public 

commitment. However, the clearest sustainability claim in the past 12 months of posts is “sustainably 

harvested,” which appears once without definition, process details, or any form of verification. 

Again, the gap between aspiration and practice is not acknowledged. 

The same pattern holds on the website. Currently, the only claim that could be factualised on the 

entire Hetkinen’s Our Story (n.d.) page is “Made in Finland, 100% natural and vegan.” On their FAQ 

page (n.d. -c) under About Us section, the brand states that ”all our products are made in Finland, in 

our own factory in Turku” and perfume and candle caps are made from ”Finnish pine wood.” This 

information is not shared on the Our Story page where the brand narrative and identity is shared. 

Regarding the terms “natural” nor “vegan,” neither has a regulatory definition in the European Union 

cosmetics context (COSlaw, 2022) at the time of data collection, rendering the claims functionally 

undefined. The rest of the Our Story pages communicate sustainability as cultural identity, not as a 

measurable practice.  
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Hetkinen differs from the other brands by placing the Nordic symbolic capital as the sole source of 

credibility. Though all of the brands involved in the study use it to some degree, Hetkinen’s utilizes 

the Finnish forest, sisu, the sauna, and the philosophical fusion with Japanese aesthetics as 

sustainability arguments. In this case, the COO effect operates through these stereotypical 

associations, not by the factual knowledge (Andéhn & Decosta, 2016).  

4.2.2 Nörre Nordic: Sustainability as Described Practice and Partial Verification 

The data analysis showcases that Nörre Nordic holds the most complex position on the aspirational 

spectrum as its communication operates simultaneously on two different levels. The brand deploys 

both the substantive textual register, which describes specific practices in detail, and the symbolic 

visual register, which presents undefined aspirational claims alongside verified ones at equal visual 

weight. In their textual communication on its home page’s About Us page and in the coded Instagram 

posts, Nörre Nordic makes some of the most substantive sustainability claims across all brands. The 

brand posted about their wildcrafting ethics, presenting the strongest example of plausible 

sustainability claims: 

For us, wildcrafting is more than a harvesting method. It's a relationship. We gather by hand, 

never in excess, always with care… We harvest only what's abundant, and always leave 

enough behind for pollinators and regrowth. (Nörre Nordic, 2025–2026) 

The raw data quote above does not only demonstrate the use of atmospheric language that performs 

an ecological responsibility but also a specific, described practice that implies accountability even 

without a specific certification. For example, specifying pollinators in their harvesting process could 

be something a consumer or investigator could technically follow up in. Moreover, Christensen et al. 

(2021) argue that this type of self-obligation is created by the aspirational communication. Therefore, 

Nörre Nordic’s public commitments are sufficiently in-depth to serve as self-binding, even if they are 

not externally verified.  

The similar substantive orientation extends to the brand’s website’s written content. Nörre Nordic is 

the only of the three brands that explicitly discusses traceability: “All Nörre Nordic products are 

crafted in small batches in our own production space, ensuring freshness, traceability, and consistent 

quality from start to finish.” (Nörre Nordic, n.d.) Furthermore, the brand describes a specific six-week 

herbal infusion process, the names of the exact wild herbs gathered as well as the undisturbed 
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locations they come from, and explains why Arctic growing conditions produce more potent botanical 

ingredients. Additionally, the brand differentiates its garden-grown and wildcrafted ingredients. 

These practices, specifically described, are again investigatable and meaningfully different from the 

completely atmospheric claims of Hetkinen. 

In the data analysis process, it was revealed that Nörre Nordic’s sustainability web page further 

extends the transparency of the brand’s crafting practices. Nörre Nordic discloses that 57% of its 

ingredients are sourced locally from Finland, including the self-harvested wild herbs and garden-

grown herbs. Overall, 97% of all product ingredients come from Europe. The brand states that only 

one ingredient, a Mediterranean flowering plant blue tansy, is sources outside of Europe. According 

to the data analysis, this level of supply chain details is absent from the rest of the brands’ website 

communication. The brand lists the following labels and claims in relation to its products on their 

webpage: ”100% Natural, 100% Vegan, 100% Cruelty Free, Handmade in small batches in Finland, 

Arctic Skincare, Science-driven Skincare, Wildcrafted, Slow Beauty, Sustainable & FSC Certified 

Packaging, Whole-plant Organic Skincare, Non-comedogenic, and Consciously Sourced.” (Nörre 

Nordic, n.d.) However, only one of these twelve claim states, only one is backed by a recognized 

third-party-verified certification body: Forest Stewardship Council (FSC) Certified Packaging. The 

rest carry no regulatory definition nor verifiable content. 

In addition, all the claims Nörre Nordic presents are grouped together, with visual icons arranged in 

four rows. The twelve claims are presented as equals, with the verified FSC certification next to the 

non-certified “slow beauty” and “science-driven skincare” labels. The design makes the claims appear 

equal even though they are not. This matters because the overall impression created is one of 

comprehensive, holistic sustainability, which the individual claims is not able to support when 

investigated. This can be interpreted as what Montgomery et al. (2023) describe as one type of 

symbolic management in which credibility is performed through the visual format itself. Still, it is 

worth noting that the brand’s Sustainability -webpage provides its own written definition of slow 

beauty, framing it as an “anti-consumption philosophy centred on creating fewer, more purposeful 

products.”  

Figure 2.  

Nörre Nordic’s 12 icon grid on their sustainability page  (Nörre Nordic, n.d.b) 
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Overall, Nörre Nordi’s combination of communication registers shows that symbolic sustainability 

vocabulary is not reserved for brands with weak evidential positions. In this case, a brand with 

genuinely substantial practices uses undefined aspirational claims to address a wider audience on its 

website and Instagram account. Moreover, Nörre Nordic combines the symbolic claims with 

substantive content. For example, the FSC certification and the description of its wildcrafting 

practices position the brand towards the verified end of the aspirational spectrum. In addition, the 

Sustainability page further strentgthens the brand’s position by providing specific packaging material 

disclosures: “birch wood jars crafted without chemicals, compostable plant fibre cartons, grass paper 

labels, and plastic-free shipping using Finnish aspen wood wool.” (Nörre Nordic, n.d. -b) These 

details suggest a deeply considered material philosophy throughout the production process. 

4.2.3 Djusie: Sustainability as Institutional Verification 

The data analysis shows that Djusie positions itself on the complete opposite end of the spectrum 

from Hetkinen as it is the only brand in the study to ground its sustainability claims in formulation-

level third-party certification. The brand states that “all our skincare products are developed and 

made in Finland, and certified by Ecocert” (Djusie, 2025). Ecocert is an international- widely 

recognized certification body for natural and organic cosmetics, covering often the product 

formulation. This means that ingredients and their sources need to meet specific standards for natural 

and organic content. (Ecocert, n.d.) This single claim brings initially external accountability across 

the supply chain, unlike the two other brands. However, Djusie does not specify which certification 

they have through the certification body, leaving the consumer in the dark on if the certification is in 

relation to packaging, ingredient sourcing, or something different. 

Moreover, the discussion on verification extends to Instagram. A dedicated sustainability post details 

the recycling instructions for each component of Djusie’s packaging: glass bottles are fully 
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recyclable, aluminum tubes use 100% Post-Consumer Recycled (PCR) material, and outer packaging 

is made from FSC- or Programme for the Endorsement of Forest Certification -certified (PEFC) 

cartons. In addition, the post discloses supply chain information for a specific ingredient, called kola 

extract: “sourced with a full sustainable supply chain from the African biodiversity.” (Djusie, 2025) 

According to the data analyis, this is one of the rare transparent statements where supply chain is 

mentioned and accompanied with details of naming the material, recycling standard, certification 

body, and sourcing location for a specific ingredient. This represents a type of sustainability 

communication that strongly differs from either Hetkinen’s philosophical or Nörre Nordic’s described 

wildcrafting practices from the founder. 

