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Abstract

Traditionally, the role of marketingin business-to-business (B2B) transactions have been modest;
marketing of B2B products are based on the believethat B2B customers only value product attributes such
as price and quality, which apply to the functional consumption value. Emotional consumption values only
apply to the business-to-consumer (B2C) market. However, due to digitalization and globalization, B2B
companiesare facingincreased global competition and thus, the companies need to find new ways to stay
relevantonthe market. The current field of marketingis known as ‘marketing 4.0’; in this era of marketing,
where the key marketing conceptis values and the enabling force of this erais new wave technology, the
objective isto make the world a better place. Consumers are increasingly searching for companiesand
products, which can fulfil their personal needs and values. Thus, companies must approach their customers
as humans with values, rather than merely customers. For B2B companies sellingrenewable energy
solutions, the role of marketingis arguably different because the marketis complex. Fighting climate
change has become animportantsubject onthe global agenda and different actions for sustainability and
climate protection are being made; politically, targets for the use of renewable energy are made and
furthermore, governments offer companies taxes and subsidies forinvestinginrenewable energy
technologies. Since the beginning of the 21°t century, CSR has been a strategic part of most corporations,
because of a growing consumerinterestin sustainable consumption. Companies can use green marketing
to promote their product’s positive environmental value and with the growing publicinterestin
sustainability, green consumers have emerged; green consumers are environmentally responsible and
consume products, which do not compromise the health of the environment. However, despite different
global actions for sustainability in the fight against climate change, the global consumption of energy will
continue toincrease inthe future. Thus, there isa need forrenewable energies. This study aims to discover
how B2B renewable energy companies market their products ontheir websites. Based on the knowledge of
B2B marketingand the current era of value-driven marketing, the aimis to identify which consumption
valuesthe companies use ontheir websites. To answerthe research question, the researchis conducted as
a qualitative multiple case study, wherethe cases consist of three different renewable energy companies —
fromthree different geographicallocations —and their websites. The three websites are coded to discover
and understand the message and values the companies want to communicate through their marketing.
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Introduction

Traditionally, business-to-business (referred to as ‘B2B’) marketing was known as industrial marketing. B2B
are transactions made between companies, and the primary focus was selling, renting, or supplying
products or services to other companies, with the purpose of further production (Grewal & Lilien, 2012).
The transactions between companies were thus based on practical conditions. In B2B companies, the
decision-making process of purchasing products is often based on multiple decision-makers (Kotler &
Armstrong, 2010); the buying process can thus be longand complex due to group decision-making and
company influences (Lynch & De Chernatony, 2004). Furthermore, products on the B2B marketare more
complex andthus requires more knowledge from the buyers and thus, B2B companies often have fewer
buyers and customers however, thesealso often purchase greater orders and larger quantities (Blythe &
Zimmerman, 2005). In contrast, the purpose of business-to-consumer (referred to as ‘B2C’) marketingisto
sell products orservices directly to the end users, the consumers. The path to the consumeris often shorter
and the marketing approachis thus different because of the target market (Kotler & Armstrong, 2010).

In general, marketing can be defined as the art of understanding consumers and theirneeds. According to
Shethetal (1991), there are five consumption values which can explain “why we buy what we buy” (Sheth
et al, 1991, p.159) and thus, there are five values, which companies can approach and use in their
marketing strategy. Because we are all consumers, B2C has arguably received the most attention from
marketing managers and academics (Blythe & Zimmerman, 2005). The general assumption is that B2C
customers consume based on the emotional values of a product, while B2B transactions are based on the
functional values and arational decision-making process (Lynch & De Chernatony, 2004; Rizomyliotis et al,
2017). B2B buyers can not be persuaded with emotionalvalues. In B2B companies, the role of marketingis
thusregarded as irrelevant and managers are convinceditis only relevant forthe B2C market (Kotler &
Pfoertsch, 2006). Thus, for a longtime, academicand managerial literature have suggested that marketing
on respectively the consumer and business markets should be approached differently, becausethe B2B and
B2C markets and needs are different (Coviello & Brodie, 2001).

In recentyears, however, the focus on B2B marketing has changed and received increased attention
(Rizomyliotis et al, 2017). Due to digitalization and globalization, companies face greater competition;
transactions can happenacross land borders and continents, and thus diminishes the challenges of time
and space (Appadurai, 1996). Because of the globalized market, local customers do not merely purchase
products from local suppliers. Thus, B2B companies need to find new ways to stay relevantand differ from
the competing companies—bothlocally and globally (Lipidinen and Karjaluoto, 2015) —and at the same
time, the B2B companies need to adapt to the changing market (Hidalgo & SpringerLink, 2015). Online
marketing plays animportantrole for B2B companies; most productinformation, customer
communication, and trading takes place online (Kotler & Armstrong, 2010). Kotleretal (2016) argues, that
the contemporary field of marketing has evolved to the stage of Marketing 4.0; the value-driven era of
marketing where digital channels play animportantrole (Kotleretal, 2016). Marketing has shifted from
being product-centricto human-centric; this deems that companies do not approach consumers as merely
consumers butas human beings, with “mind, heart and spirit” (Kotleretal, 2010, p. 6). Products and
services become personalised tofitindividualneeds and furthermore, products become sustainable.