Still, it is important to note that Djusie’s sustainability posts begin with aspirational language. By 

opening its caption with “Sustainability isn't just a choice for us — it's in our DNA,” (Djusie, 2025) 

the brand first states its values and then backs them up with evidence. This is actually what makes 

aspirational communication work, as the public commitment is presented first, then followed by 

substantiation (see also Christensen et al., 2013). Compared to Hetkinen, where the gap is not 

addressed, and Nörre Nordic, where it is partially connected, Djusie is the closest of the researched 

brands to closing the bridge. 

Still, basing on the data analysis, it would be too strong of a claim to suggest that Djusie’s 

sustainability communication is fully validated. The Ecocert certification covers the brand’s product 

formulation or packaging, but it does not extend to wider environmental footprint, such as carbon 

emissions, water use, and labor practices in the supply chain. There is still no point on the spectrum 

where sustainability claims are fully proven, some just come closer than others. 

4.3 Nordic Identity Across Channels: Consistency, Compression, and Differentiation 

Having analyzed how each brand constructs its version of Nordic identity and aspirational 

sustainability, this section turns to where and how these strategies are used and whether they are 

consistent across the two examined channels: brand pages (about us) and Instagram. The data analysis 

demonstrates that the brands operate on two different platforms, website and Instagram, on which the 

communication can differentiate. Website is traditionally viewed as a long-form space where a brand 

can establish its identity over time, while Instagram account and posts are built around the platform's 

specifics, visuals, and the exception of instant consumer engagement (see also Simatzkin-Ohana & 

Frosh, 2022). Next, the findings for each brands will be presented. 
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4.3.1 Hetkinen: Instagram as Daily Repetition of Website Philosophy 

Accoding to the data analysis, out of the three brands, Hetkinen shows the highest level of channel 

consistency. It has the same symbolic resources that appear across both the website and the coded 

Instagram posts, ranging from Finnish forest mythology and Nordic slowness to sisu and sauna. For 

example, on their Intagram post showcasing their hand soap, the caption reads:  

Wash your hands like a Finn. Born of dark forests and northern winds, Sisu emerges. A hand 

wash infused with the defiant spirit of Finland: black pepper, menthol, pine, tar, charcoal. It 

does not merely cleanse. It awakes resilience. fortitude, and quiet resolve. Strength distilled 

into lather. (Hetkinen, 2025–2026) 

The caption is also paired with hashtags, such as #sisu, #finn, and #madeinfinland. Similar strong 

Nordic rhetorical register that is built on emotions, imaginery, and atmosphere continues throughout 

the rest of the posts. Still, Hetkinen’s Instagram posts do not develop new arguments, dynamics, or 

content for the Nordic branding. Instead, the brand compresses the website's philosophical message 

into short, haiku-like captions that repeat and reinforce what the website has already established.  

The consistency between the two channels is evident when comparing them directly. On the website, 

the brand writes: ”In Finland, the forest teaches you to heal.” (Hetkinen, n.d.) On Instagram, the same 

orientation surfaces in a different form for the brand: ”We do not follow trends. We follow the forest.” 

The same claim that Finnish nature is the brand's primary authority remains, but the Instagram version 

is condensed into a single declarative sentence, well-suited to the platform's faster-moving feed. 

Across the last year’s posts, there is a repeating pattern of content: the forest gives meaning, pine 

teaches patience, birch returns to its essence, and sisu runs through the products. Ultimately, the brand 

website establishes the mythology once; Instagram repeats it daily until it becomes familiar and 

assumed. 

One channel-specific element worth noting is Hetkinen's (2025–2026) hashtag strategy on Instagram. 

Posts regularly carry hashtags such as #zerowaste, #organic, and #ecoliving even when their caption 

itself contains no specific sustainability language at all. This further showcases that the aspirational 

sustainability is being claimed at the platform's searchability layer independently of the text. This is 

a unique form of symbolic management on Instagram platform, with no equivalent on the website. 

Thus, the signaling of sustainability can be extended beyond what the caption actually says, which is 
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analytically interesting as it suggests the brand understands that on Instagram, sustainability is also 

performed through discoverability. The use of hashtags was especially powerful in Instagram posts 

released in 2025 as there was no limitation to use of of hashtags. Brands were able to use up to 30 

hashtags in their caption, but this was changed on 18th of December 2025 when hashtag use was 

limited to five per post (Creators, 2025). This forced Hetkinen to change this type of communication 

according to the data analysis, and the brand started to hashtag only their brand name and specific 

characteristics of the product itself, such as #handwash and #selfcare. Still, they continued to utilize 

#forestbathing to keep connecting their products to the experience of Nordic nature on their 

Instagram. 

4.3.2 Nörre Nordic: Instagram as Personal Extension 

Through the data analysis it was found that Nörre Nordic also maintains high channel consistency 

with the same scientific Arctic herbs statements as well as wildcrafting philosophy. The brand 

continues to combine pathos-logos rhetoric registers through both the website and the analyzed 

Instagram posts. However, unlike Hetkinen where Instagram simply compresses their website 

content, Nörre's Instagram sometimes goes more in-depth than the website in regards to substantive 

detail. In several cases Instagram is actually the more evidentially rich channel of the two. For 

example, the wildcrafting ethics topic is the clearest example. Nörre Nordic’s website (n.d. -b) 

describes wildcrafting in general terms: herbs are gathered from clean, undisturbed areas, dried 

carefully, and processed in small batches. On Instagram, the information is significantly more 

specific, for example, ”gathered by hand, never in excess, always with care” and ”we harvest only 

what's abundant, and always leave enough behind for pollinators and regrowth.” (Nörre Nordic, 

2025–2026) 

The specific ecological commitment, leaving enough for pollinators, is not present on the website. 

Similarly, the seedling provenance post on Instagram shows the actual herbs being grown from seed 

in early spring, with the caption explaining that the Finnish summer is short so they begin early to 

give the plants more time to bloom. This level of farm-to-formula transparency does not appear on 

the website at all. However, it is still important to note that Nörre Nordic still maintains a dedicated 

Sustainability page under the About Us section. The brand is able to provide a more comprehensive 

account of brand practices than the rest of the brands alone.  
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There is also a notable shift in voice between Nörre Nordic’s two channels as the website speaks in 

an institutional third-person register while on Instagram, the communication is more personal. For 

example. it came about during data analysis that the brand’s practices and philosophy is described 

coherently through the brand website, the Instagram captions seem to be spoken by the founder, 

giving the brand personal and biographical dimension to play in to build trust and sincerity. Nörre 

Nordic’s founder’s stories, such as spending time at Finnish summer cottage, learning to grow herbs, 

and discovering the power of plan oils further amplify the themes found in the data analysis, from 

Nature as origin and Nordic lifestyle to Nordic credibility. Thus, the brand’s claims feel true and lived 

rather than designed without any substance. Overall, the personal voice is unique to Instagram and 

adds a layer of authenticity to the scientific-nature argument that the website's more polished prose 

cannot replicate. 

However, one channel-specific element that runs in the opposite direction is the twelve-icon claims 

grid on Nörre Nordic’s website. It has no equivalent on Instagram. As discussed in section 4.3, this 

grid performs comprehensive sustainability credibility through a visual format, presenting verified 

and undefined claims at equal weight. The brand does not use this format on Instagram, nor does it 

reference the more detailed sustainability disclosures on the webpage, such as FSC. This ultimately 

creates a three-tier information structure for the brand’s dataset: Instagram is the most personal and 

emotional content, the About Us page carries brand philosophy, and Sustainability page factual 

content. A consumer engaging only on Instagram would not receive the same picture of the brand’s 

sustainability as the person who reads all three sources. Therefore, according to data, Nörre Nordic’s 

two channels, Instagram and websites, support the same positioning through these different rhetorical 

structures. 

4.3.3 Djusie: the largest website-Instagram gap 

Through data analysis, Djusie showcases the largest gap in communication differences between 

Instagram and website. On their website, Finnish identity is central in the F-Beauty manifesto (Djusie, 

n.d.b) where the brand positions Finnish beauty as a global paradigm. The founder is also introduced 

as a pioneer of holistic skincare in her home country Finland, and the brand's social values of mental 

health, self-worth, and holistic wellbeing are developed at length. In addition, the Ecocert certification 

is also mentioned, grounding the brand's sustainability positioning in verified content, even if it is 
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lacking in detail. Therefore, Finnish identity on the website is both philosophical and evidential, it is 

the foundation of the brand's entire argument for both why it exists and why it should be trusted. 

On Instagram, the brand, however, communicates differently. According to the data analysis, Finnish 

or Nordic identity references appear in very few posts from the last twelve months, most containing 

no Nordic or Finnish reference of any kind. The Instagram posts through 2025 and 2026 April are 

mainly product-focused, for example, one post is entirely about a citrus-scented product with no 

mention of Finnish nature or Nordic values. Another Instagram post breaks down the clinical science 

of gotu kola extract with references to collagen synthesis, anti-inflammatory compounds, and 

biologically active molecules. The ingredient transparency that has nothing to do with Finnish identity 

at all. Therefore, the data analysis brings up an interesting point as a brand that positions itself on its 

website as a pioneer of Finnish holistic skincare does not deploy the same framing in its daily 

Instagram content. 

The gap in communication style between Djusie’s webpages and Instagram channel becomes 

significant for this study because it suggests that Nordic symbolic resources and product information 

serve different communicative functions across the two platforms. The website is where the brand 

builds its identity. For that purpose, the philosophical depth of Finnish identity, the F-Beauty 

manifesto, and the founder's biography are essential to build that image. Instagram is then the platform 

where the brand sells its products to an audience that already knows who it is. Because of it, ingredient 

transparency, clinical efficacy, and product function appear to be more effective than national identity 

mythology. This suggests that Nordic identity may matter more for initial brand positioning than for 

ongoing consumer engagement, at least for a brand operating at the science-driven end of the clean-

beauty market. 
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5. DISCUSSION AND CONCLUSIONS 

5.1 Research Summary and Reflection 

This study examined how Hetkinen, Nörre Nordic, and Djusie, three Finnish cosmetics brands, use 

Nordic symbolic resources to communicate aspirational sustainability narratives on their two digital 

channels, the About Us website and Instagram. Rather than evaluating whether sustainability claims 

are factually accurate, the focus was on how Nordicness is used in brand communication within an 

industry where formal verification is limited by the lack of regulated terms. The objective was to 

understand how individual brands deploy existing Nordic symbolic resources in their communication, 

shifting the focus away from macro-level analyses of Nordic identity and place branding. The main 

research question guiding this study was: How do Finnish cosmetic brands use Nordic symbolic 

resources to communicate aspirational sustainability narratives in their digital brand communication? 

The study examined four theoretical areas that formed the study's theoretical framework (see Figure 

1). Aspirational sustainability communication provided the starting point, explaining why the gap 

between what brands say and what they can factually prove is not automatically deceptive since a 

brand’s public commitment to its goals and values can serve as a self-obligation (Christensen et al., 

2013, 2021). This gap is what creates room for Nordic identity in brand communication, as 

Nordicness can be used as a symbolic resource, as its pre-existing cultural associations, such as purity 

and trustworthiness, are selectively activated by brands, functioning as a floating signifier instead of 

a fixed meaning (Cassinger et al., 2021). COO literature is also connected to the Nordic identity as it 

offers an explanation of how a nation-associated halo can further support brands’ claims (Andéhn & 

Decosta, 2016). To understand how these symbolic resources are then communicated by brands, 

Aristotle’s rhetorical theory of ethos, pathos, and logos explained how brands can utilize Nordic 

associations in their green brand stories to make them feel sincere and credible (Huang et al., 2022). 

Finally, digital brand communication explained why the rhetorical strategies do not look the same 

across channels, since websites and Instagram operate under different communicative logics and 

audience expectations (Pinto et al., 2019; Simatzkin-Ohana & Frosh, 2022). 

Methodologically, the study followed a social constructionist research philosophy and an 

interpretivist paradigm, as the goal was to understand how meaning around Nordic identity and 

sustainability is communicated (Hackley, 1998; Hackley, 2001). This philosophical basis supported 

a qualitative multiple case study design, which enabled an in-depth comparison of how Nordic 
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identity may have been used differently across the three selected brands (Baxter & Jack, 2008). Data 

was collected from each brand’s website About Us section and Instagram content, and then analyzed 

through thematic analysis. During the analysis, a coding framework was created, and four primary 

codes were created: Nordic nature as origin, Nordic lifestyle and values, ingredient and/or craft 

credibility, and aspirational sustainability (Braun & Clarke, 2006). In the data analysis process, the 

two sub-questions were addressed to support the main research question by addressing digital channel 

variation and rhetorical strategies. Next, each research question and the findings will be addressed 

while reflecting on to the existing literature. 

Sub-question 1: How is Nordic identity deployed across website and Instagram communication, and 

in what ways does its use vary between channels? 

The findings showcase that all three selected brands use Nordic identity in their communication 

across both channels, but with meaningfully different levels of consistency and communicative 

functions. This is consistent with Simatzkin-Ohana and Frosh’s (2022) argument that websites and 

Instagram operate on two different communicative logics, and what is said and how credibility is 

performed is dependent on the platform convention and audience expectations. Moreover, the 

findings showcase that the amount of variation between the two channels can be a strategic choice by 

itself. Brands can choose what Nordic symbolic resources are needed and in what capacity in each 

channel’s context. 

In channel consistency, Hetkinen shows the most similar communication on both its brand website 

and Instagram. The brand deploys the same symbolic resources, such as Finnish forest mythology, 

sisu, sauna, and a Finnish-Japanese fusion, across both the website and all 36 coded Instagram posts. 

Each share the same pathos-dominant register. Pathos, as Huang et al. (2022) describe it, operates 

through emotional engagement and cultural imagery rather than rational evidence. In Hetkinen’s case, 

the pathos register is used without variation in both channels. On Instagram, the philosophy explained 

in detail on the brand website is compressed and repeated without developing it further. However, 

uniquely to Instagram, Hetkinen utilizes hashtags for sustainability signals, such as #zerowaste and 

#organic, even when the post caption itself does not contain sustainability language. Therefore, it can 

be argued that aspirational sustainability is also performed on the platform’s discoverability layer, 

without specific connection to the actual textual content of Instagram post. 
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Nörre Nordic also maintained a high consistency across both channels, though Instagram extends on 

and deepens the website content instead of plainly repeating it. Some of the most substantive 

sustainability claims in the entire dataset appear only on Instagram, such as the in-depth wildcrafting 

ethics and the seedling provenance information. This makes the channel more rich in actual evidence 

for sustainability. Analytically this is interesting because it counters the expectation that brand 

websites are the usual channel for the more substantive content due to long-form content. Instagram 

is more often regarded as a fast-moving content. 

For Nörre Nordic, there was also a shift in voice between the channels. On Instagram, the brand’s 

founder speaks directly in first person in the captions. It is a personal form of ethos that Simatzkin-

Ohana and Frosh (2022) associate with Instagram's vernacular authenticity norms. Therefore, brand 

authority takes more space on Instagram instead of website where the communication happens 

through a third person register. In addition, the website contains a visual table of twelve sustainability 

related claims that is not present on Instagram. This showcases that the website also has been able to 

collect the claims in a unified manner, but also that both verified and non-verified claim. For example, 

claim such as slow beauty rituals has same equal weight as FSC Certified packaging. This type of 

symbolic management through design format was not specifically addressed by Montgomery et al. 