In the value-driven era of marketing, the objective is to “make the world a better place” (Kotleretal, 2010,
p. 6). One of the greatest concerns of ourtime is climate changes and thus, formany people, sustainability
has become animportant priority (Herbes et al, 2017). More consumers aimto live asustainable and
environmentally responsible lifestyle and thus, there is agrowing consumerinterestin knowing the supply-
chain of how products are made and where they come from. The global environmentalissues have caused



a shiftin consumer’s consumption habits and demands; apart from great price and high quality of their
products, the consumers want to make meaning of their consumption (Faurholt & Bengtsson, 2006). The
consumers search forcompanies which address and act environmentally responsible, and which offer
sustainable products and services (Kotleretal, 2010). Inthe global climate change debate, the role of
corporationsis dual; corporations can use the earth’s resources and produce products, which fulfilthe
needsand demandsinourlives. However, corporations are also a part of the global problem; production of
goods use the earth’sresources and pollutes the environment (Dunphy et al, 2014). Thus, to make products
sustainable, the production process needs to change (Antonides, 2017). While beinga part of the problem,
corporations are also one of the solutions; by implementing sustainable production, corporations can
contribute to the well-being of the world (Dunphy et al, 2014). However, despite aglobal demand for
sustainability in the fight against climate change, energy consumption will continue toincrease (Burgeret
al, 2014). Usingrenewable energy for production is one-way corporations can implement sustainability in
their company.

Across the globe, regulatory policies are madei.e. to reduce emission of greenhouse gasses (abbreviated as
‘GHG’) and furthermore, supportive policies, such as subsidies, are implemented to promote the use of
renewable energy (Beck & Martinot, 2004). For a company, investinginrenewable energy can have several
benefits. Renewable energyis an abundant and cost-efficientfuel and thus, itis economically beneficial.
Furthermore, renewable energy can have strategicand competitive advantages. By using renewable
energy, the company can promote their product’s sustainable benefits; thisis known as green marketing
(Gongalvesetal, 2016).

Itisarguedthat B2B and B2C markets are differentand should thus be approached differently. However,
the contemporary field of marketingis arguably the value-driven era (Kotler et al, 2010), where the
consumers are approached as human beings, ratherthan merely consumers, and values are the key
marketing concept. Furthermore, the B2B companies are experiencingincreased competition, due to
digitalization and globalization. For B2B companies who are selling renewable energy technologies, there
seemto be a contemporary marketadvantage and thus, this leads to the problemdiscussion.

Problem discussion

Renewableenergy technologies are continuously evolving and adapting to the world’s growing demand for
renewable energy; the global energy consumption is growing and will continue to grow in the future
(Burgeretal, 2014). Thus, renewable energy needs to become alarge share in the global energy mix
(Mallon, 2006).

The demand for renewableenergy comes from different sides; on anational as well as a global scale,
governments are setting political targets forthe use of renewable energy. Forinstance, inthe European
Union, the target is to produce 20% of all energy from renewable energy sources in 2020 (Burgeret al,
2014, p.58). On anotherlevel, corporations are interested in implementing renewable energy solutions for
their production, because renewable energy supplies companies with inexhaustible energy, while being
cost-efficient (Burgeretal, 2014). Furthermore, it offers astrategicadvantage for promoting the company’s
sustainable activities (Dunphy et al, 2014). Lastly, for many people, fighting global climate change isatop
priority. Thus, in orderto contribute with a positive impact on the environment, many consumers chose
products and services thatare sustainable and do not damage the environment (Gongalves et al, 2016).



While B2B marketingis generally regarded asirrelevant, B2Brenewable energy companies seemto have a
marketing advantage; because of the growing attention and different needs for sustainable solutions —
particularly renewable energy solutions —in theory, the marketing of renewable energy should be as simple
as saying; ‘Theworld needs renewable energy —buy our product!’. However, marketing renewable energy is
complex Herbes etal, 2017).

Fighting climate change is aglobal challenge, which most people are interested in participatingin (Herbes
et al, 2017). For alongtime, corporationswere branded as ‘evil’, because they were believed as only being
interested in economicgrowth, while compromising the health of the environment (Dunphy et al, 2014).
However, we are dependant on corporations and thus, governments and consumers are demanding
corporations toimplement sustainable production. For customers, —such as corporations—buyinga
renewable energy productis more than simply purchasing a product; buyingarenewable energy productis
an investment, which requires alarge upfront payment (Beck & Martinot, 2004; Mallon, 2006). Therefore,
customers are often dependant of support schemes, which can help finance the investment (Burger et al,
2014). The supportschemesforrenewable energy technologies are not fixed and thus, the possibility for
financial support can change, and can varyin different countries. Furthermore, thereisanincreased
attention on corporations, which are expected to act sustainable (Dunphy et al, 2014). For B2B companies,
marketingisa challenge; butfor renewable energy B2B companies, there seemsto be an even bigger
challenge. Because customers are highly dependent of support schemes, the attractiveness of arenewable
energy technology is dependant of the financial support the investing customer can be granted (Mallon,
2006). For B2B renewableenergy companies, itis thus a challenge to know their customers motivations for
investinginrenewable energy;isitbecause of politicallydecided targets? Isit because they want to
become sustainable? Isit because they want to satisfy their customers?

This leads to the research question.

Research question

How does the global fight against climate change affect how B2B renewable energy companies market their
products on their websites?