(2023). 

Lastly, Djusie showcased the largest gap between the channel communication. The Finnish identity 

has more presence on the website as there is a F-beauty manifesto and the founder’s story. All of this 

is mostly absent from Instagram, except sharing the certified status. Finnish or Nordic references 

appear in less than three coded Instagram posts. Instead, Instagram content is dominated by ingredient 

science, clinical data, and product functionality. This is especially logos-dominant register, 

contrasting the pathos-register used on the website. This difference suggests that for Djusie, Nordic 

symbolic resources serve as a way to build brand identity on the website, while Instagram is utilized 

as a straightforward way to communicate product credibility and consumer information. 

Sub-question 2: What rhetorical strategies do Finnish cosmetic brands use to communicate 

sustainability as a cultural and symbolic value through references to Nordicness? 

Regarding the rhetorical strategies, all three brands deploy Nordic symbolic resources to some degree. 

All three brands have distinct rhetorical strategies relying on different combinations of ethos, pathos, 

and logos as described by Huang et al. (2022). The variation of strategies showcases empirical support 
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for Cassinger et al.’s (2021) argument that Nordicness functions as a floating signifier, meaning that 

the same cultural resource is activated differently across brands depending on their brand positioning. 

Out of the three brands, Hetkinen focuses on one main rhetorical strategy: pathos. Finnish nature is 

positioned as a philosophical and moral authority which is communicated as a source of wisdom and 

healing. The forest teaches, heals, and gives meaning, it is not just an ingredient origin. With this type 

of communication, consumer is invited to take part in an emotional and cultural relationship with the 

Finnish nature. No factual sustainability content is involved. This type of communication is consistent 

with Huang et al.’s (2022) description of pathos, it operates through emotional resonance and 

immersion instead of rational evaluation. Moreover, Andéhn and Decosta’s (2016) argument on COO 

effects operating through cultural associations instead of factual knowledge is also fitting to the 

finding. Hetkinen does not include certifications, supply chain information, or process details across 

their brand content on website or Instagram. The gap between aspiration and evidence is not filled 

nor acknowledged, meaning that the self-binding quality of aspirational talk is absent (Christensen et 

al., 2013). 

Unlike Hetkinen, Nörre Nordic was found to combine all three rhetorical strategies in a specific way 

during the data analysis. Most of the time, the brand opens with atmospheric Nordic language, then 

delivers a substantive ingredient or process content in the middle, and closes with a return to the more 

emotional, atmospheric language. This can be noted as a pathos-logos-pathos sandwich structure. In 

addition, Finnish Arctic geography is explained as a scientific mechanism through which the 

botanical ingredients come to alive in a unique manner; more concentrated under extreme growing 

conditions, and thus providing higher potency. This section leans the most in logos-register in the 

nature communication, and represents fundamentally different use of COO effect compared to 

Hetkinen. Nörre Nordic provides a chain of reasoning that positions Finnish origin as causal 

explanation for ingredient quality (Andéhn & Decosta, 2016).  

 

Moreover, Nörre Nordic builds ethos through described production practices, such as six-week 

infusion processes, wildcrafting undisturbed Arctic locations, and small-batch handmade production. 

In addition, through the founder’s personal voice on Instagram, the brand is able to add biographical 

credibility to their science-leaning arguments. Nörre Nordic is also the only brand to name traceability 

explicitly in their communication and provides a quantitative sourcing data: 57 % of ingredients 

sourced from Finland and 97 % from Europe. Still, Nörre Nordic utilizes symbolic management 
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heavily in their sustainability claims. For example, as mentioned before, the About Us -page’s icon 

claims put equal visual weight on verifiable claims and more symbolic ones. 

The findings also show that Djusie communicates Finnish credibility mainly through ethos, 

specifically through professional expertise and national character. Landscape or nature mythology is 

absent from their communication, which is a complete opposite from Hetkinen. The founder's 25 

years of professional experience as a beauty therapist, acupuncturist, and natural cosmetics 

formulator, alongside the Ecocert certification, position Finnish identity as a global beauty paradigm 

grounded in expertise and verified practice, not on the cultural atmosphere. This showcases that COO 

effect may also function through person-based authority instead of place-based one, a mode of COO 

that Papadopoulos and Heslop (2002) identify but that the existing Nordic branding literature does 

not specifically address. As presented in the Findings section, Djusie’s Instagram communicates 

sustainability mainly through logos-dominant rherotic, focusing on ingredient transparency, clinical 

data, recycling instructions, and supply chain disclosure. Still, the F-beauty manifesto on their website 

positions Finnish beauty and cosmetics as a global paradigm competing with K-beauty, which makes 

Djusie the most ambitious COO positioning out of all the brands. It is also a clear example of using 

Nordic identity as a strategic differentiator.  

Main research question: How do Finnish cosmetic brands use Nordic symbolic resources to 

communicate aspirational sustainability narratives in their digital brand communication? 

Together, the findings from sub-research questions aid to answer the main research question to 

understand the holistic view of how Nordic symbolic resources are used to communicate aspirational 

sustainability narratives through digital platforms. Across all three brands and both channels, Nordic 

symbolic resources function as the primary mechanism through which aspirational sustainability 

claims gain cultural credibility. It further showcases that aspirational claims fill the gap that the 

absence of regulatory leaves in the clean beauty market (Wolf et al., 2026). Moreover, this agrees 

with Christensen et al.’s (2013) argument that aspirational communication of values does not always 

align with documented practice. Montgomery et al. (2023) also highlights that with the concept of 

symbolic management, sustainability is communicated through cultural narrative and association 

rather than set of verified claims. Still, all three of the brands engage in aspirational sustainability 

communication from different positions on the spectrum, from entirely symbolic to institutionally 
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verified. This set of variation is something that Christensen et al. (2013, 2021) does not fully account 

for.  

On the spectrum, Hetkinen is placed on the complete symbolic end. The Nordic cultural atmosphere 

that is activated through pathos-rhetoric is used to substitute factual sustainability evidence. There 

are no verifiable claims appearing anywhere on the data, and the brand seems to rely completely on 

the pre-existing cultural script of Finnish nature being pure and trustworthy. Because of the heavy 

focus on the stereotypical symbolic characteristics, it is important to note the risk of reproducing 

symbolic Nordic stereotypes uncritically, leaving room for unrealistic and even moral superiority on 

the Nordics (Christensen et al., 2021). 

Nörre Nordic, instead, occupies a middle position on the spectrum, providing substantive information 

of practices and institutional verification, such as FSC certified packaging. The combination of logos, 

ethos, and pathos across its communication means that Nordic symbolic resources frame and amplify 

real content rather than replacing it, bringing Nörre closer to the self-obligating aspirational 

communication Christensen et al. (2021) describe as the most productive. 

Djusie sits closest to the verified end on the spectrum, as they have Ecocert certification and supply 

chain disclosure, helping to anchor the brand’s aspirational communication at least partially. Of the 

three brands, Djusie’s findings come closest to the accountable aspirational communication structure 

that Christensen et al. (2013, 2021) theorise, as public commitment is followed by substantiation. 

Still, it should be noted that the spectrum has no fully verified end point. Even with their Ecocert 

certification, Djusie only covers formulation instead of the whole environmental footprint of the 

brand. Moreover, as noticed in the data analysis, the brand would still benefit from specifying their 

certification status to highlight the exact certifications they have received through Ecocert. 