The purpose
The purpose of the researchisto explore how B2B renewable energy companies approach the marketing of
theirproducts on their websites.



Theoretical framework

The following chapter serves as the theoretical framework for this research. The theoretical framework s
usedto achieve agreater knowledge and understanding of the underlying factors, which can contribute to
answering my research question.

The firstsection will explore the origins and role of B2B marketing. The second sectionintroduces the
conceptof the value-driven marketing (Kotleretal, 2010). In the third section, the role of digital marketing
ina globalized world will be explored. Inthe fourth section, the concept of consumption values (Sheth etal,
1991) will be researched. The fifth section willintroduce the concept of green marketing (Goncalvesetal,
2016). The sixth section will outline the benefits and risks of investingin renewable energy.

B2B marketing
In this project, the focusis on B2B renewable energy companies and how they market their products on
theirwebsite, thus B2B marketing needs to be defined.

The definition of abusiness-to-business (B2B) company is “an enterprise that sells products or provides
servicesto otherbusinesses ratherthanto consumers” (Doyle, 2011). B2B companiessell, rentand/or
supply goods, and/orservices to other companies (Kotler & Pfoertsch, 2006). Traditionally, the B2B market
was known as the industrial market (Grewal & Lilien, 2012). Here, the products were standardized because
theyservedalarge marketand thus needed to apply to several customers, and the main attributes of the
product were price and product quality. Thus, the marketing of these products was based on limited
attributes, and companies thus only competed on price and quality.

In simple terms, marketingis about understanding the consumers and their needs (Blythe & Zimmerman,
2005). In marketing, markets are divided into two categories where the consumers should arguably be
approached differently; the business-to-consumer (B2C) market and the business-to-business (B2B) market.
The B2B marketis 15 times largerthan the B2C marketand is accountable for more than half the
transactionsinindustrialized countries (Rizomyliotis et al, 2017). Thus, the B2B market is not insignificant
however, inacademicand managerial literature, consumer marketing has received significantly more
attention than business marketing (Lynch & De Chernatony, 2004). In literature, the main argument about
marketingis thatthe B2C and B2B markets should be approached differently because the needs are
different (Coviello & Brodie, 2001; Blythe & Zimmerman, 2005). The differences in the B2B market
compared to the B2C market “[...] are foundin the nature and complexity of industrial products and
services, the nature and diversity of industrialdemand, larger volumes per customer, and[...] closerand
longer-lasting supplier-customer-relationships” (Kotler & Pfoertsch, 2006, p. 21). In otherwords, B2B
companies conductin businesses with fewer, but bigger customers on acomplex market, while B2C
companies conductinbusinesses onaless complex market consisting of many private customers. A
renewable energy company might have few customers however, the scale of the ordersis usually larger
than fora B2C transactions. Furthermore, the decision-making process of buying a productisfar more
complex onthe B2B market. B2B companies make complex and long-lasting buying decisions, based on
different levels of decision-making and group decisionsin the buying company (Kotler & Armstrong, 2010;
Lynch & De Chernatony, 2004). For instance, the decision for purchasing arenewable energy technology is
rarely made by one person; renewable energy is aninvestment and thus, more decision-makers make a
jointdecision of investing. The decision-makingis rarely dependant on one individual but rathera group of
individualsinthe company. Thisisto some extent accountable forthe lack of academicand managerial
knowledge and attention on B2B marketing (Lynch & De Chernatony, 2004).



To successfully use marketing on the B2B market, itis argued that B2B companies must understand the
differences between theirbusiness and the B2C market (Blythe & Zimmerman, 2005). Forthe consumetr,
purchasing of a product relies not only on functional values, such as price and quality (Sheth et al, 1991),
but also on emotional values (Sheth etal, 1991) and personal preferences (Vargo & Lusch, 2004). An
argument for differentiating between B2B and B2C marketingis that industrial buyers do not act onthe
same emotional values to a product or brand as B2C customers do (Lynch & De Chernatony, 2004). The
business marketis different from the consumer market because of the different customerneeds; fora
company, purchasing of a product is based on merely the functional values of a product (Sheth etal, 1991)
and rational decision-making processes, while consumers purchase products based on emotions
(Rizomyliotis et al, 2017). Onthe consumer market, marketingisthus often used as tool forspeakingtothe
consumers’ emotions and irrational decision-making whileforthe business market however, marketingis
used to explain the functionalities of a product. Based on thislogic, price and quality would be the only
attributes from which competing companies could use to differentiate their products. However, Levitt
(1980) arguedthat any productis differentiable, and commodities do not exist; “Any product or service can
he differentiated, even the commodity that seems to differ from competitors' offerings onlyin price”
(Levitt, 1980, p. 83). Any customer—both from the business and consumer market—attach valuetoa
productand usesit to satisfy his/her needs (Levitt, 1980).

In orderto understand the market which renewable energy companies work on, we need todefineit. Thus,
the following section will outlinethe current field of marketing of consumer products.

Value-driven marketing

The markets are in constant change and thus, how marketers approach the markets change. Kotleretal,
2016) arguesthat marketing has evolvedinfourstages. The first stage, Marketing 1.0, emerged during the
industrial revolution. Here, the main purpose of marketing was selling products to consumers. In this case,
the target consumerwas any person who wasinterestedin buying the product (Kotleretal, 2010). Thus,
the products were produced to serve a mass marketand hence, they were standardized. For companies,
the purpose was to lowerthe production cost and sell the products at lowest possible price, in orderfor
more people to buythe products. Thisis known as the ‘Product-centricera’, wherethe product, its price
and functionality were essential (Kotleret al, 2010). Afterthis era, Marketing 2.0 followed; the ‘Consumer-
oriented’ era (Kotleretal 2010). Because of rise of information technology in the beginning of the 215t
century, consumers became more well-informed and their product demands thus increased (Kotleret al,
2010). Now, products were not standardized, but the consumers had a variety of products from different
companiestochoose from. Thisrequired greater marketing efforts from the companies, which now had to
differentiatetheir products from competing companies. Marketing 3.0is known as the ‘value -driven era’
(Kotleretal 2010). The essential part of this marketingisto treatthe consumers as humans, and not merely
consumers. Asillustrated inthe model below (Fig. 1), the key marketing conceptisvalues (Kotleretal,
2010). For the consumers, consumption has moved beyond the functional aspect of the product. Increasing
social, economic, and environmental issues are subje cts, which consumers worry about and thus, the
consumers seek companiesthataddressthese issues. Forcompanies, these customer values require not
only more from their products and services, but merely from the entire company; to assure the customers
that the company can fulfil their requirements, the company defines their corporate mission, vision, and
values, and integrate the desired valuesin the company (Kotleretal, 2010). Thus, the value of a product or
serviceisnotfoundinthe product/service itself, but merely in the emotional and spiritual values, which the
product/service fulfils forthe customer (Kotleretal, 2010). Furthermore, ‘new wave technology’ emerged;



itisa “technology that enables connectivity and interactivity of individuals and groups” (Kotler et al, 2010,
p. 5). Computers, mobile phones, and internet are accessibleto most people, which thus makesinteractive
communication possible. In Marketing 3.0, the objective is to satisfy the consumers. This does not differ
from the objective in Marketing 2.0 however, the objectivein Marketing 3.0goes beyond the individual
consumer;itis about makingthe world a better place (Kotleretal, 2010).

Marketing 1.0 Marketing 2.0 Marketing 3.0
Product-centric Consumer-oriented Values-driven
Marketing Marketing Marketing

Objective Sell products Satisfy and retain the Make the world a better
consumers place
Enabling forces Industrial revolution Information technology = New wave technology

GG T E TR 5 Mlass buyers with Smarter consumer with ~ Whole human with
physical needs mind and heart mind, heart, and spirit
Product development Differentiation Values

Company marketing Product specification Corporate and product  Corporate mission,
positioning vision and values

Value propositions Functional Functional and Functional, emotional,
_ emotional and spiritual

Interaction with One-to-many One-to-one relationship  Many-to-many
Consumers transaction collaboration

Fig. 1: Comparison of Marketing 1.0, 2.0, and 3.0 (Kotler et al, 2010, p. 6).

Now, we are experiencing Marketing 4.0, which is a branch of the previous era of marketing (Kotleretal,
2016). The premise of this eraisidentical with Marketing 3.0however, technology now plays an even more
importantrole on the contemporary market (Kotleretal, 2016). When searchingfor products on the
internet, customers are not limited by national borders and can thus choose freely among the companies
and their offers (Kotler & Armstrong, 2010). Companies are therefore dependant of theironlinechannels to
stay competitiveandrelevant.

The premise of the contemporary era of marketingis the digital possibilities. Thus, the following section will
thus explore digital marketing.

Digital marketing

For companies, there are two major drivers of the increase d competition; digitalization and globalization
have increased the competition on the global market ( Lipidinen & Karjaluoto, 2015). The contemporary
consumersincreasingly seekinformation and buy products viathe internet. To stay relevantand
competitive onthe global market, companies must thus have strong digital channels.

For a while ithas been known fact that the interconnectivity of the world has changed; Appadurai (1996)
argued, that the interconnectivity of the world has diminished the challenges of time and space, and
commodities and information can cross vast distances freely (Appadurai, 1996). A major driver of the global
interconnectivity is ascribed to digitalization. The notion of digitalization can be explained as “the
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increasinginteraction and convergence between the digital and physical worlds” (IEA, 2017b, p. 22). The
digital world consists of the three cornerstones; data, which is the digital information, analytics, whichis
how the data is used for furtheranalytical work with the purpose to gaininformation, and connectivity,
whichisthe “exchange of data between humans, devicesand machines” (IEA, 2017b, p. 22). Because of the
opportunity to reach customers digitally, many companies choose to work both on their national and the
international market (Kotler & Armstrong, 2010) and thus increasing existent competition. Rosenberg &
Van West described the marketplace quiteaccurately as a ‘warfare’ where “Marketingisviewed as a
battlefield, competition as the enemy, and customers as the prize to be won or territory to be occupied”
(Rosenberg & Van West, 1984, p.30). New digital medias, such asthe internet, mobile devices, etc., enable
consumer participation, ratherthan traditional one-way marketing throughi.e. newspapers (Rakicetal,
2014). The driverof the new wave technology is the general availability of technology; cheap computers,
cell phones, and low-cost and easy access to internet have made it possible forindividuals to participate
and expressthemselves freely, and share ideas and opinions (Kotler et al, 2010; Rakicet al, 2014).