Across all three positions on the aspirational communication spectrum, Nordic symbolic resources 

remain present throughout. With Hetkinen, they substitute for evidence entirely through pathos while 

at Nörre Nordic the Nordic symbolic resources frame and amplify the described practices. Djusie 

contextualizes their certified claims within a broader cultural identity through ethos. Therefore, the 

findings suggest that Nordic identity does not only decorate sustainability communication, it is the 

actual mechanism through which sustainability is made to feel credible. The rhetorical strategy 

through which it is activated determines how much evidential work it can do on its own. 
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5.2 Theoretical Contribution 

This study makes three specific contributions to existing theoretical literature. First, it provides 

empirical evidence for Cassinger et al.’s (2021) floating signifier concept at the level of individual 

brand strategy. Previously, the concept has been mainly operated at a macro-level of cultural 

discourse and place branding (Cassinger et al., 2021; Lucarelli, 2019). This study showcases that the 

flexibility of the Nordic floating signifier is more than a theoretical property as it can be used as 

practical communicative resource that brands actively and strategically utilize by selecting different 

aspects of Nordic symbolic capital depending on the credibility their positioning requires.  

Second, the study extends Christensen et al,’s (2013, 2021) aspirational communication framework 

in two distinct ways. Previously, the framework has been applied mostly in organisational and 

corporate social responsibility communication contexts in which the primary question is whether the 

aspirational talk creates genuine accountability. This study, instead, applies the framework on 

consumer brand communication in the clean beauty sector, where cultural identity is the main 

credibility mechanism. Thus, it adds an extra qualifier to Christensen et al.’s (2013, 2021) argument 

that public expression of values creates productive self-obligation, highlighting the importance of 

making the self-obligation specific enough to stay committed to. For example, Nörre Nordic describes 

their specific wildcrafting in a detailed manner across their public channels. 

Third, the study contributes to the COO research by showcasing that in cosmetics context, COO 

effects can operate through selective cultural associations, instead of a single country halo. This 

extends Andéhn and Decosta’s (2016) finding that COO is based on perceived association rather than 

factual knowledge or manufacuring origin, and that the association strength varies among consumers. 

This study further adds that the variation also happens on brand level. Each of the case brands draw 

from the same Nordic symbolic resources but still emphasize different elements of it. Hetkinen 

activates nature mythology, Nörre Nordic highlights the closeness to nature with ingredients, and 

Djusie activates professional expertise. Therefore, each of the brands are able to create a distinct COO 

effect from the same cultural origin. 

5.3 Managerial Implications 

The findings of this study have practical implications for both Finnish cosmetic brands and for 

globally operating clean beauty brands. The three brands analyzed hold different positions between 
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plain symbolic communication and institutionally verified sustainability claims. Both of the positions 

carry different type of risks and benefits for the brands. For example, brands such as Hetkinen that 

are positioned at the symbolic end, are able to build brand images based on emotion with relatively 

low operational costs. However, they still carry a risk for reputational damage if consumer scrutiny 

increases or undefined terms, such as ”natural”, become more regulated. Still, brands that have 

verified sustainability also need to put focus on how they communicate their verifications in a 

transparent and effective manner. Managers should treat the selected position on this spectrum as an 

active strategic decision for the brand’s identity and as something that could carry both reputational 

risks and communicative opportunties depending on where they stand on. 

The study’s findings suggest that brands whose sustainability communications relies only on 

undefined symbolic claims without details may be lacking on accountability part of aspirational 

communication. As scrutiny over certification and claim accuracy increases, brands could benefit 

from re-checking the claims they include in their brand website and Instagram, and if possible, pair 

them with some substantiation of how they are working towards those claims. Thus, it could be 

recommended that brands would audit the brand claims across both website and Instagram 

communication to identify which could be verified and which rely on symbolic language. 

Moreover, the Nordic symbolic resources work differently depending how brands activate them. This 

study showcases that Nordicness is not a fixed, single asset that brands either have or do not have. It 

is a flexible cultural resource that brands can deploy, whether it is through philosophical myths, 

scientific and ingredient focus, or founder focused character branding. Each of these characteristics 

activate a different COO halo on the brand, meaning that brands could benefit from being aware and 

selective on the dimensions of Nordic identity they want to use. For example, if a brand decides to 

focus only in pure nature mythology without any other Nordic symbolic resources, the 

communication may feel too one-dimensional and limit the brand’s ability to respond to plausible 

consumer scutiny in the future. Managers could benefit from mapping these dimensions of Nordic 

identity the brand utilizes to understand their current positioning.  

With digital channel communication, the study showcases that website and Instagram serve different 

communicative functions for brands which should be taken into account for by managers. Though 

websites are traditionally viewed as long-form channel to build brand identity on, Nörre Nordic 

showcases that brands can also expand their brand stories through visual Instagram posts with their 
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own personal voice. If a brand only compresses the website content in the Instagram captions, they 

might not be using Instagram to their full capacity. Similarly, not including any information of topic 

such as sustainability that is discussed on their website, may create a coherence gap for consumers. 

Therefore, managers could benefit from viewing the brand website and Instagram as complementary 

channels that can support each other. For example, website could be used to establish the brand’s 

sustainability position in depth, while Instagram can then extend and personalise it through 

storytelling, specific highglights of process transparency, and hearing from founder or other voices 

in the company. 

5.4 Limitations and Suggestions for Future Research 

As with any research, this study is not without limitations. While this study focuses specifically only 

on brands themselves and their external communication, it is not able to examine the brand-consumer 

relationship in detail or how the communication efforts for sustainability are interpreted or 

experiences by consumers. Therefore, future research including consumer perceptions would allow a 

more complete picture of how aspirational sustainability communication is evaluated in practice. For 

example, it is still unknown if consumers able to meaningfully distinguish between Hetkinen’s 

atmospheric claims and Djusie’s Ecocert-certified claim. Similarly, it would be interesting to explore 

if and how these differences impact perceived brand trust and purchase behavior. Moreover, future 

research could explore whether the aspirational sustainability spectrum positions that were found 

analytically important in this study are also meaningful to consumers. 

Second, as this study was conducted as a cross-sectional investigation, it captures only a snapshot in 

time. While this study is not able to address whether the identified spectrum positions are stable brand 

identities or dynamic communication strategies, a study tracking selected brands over a longer period 

of time would offer valuable insights. For example, it would be interesting to examine if a brand like 

Hetkinen is able to maintain its entirely symbolic position if it modifies its communication due to 

commercial pressures toward a more evidentially grounded. This is especially relevant to aspirational 

communication whici is based on self-obligation and should ultimately shift from stated values to 

documented practice (Christensen et al., 2013).  

Finally, this study is limited to three Finnish brands, and the findings cannot be generalised to Nordic 

branding more broadly. This study could be extended within Finland alone to include a larger 

selection of brands. However, Cassinger et al.’s (2021) floating signifier concept suggests that 
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Nordicness operates differently across national contexts, meaning that Swedish, Norwegian, and 

Danish may activate different aspects of Nordic identity in their communication. Expanding the study 

to a comparative Nordic research could explore whether the three green brand story rhetorical 

registers and the aspirational spectrum identified in this study represent a broader phenomenon across 

the Nordic natural beauty brands. 
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APPENDICES 

Appendix A: Coded Instagram posts from each case brand. 

The full Instagram dataset for each brand is cited in-text as a single source in the reference list. 

Brand Post # Date Extracted Content for Data Analysis 

Hetkinen 1 10 Apr 2025 “Pine, birch and juniper – the heart of the Nordic forest, now in your 

hands.” / “Not in glass, not in plastic – but in real wood, breathing in 

rhythm with nature.” / #noplastic #zerowaste 

Hetkinen 2 10 Apr 2025 “Three trees. Three scents. One moment that lingers.” / “Pine, birch and 

juniper – the heart of the Nordic forest, now in your hands. Not in glass, not 

in plastic – but in real wood, breathing in rhythm with nature.” / 

“Hetkinen’s hand balm never hurries. It lingers. Melts into the skin, leaving 

behind the forest, the quiet, and calm presence.” 