For companies, the emerge of interactive and participatory technology requires that they collaborate with
different kind of actors. The consumers are not merely “a prize to be won” (Rosenberg & Van West, 1984,
p. 30) but they are the key to manage marketing successfully. The consumers are well-informed and have
specificopinions, values,and goals which they discuss and share with each other (Prahalad & Ramaswamy,
2004). In orderfor companiesto fulfil the customer’s wishes, they need to collaborate with the customers
rather than winningthem over. Thus, the companies need toidentify the customers’ and their wishes. This
new role of the customersin Marketing 4.0 challenges companies and their marketing strategies (Kotler et
al, 2010). Companies mustreactand act ontheircustomers’ and shareholders’ opinions to satisfy their
needs; failingto do so can resultin negative attention (Dunphy et al, 2014) and as with anythingelseina
digital world, this will spread fast with the potential risk of damaging the company’s reputation.

For companiesto distinguish themselves and create positive awareness of and attention to theircompany,
the companies can use different marketing tools. In business marketing, content marketingis becomingan
increasingly used method (Pulizzi, 2012). Content marketing can be defined as “creating, distributing and
sharing relevant, compellingand timely content to engage customers at the appropriate pointintheir
buying consideration processes”(Wangetal, 2017, p. 1). Through storytelling, acompany can create
content which can engage customers (Dowling, 2016). It isa holisticway to tell stories about the company
and its products in exiting ways, which can gain the customers’ attention.

While the contemporary form of marketingis known as the value-driven erawhere emotions and personal
preferencesare animportant driver of consumption (Kotler et al, 2010), B2B companies arguably practice
functionalityover emotional values (Lynch & De Chernatony, 2004). However, in the era of value-driven
marketing, where the global fight against climate change is an important fight for many people (Herbes et
al, 2017), othervalues may prove to be as important as functional valuesin B2B marketing. The questioniis,
how B2B renewable energy companies ‘win’ their customers over?

Two consumption values have already been mentioned; the functional and the emotional value. However,
there exists more values, which may be relevant for B2B renewable energy companies. Thus, the following
section will explore consumption values and outline the concept.

11



Consumption values

Ultimately, the purpose of marketingis tosell aproduct to the customers (Rosenberg & Van West, 1984).
For a company to sell a product, the company must first discoverthe customer’s value and motivations for
buyingthe product. There are different types of buying motivations and thus, the challenge forany
companyisto determine which valuethey want or need to appeal to. For B2B companies, the functional
value is believed as beingthe only relevant value.

Accordingto Sheth (1991), there are five consumption values which can influence consumer behaviour; the
primary value is functionalvalue. This value origins from Marshall’s (1961) utility theory about the “rational
economicman” (Gorman, 1992, p. 77), whichrefers tothe ideathat humans act rationally and with
knowledge; the consumption behaviouris dependant of factors such as price and the individual’sincome.
Alternatively, attributes such as price, durability, and reliability of a product has the greatest effect onthe
consumer’s choice (Ferber, 1973). Decisions for purchasingis based oni.e. The functional valueis the
attribute, whichis arguably the mostimportant value of B2B transactions (Leek & Christodoulides, 2012).

The second valueis social value (Sheth, 1991). This refers to the perceived value of a product or service,
whichis created fromthe product’s association with specificsocial groups (Gongalves et al, 2016). The
association can be both positive and negative perception of stereotypes of i.e. demographic,
socioeconomic, and cultural groups (Sheth, 1991). I.e. consumers purchase sustainable products to be
associated with asustainable lifestyle. Thus, this value deems that the customer chooses a specific
product/service because of the social image the product offers, ratherthan functionalvalues.

Third is emotionalvalue. This refers tothe feelings a product can evoke within the individual. Although
emotions are often associated with intangible aesthetics such asreligion, love, etc., tangibleelements —
such as products — can awake emotions as well (Sheth, 1991). Emotions can unconsciously motivate the
customerto buy a product, if the product evoke some emotions which the customer make associations
with. l.e. consumers who are concerned about—or even afraid of — climate change might engage in livinga
sustainable lifestyle, because of the feelings the changing climate evoke.

The fourth value is epistemic value. New products and experiences can provide this value however, a
replacementof aknown product with a new one can fulfil the value as well. l.e. if acustomeris tired of
his/herusual coffee brand, the customer cantry a new brand to have a new experience. Or, the customeris
simply curious and wishes to try something new. Orlastly, the customerwantstotrya new brandto learn
something new. Thus, this value fulfils the customer’s curiosity, desireto try new things, obtain new
knowledge, orlearn new things (Sheth, 1991). This could be applied to a corporation;if the corporationis
not satisfied with using fossil fuels for production, the use of renewable energy might gainanew
experience and thus evoke epistemicvalue.

The last valueis conditionalvalue. Here, the customerseeks to fulfilaneed, whichisaresult of certain
situations orspecificcircumstances. Forinstance, when the customerrequires popcorn atthe movies orat
Christmas, when the customer needs Christmas cards. The product becomes valuable, becauseitis needed
inthe specificsituation (Sheth, 1991). It can be argued that renewable energy companies can use this
value, because thereisacurrent need forsustainable actions globally and thus, based on this condition,
thereisa needforrenewable energy.