Hetkinen 3 12 Apr 2025 “Drop diffuser. Same form, now with scent within. The design remains. The 

ritual deepens.” / “Each diffuser now includes our organic pine essential 

oil – a quiet tribute to the Finnish forest and the clarity it brings.” / “Add a 

drop. Inhale deliberately. Let stillness unfold.” 

Hetkinen 4 12 Apr 2025 “a quiet tribute to the Finnish forest and the clarity it brings” / “Add a drop. 

Inhale deliberately. Let stillness unfold.” / #madeinfinland #organic 

Hetkinen 5 20 Apr 2025 “Hetkinen does not shout. It whispers.” / “Growth, like in a pine tree, 

happens by deepening the roots — not by rushing the crown.” / “every 

choice can be both aesthetic and ethical” 

Hetkinen 6 21 Apr 2025 “Hetkinen does not simply scent the air. It gives it meaning.” / “They follow 

the path of pine needles, the stillness of moss, and the silent wisdom of 

trees.” / “We do not follow trends. We follow the forest.” 

Hetkinen 7 29 Apr 2025 “It stands, silent and sure. Pine.” / “A quiet guardian of the forest. Reaching 

skyward with patient strength, offering shelter beneath its rounded crown.” 

/ “It asks for nothing. It gives everything.” / Created in collaboration with 

Aarikka (wooden pine sculpture). 
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Hetkinen 8 1 May 2025 “Welcome to the forest. Without taking a single step.” / “Natural. Timeless. 

Handcrafted in Finland.” / “The peace of the forest, right when you need 

it.” 

Hetkinen 9 13 May 2025 “Wash your hands like a Finn.” / “This is not just hand washing. It’s a daily 

act of Finnish strength.” / #sisu 

Hetkinen 10 6 Jun 2025 “A small pine. A silent gesture.” / “Shaped like a pine tree. Crafted from 

Finnish wood. Carrying the forest within.” / “A reminder of what grows 

slowly, and lasts.” / Created in collaboration with Aarikka (scent necklace). 

Hetkinen 11 7 Jun 2025 “Where scent meets form.” / “Crafted from Finnish pine, the diffuser vessel 

turns fragrance into something more.” / “Metsä. Fresh, green and as pure 

as a Nordic forest.” / “let the wood speak on your behalf” 

Hetkinen 12 6 Jul 2025 “The Finnish summer doesn’t announce itself. It arrives quietly.” / “a touch 

of nature, a breath of stillness, a scent of now” 

Hetkinen 13 8 Jul 2025 “Upgrade your daily ritual – sustainably.” / “Our natural hand wash refills 

are made for conscious routines and timeless design. Each 1-liter pouch 

refills your 500 ml Hetkinen glass bottle twice – with less waste and more 

intention.” / “Vegan, biodegradable, and scented by nature.” / “Clean 

hands, clean conscience.” 

Hetkinen 14 9 Aug 2025 “Nature is not our inspiration – it is our home.” / “We choose materials 

and ingredients as if they were gifts we are leaving for future generations.” 

/ “Hetkinen is a promise – to nature, to time, and to you.” 

Hetkinen 15 13 Aug 2025 “Summer Seizure.” / “Finnish white rose – soft as a midsummer garden.” / 

“This is your endless summer, bottled. Carry the light with you.” 

Hetkinen 16 16 Aug 2025 “A forest distilled into oil.” / “From the resinous clarity of pine branches 

to the golden depth of sea buckthorn, this body oil gathers the quiet strength 

of northern landscapes.” / “Sustainably harvested, thoughtfully blended. A 

daily ritual of nourishment drawn from the Finnish wild.” 

Hetkinen 17 23 Aug 2025 “Award-winning Nordic hydration.” / “Pine lip balm, shaped by the silence 

of Nordic forests.” / “Infused with hand-harvested pine needles” 

Hetkinen 18 24 Aug 2025 “Hetkinen – where scent becomes design.” / “From the silence of Nordic 

forests, we create objects of care. 100% natural, vegan, and crafted in 

Finland – each product is an invitation to pause.” / “We believe in 
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simplicity, purity, and respect for nature. Every detail, from ingredients to 

packaging, is designed to honor the forest.” 

Hetkinen 19 20 Sep 2025 “Scent is not an addition, it is an invisible layer of architecture.” / 

“Hetkinen diffusers shape the atmosphere: they soothe, energise, or restore 

balance.” / “The forest lends its raw materials, Japan its inspiration.” 

Hetkinen 20 4 Oct 2025 “Wash hands like a Finn.” / “Born of dark forests and northern winds, Sisu 

emerges. A hand wash infused with the defiant spirit of Finland: black 

pepper, menthol, pine, tar, charcoal.” / “Strength distilled into lather.” 

Hetkinen 21 5 Oct 2025 “The air is still. The sky glows pale gold. Somewhere far north, light lingers 

a little longer.” / “Lapland, where the forest breathes, and every scent tells 

a story of time and silence.” / “Notes of cloudberry, Labrador tea, and 

sweetgrass unfold slowly, like morning mist over Arctic marshes.” / “Made 

from rapeseed and soy wax, its burn is pure, its spirit northern.” 

Hetkinen 22 25 Oct 2025 “Archipelago, the scent of the sea’s quiet strength.” / “Breathe in the 

untamed beauty of the Finnish archipelago. The archipelago scent diffuser 

captures the raw poetry of the coast — where smooth granite warms under 

the sun, lilies sway in the wind, and the air tastes of salt and pine.” / 

“Natural, vegan, and long-lasting.” 

Hetkinen 23 1 Nov 2025 “When we breathe in the scent of pine, our body remembers the forest. 

Hetkinen was born from that memory, from a desire to bring the calm of the 

forest into everyday life.” / “Pine is a bridge between human and nature.” 

Hetkinen 24 2 Nov 2025 “The birch is a tree of light and warmth. When it sheds its leaves, it loses 

nothing, it simply returns to its essence.” / “The silence it leaves behind is 

a pause before renewal. Perhaps we too are at our most beautiful when we 

simply let go. Perhaps beauty is found when we no longer hold on.” 

Hetkinen 25 16 Nov 2025 “At Hetkinen, every candle is a small ritual, an invitation to pause.” / 

“Smoke sauna layers tar, eucalyptus, and smoke into a scent that recalls the 

ancient breath of a Finnish sauna, where steam hushes the senses and time 

finds its stillness.” / “organic cotton wick” 

Hetkinen 26 6 Dec 2025 “In a Finnish pine forest, the scent does not seek approval. It is honest: resin 

warm, needles cool, the air clear and unembellished.” / “The pine forest 

scent diffuser was created to capture that quiet continuity. Not interpreted 
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or embellished, simply held as close as possible to the way the forest truly 

smells in the early morning.” 

Hetkinen 27 3 Jan 2026 “In Finland, the sauna is not an indulgence. It is a routine.” / “A place of 

heat, wood and water. Of stillness, repetition and restoration.” / 

“Hetkinen’s sauna scent carries this tradition. Warm wood. Soft smoke. A 

sense of calm that settles slowly.” 

Hetkinen 28 16 Jan 2026 “Cold water does not ask for permission. It awakens.” / “Avanto hand wash 

captures that instant, when icy water meets skin and attention sharpens.” / 

“A restrained ritual for those who value clarity, and understand the quiet 

power of the cold.” 

Hetkinen 29 25 Jan 2026 “The pine body oil brings a moment of the Finnish forest onto your skin.” / 

“Finnish pine essential oil and extract refresh and renew the skin.” / “Find 

your calm in the forest.” 

Hetkinen 30 31 Jan 2026 “Inspired by Nordic forests and yūgen, the beauty that reveals itself only 

when you slow down.” / “Pine resin meets earth and filtered forest light.” 