The customer’s motivation forbuying a productis dependant of the customer’s consumption value. Sheth
(1991) identified atheory of consumption behaviour, which consists of three fundamental propositions; 1.
The consumer’s consumption behaviouris amix of multiple consumption values, 2. The consumption
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values have different purposes dependant of the purchase situation, and 3. The consumption values are
independent (Sheth etal, 1991). The customer’s buying decisionis thusinfluenced by one or more of the
five abovementioned values and furthermore, the consumption can be conditional (Gongalves et al, 2016).
From the traditional industrial marketing perspective, B2Brenewable energy companies would only need
to focus on the functional value, because B2B customers only are interested in attributes such as price and
quality. However, because climate change is asensitive subject, which engage both governments and
consumers, othervalues might as well apply to the marketing of renewableenergy.

Consumers are increasingly interested in sustainabilityand thus, sustainable consumption of
environmentally responsible productsisincreasing. As aresult, anew group of consumers has emerged;
green consumers (Gongalves etal, 2016). For companies, the challengeistolearn aboutthese consumers
and theirvalues, and how these new consumers affect and challenge companies. Thus, the following
section will explorethe concept of green marketing.

Green marketing

The objective inthe current era of marketingis to “make the world a better place” (Kotleretalt, 2010, p. 6)
and to communicate how you make the world a better place with yourcompany’s product. Environmental
responsibility is avalue, which many consumers demand. Today, fighting climate change and protecting the
environmentis of greatimportance for many people globally, and consumers are increasingly adopting a
sustainable lifestyle and change their consumption habits (Herbes et al, 2017).

The emerge of green consumers have pathed way for the marketing counterpart, green marketing. The
conceptof green consumptionis “consumption that does not compromise the ability of future generations
to meettheirbasicneeds” (Nair & Little, 2016, p. 171). In marketing, sustainability wasfirstseeninthe
1970s where the concept of ecological marketing and ecologically concerned consumers emerged ( Peattie
& Peattie, 2009). At the same time, Fisk (1973) presented his “Theory of Responsible Consumption” (Fisk,
1973). The concepts emerged because of the believe that the world population would increase significantly
and withrisingincomes, the consumption would increase as well and thus, harm the environment (Fisk,
1973; Peattie & Peattie, 2009). This early take on sustainable marketing and consumption was focused on
the oil, cars, and chemical industry, while consumer behaviourrevolved around recyclingand fuel -saving
(Peattie & Peattie, 2009). During the 1980s, the concepts of sustainable marketing and consumption
evolved and covered more industries and consumption behaviours. During the 1990s, opportunities of
implementing social environmental goalsin the corporate strategy emerged and increased the attention on
how to transform and reduce consumption (Peattie & Peattie, 2009).

Green marketingis defined as “Promoting a product or service's ability toimprove the environmentand
conserve the earth's natural resources” (Doyle, 2011a). During the 1970s’s focus on environmentalism, the
scope of environmental attention was focused on local challenges. Furthermore, companies were believed
as being part of the environmental problems; the attention was mainly focused on the negativeimpacts
businesses had onthe environment (Peattie & Charter, 2003). During the 1990s, a shiftin perceptionsand
attitudes happened; from being mere local challenges, the perspective changed to global environmental
challenges (Peattie & Charter, 2003). Moreover, businesses obtained amore importantrole inthe
protection of the environment; from being perceived as a part of the environmental problems, businesses
became a part of the solution. Often, companies are beingaccused of being “evil” (Dunphy et al, 2014, p.
8); “Almost everythingwe depend oninourmodern worldisthe product of corporations —from the food
we eat, the clothes we weartothe phonesand computers we use to communicate with each other”
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(Dunphyetal, 2014, p. 8). Thus, itis impossible to complete end production. Instead of focusing on the
damage corporations have onthe environment, therehas been anincreased focus onthe connection
between corporation, society, and environment ( Peattie & Charter, 2003; Dunphy et al, 2014).

A company can implement different sustainable solutions to promote their environmental credentials. The
World Commission on Environment and Development (WCED) defined sustainability as an activity that
“meetsthe needs of the present without compromising the ability of future generationsto meettheirown
needs” (WCED, 1987 in Portney, 2015, p. 2). Ultimately, sustainabilityis not equivalent with environmental
protection; sustainability consists of three pillars, economy, society, and environment, which jointly
constitute sustainability. Thus, besides being environmentally sustainable, the RE must also be sustain
society by fulfilling social needs now and in the future. Furthermore, sustainabilitymust support economic
growth (Portney, 2015). This means that being sustainable must not compromise acompany’s economy,
but rathersustain a continuous growth, while sustaining and fulfilling social needs. Thus, foracompany,
sustainability isabout balancing social responsibility, while growing economically, without harming the
environment.

In this project, the focus is on renewable energy B2B companies and how they market their products. For
companiesinvesting renewable energy, renewable energy can be used as a green marketingtool to
promote the company’s sustainableactions by communicating their use of renewableenergy. Thisisa
strategicway to use sustainability, which can benefit the company; “Research shows a positiverelationship
betweenafirm’s performance on environmentalindicators and its economicgrowth” (Dunphy et al, 2014,
p. 147). Onthe contrary, lack of sustainable actions can have the opposite effectand harm a company’s
reputation and thus, investing time and money in sustainability is advantageous foracompany (Dunphy et
al, 2014). Inrecentyears, many companies have chosentoimplement CSR (Corporate Social Responsibility)
intotheircorporation’s philosophy (Diehl et al, 2017). This is a strategy through which companies can
actively communicate theirsocial and environmental responsibilities and activities to their customers.
Failingto do socan have consequences among the customers; some chose to practice ‘non-consumption’.
Non-/anti-consumption is “aresistance to, distaste of, oreven resentment of consumption” (Cherrieretal,
2011, p.1758). Increasingly, consumers reduce consumption and boycott specificbrands/companies if
these fail to live up to the consumer’s demands oract environmentally irresponsible (Lee, 2009).

For companies, sustainable solutions can be a strategicand competitive advantageous. However,
implementation of sustainability can cause challenges forthe company as well; the companies must adapt
to changing external influences on the markets. Changing customerneeds and regulations (i.e. emission
taxes) are merely some of the external influences, which the companies must be aware of. However,
renewable energy companies play animportant partin the global fight against climate change.

The following section will introduce renewable energy, its benefits, and its risks.

Renewable energy

In the 21°* century, global warmingis one of the central environmental challenges, and has been a part of
the global political agendasince the 1970s (Burgeretal, 2014). Furthermore, corporations and consumers
are increasingly adapting sustainability (Dunphy et al, 2014; Gongalvesetal, 2016). However, despite an
increased focus on global sustainability and environmental protection, the global energy use will continue
to grow. Currently, fossil fuels cover the largest share of the energy market (Mallon, 2006). Thus, thereisa
growing needforrenewableenergy (Burgeretal, 2014).
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Renewableenergy (abbreviated as ‘RE’) defines as “Energy obtained from naturally-occurring renewable-
energy sources (renewables)such asthe sun (solar power), tides and ocean waves, hot rocks (geothermal),
and wind” (Atkins, 2013). Using renewable energy holds several benefits; it excels by beingan abundant
fuel. Forthe environment, cause little or no emissions of greenhouse gasses (GHG), and little orno
pollution of the air (Twidell & Weir, 2015). This is beneficialnot only forthe environment, butfor public
healthaswell (Burgeretal, 2014). Socially, renewableenergy createslocal jobs and reduces the need for
imported energy. Foracompany, investingin renewable energy holds several benefits as well; as
aforementioned, companies can use theirenvironmental credentials for marketing purposes by promoting
theiruse of renewable energy (Dunphy et al, 2014). Furthermore, using RE is cost-efficient, because RE-
sources are free, and RE can thus lowerthe company’s energy cost and thus, save the company money
(Mallon, 2006). Thus, RE is not only necessary for future energy generation, but also offers several benefits.
However, regardless of the benefits, there are some barriers which can hinder the future growth of RE
investments.

Althoughthe use of RE is cost-efficient and the general life-cycle cost of RE is accepted as relatively low —
compared to conventional energy —the upfrontinvestmentin RE technologiesis expensiveand can
potentially hinder companies frominvestingin RE (Beck & Martinot, 2004). Governments across the world
have an interestin RE and its benefits and thus, have different support schemes for financially supporting
investmentsin RE, such as tax credits and subsidies (Burgeretal, 2014). Furthermore, subsidies for fossil
fuels are reduced to make RE more attractive (Mallon, 2006). However, the support schemes are not fixed,
and the investing customers are thus exposed to regulatory risks. Forany business, regulatory risks are
potential, but RE projects are particularly exposed to regulatory risks. The process from the decision-
making process of investingin REto havinga finished RE productis extensive. The amortisation period for
RE is long, and because of the changing taxes, new taxes, subsidies, changing environmental stand ards,
etc., RE projects are particularly vulnerable (Burgeretal, 2014, p. 99).

Furthermore, companies using RE can be exposed to resource risks. Wind technologies are dependant of
wind, solartechnologies are dependant on sunrays, etc. In otherwords, these technologies are dependant
of the weather (Burgeretal, 2014). Changing weather can affect the energy production. Furthermore,
dependant of the geographical position of the RE technology, there can be various outcomes of the energy
production. Thus, before investingin a RE technology, companies need to obtain aresource assessment,
which can define the expected energy production (Burger et al, 2014). However, this can never be 100%
accurate, due to unforeseen environmental circumstances. Thus, the re source risks can affect the possible
investmentsin REtechnologies (Mallon, 2006).
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Methodological framework

In the following chapter, the methodological framework forthis research willbe presented.

In the first paragraph, the background for thisresearch will be introduced. Then, the research paradigm will
be presented and explained, followed by the research approach. Then, the research design will be
introduced. Follow this, the sampling approach will be outlined and explained, followed by the section ‘data
construction’. Then, the data and data analysis willbe introduced.

Lastly, the trustworthiness of this researchis established.

Research background

Duringthe Fall of 2017, | worked as a communication and marketingintern atthe Danish B2B renewable
energy company, Aalborg CSP A/S. During the internship, | became curious about the marketforrenewable
energy and | beganto realise the complexity of the market. Thus, for my internship project, | conductedina
research to explore the national (Danish) and international customer’s motivations forinvestingin solar
energy. The research showed that the primary motivation was price, while sustainability was ranked as the
secondary motivation.