Hetkinen 31 1 Mar 2026 “Pine needles are precise in form. Long, narrow, deliberate.” / “They grow 

in quiet repetition, in pairs, in clusters, subtle variations of the same line. 

Structure without ornament.” / “There is a clarity in pine we return to. 

Again and again.” 

Hetkinen 32 7 Mar 2026 “Some everyday objects deserve a little more thought.” / “Pine heartwood 

hand wash brings the scent of northern forests into a daily ritual, resinous 

pine, aged wood, bark and moss.” / “A balance of scent, material and quiet 

Nordic design.” 

Hetkinen 33 14 Mar 2026 “Biophilia describes the innate human tendency to seek connection with 

nature, a quiet attraction to forests, trees and the living world.” / “Light the 

candle, and the room remembers the forest.” 

Hetkinen 34 26 Mar 2026 “Not every moment asks for the same amount.” / “Avanto hand wash comes 

in three sizes.” / “A quiet choice for everyday rituals.” 

Hetkinen 35 6 Apr 2026 “Some days, your skin needs more than moisture.” / “Pine body oil brings 

the feeling of the forest closer, fresh pine in the air, soft light through the 

trees, a quiet sense of calm.” / “A real pine twig rests inside the bottle, 

carrying a small piece of the forest with it.” 
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Nörre Nordic 1 11 Jan 2025 “It always starts the same way: with plants, soil, and patience.” / “Nothing 

is rushed. Each step is guided by the character of the plants and the time 

they need.” / “What begins in the garden gradually becomes a ritual, 

something meant to be used with intention, not hurry.” 

Nörre Nordic 2 12 Jan 2025 “Two new creations, inspired by wildflowers blooming in the Arctic forest.” 

/ “BLOOMING ROOTS Botanical Scalp Treatment Oil. WILDFLOWER 

FOREST Botanical Oil-to-Milk Cleansing Oil.” / “These formulas have 

been two years in the making. Developed patiently, refined slowly, and 

guided by the plants themselves.” 

Nörre Nordic 3 16 Jan 2025 “Healthy, vibrant hair begins where it grows, at the roots.” / “Blooming 

Roots is a potent botanical pre-wash scalp treatment oil crafted with wild 

and garden-grown Arctic herbs, rich CO₂ Arctic berry seed oils, and 

stimulating forest botanicals.” / “Its scent carries the essence of the north, 

wildflowers in bloom beneath the Nordic pines, fresh, green, and quietly 

grounding.” 

Nörre Nordic 4 18 Jan 2025 “Haircare Rewilded is rooted in the understanding that the scalp is a living 

ecosystem, much like the skin, much like nature itself.” / “By working with 

wild and garden-grown Arctic herbs, botanical oils, and forest plants, we 

support the scalp’s natural functions and microbiome.” 

Nörre Nordic 5 24 Jan 2025 “Walking through Nordic forests in summer, it’s always the wildflowers that 

catch my attention first. Small, resilient, quietly powerful, growing among 

moss, trees, and open light.” / “the way they support the ecosystem around 

them, without force or excess” / “Rituals inspired by wildflowers blooming 

where they are meant to grow.” 

Nörre Nordic 6 26 Jan 2025 “Wildflower Forest is inspired by wildflowers blooming in Nordic forests, 

and by the idea that cleansing should never feel harsh or stripping.” / “Wild 

yarrow and meadowsweet are slowly infused alongside garden-grown 

chamomile and mint” / “Arctic forest berry oils nourish and protect” / “the 

quiet strength of Nordic nature” 

Nörre Nordic 7 16 Mar 2025 “Working with plants means working with seasons. These flowers grow 

slowly, and the formulas that follow them do too.” 

Nörre Nordic 8 5 Apr 2025 “Slow rituals, shaped by Arctic plants.” / “Wildcrafted Arctic herbs and 

flowers grown in our own garden. Harvested in season, dried slowly, and 
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carried into oils and powders while their qualities are still fully present.” / 

“From living plants to everyday ritual.” 

Nörre Nordic 9 8 Apr 2025 “Early spring, and the first seedlings are already growing.” / “Calendula, 

chamomile, and cornflower started in small pots, waiting to be planted out 

in the garden. The Finnish summer is short, so we begin early to give them 

more time to bloom.” / “These are the same plants that later become part 

of our formulas, grown from seed, in their own season, step by step.” 

Nörre Nordic 10 11 Apr 2025 “Instead of creating skincare from nature, we create skincare together with 

nature – we call this skincare rewilded.” / “committed to protect the 

biodiversity of wild nature by using sustainable and wildlife friendly 

practices” / “a nature-driven company that produces natural skincare that 

actually gives back, rather than take, from nature” 

Nörre Nordic 11 16 Apr 2025 “From Arctic forest to your skin.” / “radiant, nourished skin powered by 

Arctic nature” / Finnish-language caption: “Luonnollista hehkua suoraan 

luonnosta” (natural glow straight from nature). 

Nörre Nordic 12 5 May 2025 “REVIVE Glow-Boosting Herbal Face Mask is a celebration of wild-grown 

and garden-nurtured plants.” / “Arctic Sea Buckthorn: Wildcrafted in the 

far north, sea buckthorn berries offer an extraordinary cocktail of vitamin 

C, vitamin E, and essential fatty acids.” / “invitation back to the wild 

wisdom of plants” 

Nörre Nordic 13 5 May 2025 “We wildcraft raspberry leaves from Arctic landscapes where the plants 

grow untamed, thriving under the northern sun.” / “abundant in 

antioxidants, flavonoids, and skin-soothing tannins” / “beauty often lives in 

the quietest corners of nature” 

Nörre Nordic 14 5 Jun 2025 “hand-harvested herbs, each chosen for its incredible ability to soothe, 

protect, and support sensitive skin” / “lovingly grown in our own garden or 

wildcrafted with care, then slowly infused for six weeks in organic sunflower 

seed oil” / ingredient breakdown: blackcurrant leaf, cornflower, 

chamomile, self-heal with specific clinical claims per herb / “arctic 

lingonberry seed oil” 

Nörre Nordic 15 22 Jun 2025 “For us wildcrafting is more than a harvesting method. It’s a relationship.” 

/ “We gather by hand, never in excess, always with care” / “harvest only 

what’s abundant, always leave enough behind for pollinators and 
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regrowth” / “we take only what we’re invited to take” / “Every jar of Nörre 

Nordic carries the imprint of this wild northern land” 

Nörre Nordic 16 24 Jun 2025 “Wild meadowsweet: the soft white bloom of midsummer” / “We harvest it 

gently at peak bloom, just as its delicate flowers open to the summer sun” / 

“In harmony with Arctic botanicals” 

Nörre Nordic 17 28 Jun 2025 “In a world that rushes, we choose slow.” / “Arctic herbs grown in our own 

garden, or wildcrafted carefully from untouched forest edges and 

meadows” / “No shortcuts, no mass production, just time, care, and deep 

respect for nature’s pace.” / “Rooted in the wild. Crafted with intention. 

Created to nourish.” 

Nörre Nordic 18 30 Jun 2025 “A journey into the calm, quiet heart of the Arctic forest.” / “Inside each 

jar, you’ll find a quartet of wild Arctic herbs: Meadowsweet, Nettle, Birch 

leaf, Yarrow.” / “birch xylitol to nourish your skin’s microbiome” / “fir 

needle transports you deep into a northern forest” 

Nörre Nordic 19 9 Jul 2025 “For us sustainability isn’t just about packaging. It’s about pace, place, and 

purpose.” / “We grow many of our herbs right here in our garden, from 

seed to harvest.” / “guided by the seasons rather than demand” / “Working 

with nature’s rhythm. Using local, wild, and homegrown plants. Creating 

intentionally, not endlessly.” 

Nörre Nordic 20 21 Jul 2025 “Meet REBALANCE — A forest-born ritual for clear, calm skin.” / “wild 

Arctic herbs, Arctic colloidal oat and mineral-rich clay” / “Wild 

meadowsweet, Wild nettle, Wild birch leaf, Wild yarrow” / “fir needle 

transports you deep into a northern forest” 

Nörre Nordic 21 5 Aug 2025 “I’m Laura – founder, formulator, herbalist, and the hands behind Nörre 

Nordic.” / “A few years ago, I began spending more time at our summer 

cottage by a lake, surrounded by forest and wildflowers.” / “Nörre Nordic 

was born from this place.” 

Nörre Nordic 22 2 Oct 2025 “From our own herbal garden come chamomile, cornflower, and 

blackcurrant leaf, each a healer in its own way.” / “From the wild, we 

gather: Self-heal, Bilberry.” / “a way to let nature’s herbs and berries wrap 

your skin in care, and help it remember its strength” 

Nörre Nordic 23 2 Oct 2025 “A gentle ritual for dry, sensitive, and irritated skin.” / “From our own 

herbal garden come chamomile, cornflower, and blackcurrant leaf, each a 
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healer in its own way: Chamomile reduces redness and soothes irritation. 

Cornflower tones, decongests, and brightens delicate skin. Blackcurrant 

leaf strengthens and protects with powerful antioxidants.” / “From the wild, 

we gather: Self-heal, a remarkable herb that comforts and helps repair. 

Bilberry, rich in Vitamin C and antioxidants, to ease redness and bring 

radiance.” 

Nörre Nordic 24 4 Oct 2025 “In our little studio, herbs meet science.” / “honoring both worlds: the 

traditional knowledge of herbs and the precision of modern formulation” / 

“Slow skincare, rooted in both wisdom and science” 

Nörre Nordic 25 6 Oct 2025 “A luxurious botanical blend for oily skin.” / “Arctic blackcurrant and 

raspberry oils, rosehip, and squalane.” / “Touch of fir needle: Refreshing, 

grounding, and uplifting, like a breath of the Arctic forest.” / “Balance. 

Clarity. Calm.” 

Nörre Nordic 26 19 Oct 2025 “Sunlight on golden petals, a gentle breeze through the garden.” / 

“calendula is a reminder that true beauty is gentle, intentional, and rooted 

in nature’s wisdom” / “Each bloom holds the essence of care, patience, and 

quiet magic.” 

Nörre Nordic 27 21 Oct 2025 “Born from the Arctic forest.” / “Among moss, fallen leaves, and quiet 

streams, the wild herbs and Arctic berries that inspire our face oil serums 

grow strong and resilient.” / “Each drop carries the forest’s quiet energy.” 

Nörre Nordic 28 25 Nov 2025 “A little piece of Arctic light for tired, dull skin.” / “Inspired by the soft 

glow of the midnight sun.” / “Arctic oat, birch xylitol, willow bark.” / “a 

breath of fresh forest air” 

Nörre Nordic 29 5 Dec 2025 “Handcrafted in Finland, Nörre Nordic creates small-batch facial oils 

made from Arctic herbs grown and harvested by hand.” / “Each formula 

captures the untouched purity and potency of nature.” / “Where Arctic 

botanicals meet conscious ritual, elevating clean beauty through nature’s 

intelligence.” / Posted by partner retailer Alara Organics. 

Nörre Nordic 30 26 Jan 2026 “WILDFLOWER FOREST Botanical Oil-to-Milk Cleansing Oil.” / “This is 

our new cleansing ritual, one I’ve been quietly developing for a long time.” 

/ “This oil-to-milk cleanser melts away makeup, impurities, sunscreen, and 

excess oil while protecting the skin’s natural barrier.” 
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Nörre Nordic 31 14 Mar 2026 “Three masks, three rituals, guided by Arctic herbs.” / [ingredient lists per 

mask: REBALANCE: wild nettle, meadowsweet, birch leaf, yarrow; 

RECALM: chamomile, cornflower, self-heal, blackcurrant leaf, bilberry + 

probiotics; REVIVE: lady’s mantle, raspberry leaf, calendula, sea 

buckthorn] / “herbs gathered from northern landscapes and our own 

garden” 

Nörre Nordic 32 11 Apr 2026 “Wildflower Forest Botanical Oil-to-Milk Cleansing Oil.” / “A cleansing 

oil built around plants that calm, balance, and support the skin.” / “Wild 

yarrow and meadowsweet, infused together with garden-grown chamomile 

and mint, form the base of the blend, helping to soothe irritation and bring 

the skin back into balance.” 

Djusie 1 2 Apr 2025 “Forget perfect. Life is juicy, too.” 

Djusie 2 13 Apr 2025 “Our gotu kola is 100% whole gotu kola leaf, without any solvents.” / 

“sourced with a full sustainable supply chain from the African biodiversity” 

/ clinical evaluation data cited. 

Djusie 3 8 May 2025 “Thoughtfully designed, consciously chosen.” / “Sustainability isn’t just a 

choice for us — it’s in our DNA.” / “100% PCR aluminium tubes” / “FSC 

or PEFC certified carton” / recycling instructions per product. 

Djusie 4 15 Aug 2025 “All our skincare products are developed and made in Finland, and 

certified by Ecocert.” / “Our founder @katjakokko is a pioneer of holistic 

skincare in her home country Finland with over 25 years of professional 

experience.” 

Djusie 5 20 Aug 2025 “When we created Djusie, we asked ourselves: Why doesn’t F-Beauty exist 

yet?” / “Think of K-Beauty — admired worldwide. Now meet F-Beauty: 

Finnish Beauty. A movement born from clean nature, uncompromising 

functionality, and a deep love for design.” / “We like to think of Djusie as 

the first true Scandinavian design brand in skincare.” 

Djusie 6 28 Aug 2025 “Djusie – where Finnish design meets juicy skincare.” / “Shop at 

djusie.com.” 

Djusie 7 11 Sep 2025 “Citrus Delight – a juicy citrus dessert for your skin. Smells like sunshine. 

Cleanses like a dream.” 
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Djusie 8 10 Oct 2025 “Our beloved boxes are back.” / “Meet The Dream Team Box – your 24h 

ritual for glow, renewal, and deep nourishment.” / “The Juice Moisturizing 

Power Fluid. Sleep Tight Intensive Night Treatment.” 

Djusie 9 10 Oct 2025 “Finnish adaptogenic mushrooms (shiitake & lion’s mane)” / “chaga 

mushroom” / “mastic tree resin as a natural retinol alternative” 

Djusie 10 13 Oct 2025 “Djusie Dry Facial Cupping Ritual.” / “Our dry cupping ritual boosts 

circulation, releases tension, reduces puffiness and enhances natural 

firmness — leaving your face visibly brighter, smoother and more 

sculpted.” / “Djusie cups are made in Finland from medical-grade silicone, 

designed with our own custom mold.” 

Djusie 11 29 Oct 2025 “Nature is our biggest muse. Every Djusie formula is a study in precision 

and purpose.” / “deep respect for natural intelligence” / “Your skin is a 

reflection of your inner world.” 

Djusie 12 31 Oct 2025 “Win the iconic Djusie belt bag — made in Finland.” / “We’re giving away 

3 exclusive Djusie belt bags, beautifully made in Finland, each filled with a 

full-size Djusie ritual for the winter.” 

Djusie 13 12 Dec 2025 “Weekend plan: a long facial massage with Fruit Glaze Facial Oil.” / 

“According to our principles, we don’t use isolated perfume molecules in 

our products. Instead, we use whole essential oils, as they provide 

aromatherapeutic benefits in addition to skincare effects.” / Ingredient 

breakdown: immortelle, green mandarin, bergamot, rose geranium, each 

with specific functional claims. 

 

 