The price and cost of solarenergyis dependant of the marketand policies; governments offer grants and
subsidies for companiesinvestingin renewable energy (Mallon, 2006). However, depending country
specificpolicies and the renewable energy technology in question, grants and subsidies can differ (Burger
et al, 2014). Many companies are dependant of these and thus, fora company, investingin renewable
energy can involve economicrisks.

This made me wonder; when the marketforrenewable energy is seemingly dependant of external factors,
such as national and global policies, how does renewable energy companies market their products? In this
research, | thusaimto explore how B2Brenewable energy companies market their products.

Research paradigm

The research paradigm serves as a methodological framework, in which the researchin this projectis
conducted within. Forthis research, | position myself as a constructivist. Ontologically, this deems that
thereisno single reality ortruth; there isa constant change whichis caused by social phenomenon
(Bryman, 2015). Thus, epistemologically, | position myself as a constructivist, which deems that reality
needstobeinterpretedinthe specificcontextto discoverthe underlying meaning of events. In this
research, | seek to explore how renewable energy B2B companies market their products on their websites.
In a constructivist research, the aimisto understand the phenomenon (Guba & Lincoln, 1994). Thus, the
aim of thisresearchisto discoverthe underlying factors, explore, and understand these. The datain this
research consists of coded text. To interpretand understand the reality of these texts, my theoretical
perspective is hermeneutics. The aim of this perspectiveis to discoverthe meaningin the texts and
understand the meaning fromthe author’s perspective. Todo so, | need to understand the contextin which
the text was produced; this can be the social and historical context (Bryman, 2015). Inthis research, the
theoretical framework serves as an understanding for the context of the researched texts.
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Research approach
In qualitativeresearches, the aimisto discoverspecific patterns and produce explanations from them
(Gibbs, 2008). How we explain something can be based on eitherthe inductive orthe deductive approach.

Thisresearchis based onthe inductive approach. This approach deems thatthe researcherdraws theories
from observations orfindings (Bryman, 2015). As abovementioned, my research isloosely based on my
findingsfrom a previous research. Based on these findings, anew hypothesis emerged and thus, the
theoriesregardingthisareaare derived fromthis. However, it can be argued if my researchisrather a
combination of both the inductive as well as the deductive approach; acombination of which is known as
theiterative approach (Bryman, 2015).

Althoughthe deductive approachis often associated with quantitative research, both approaches are often
usedin qualitative research (Gibbs, 2008). From previous findings | discovered that customers motivations
for investing renewable energy is dependant of externalfactors such as political acts and subsidies. | then
researched the theories within this area of knowledge. From this, my hypothesis emerged. Bryman (2015)
argues, that afterreflecting on the theory of the findings ordata, it can be advantageous to obtain further
data, inorderto supportthe conditions of the research. Thus, in thisresearch, | seek to understand how
B2B renewable energy companies markettheir products. | then studied the theories relating to this area of
research. Then, by usingthe iterative approach, the researcher goes back and forth betweentheoryand
data (Bryman, 2015).

Research design

Although research designs are more commonin quantitative research (Flick, 2008), | wish to apply a design
for this qualitativeresearch. The design serves as aframework forthe collection and analysis of the datain
this research. Furthermore, the research design reflects the decisions | made about the collection and
analysis of data.

The researchis carried out as a multiple case study. In case studies, asingle case is analysed in depth; Stake
(1995) defines case study as “the study of the particularity and complexity of asingle case, comingto
understand its activity within important circumstances” (Stake, 1995, p. xi). Ina multiple case study, more
cases are analysed; this gives the opportunity to compare cases (Bryman, 2015). Yin (2009) distinguishes
between fivetypes of cases (Bryman, 2015). In this project, the cases are a mix of two types; one of which
isthe critical case (Bryman, 2015; Yin, 2009). Thistype defines asacase where the researcherhasa theory,
which the researcherwishesto understand better. To do so, the cases are chosen because of theirability to
give a better understanding of the context, which can help confirm orreject the researcher’s theory
(Bryman, 2015). The second type is the representative/typical case (Bryman, 2015; Yin, 2009). Bryman
(2015) callsthisthe exemplifying case, becausethe aimisto exemplify cases. The point of the chosen cases
isnot to show anything unusual, but merely toillustrate an example of aphenomenon, whichisapart ofa
broader context (Bryman, 2015). In this research, the cases are chosen, because they can help me
understand the context of my research, and if my theoryisvalid or not. Furthermore, the cases are merely
a part of the existingamount of B2B renewable energy companies and their websites. Thus, the cases are
chosento exemplify the websites of B2B renewable energy companies.

As a research method, the case study method has often been criticised for not being generalizable, which is
attributed as a strength in social research. Furthermore, the case study is criticised foronly being useful as
a preliminary study and its lack of reliability and generalizability (Abercrombie et al, 1994). However, as
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Flyvbjerg (2006) argues, that although case studies may not be generalizable, this method excels by
examiningacase indetail and thus, provides with in-depth knowledge of aspecificphenomenon. Gibbs
(2008) argues, that the strength of qualitative datais thatit is meaningful and diverse (Gibbs, 2008). The
keywordin qualitative analysisis ‘understanding’; itisimportant to achieve an understanding and deeper
knowledge aboutthe chosen phenomenon to produce arich description. Thus, the case study methodis
useful as a tool for a detailed examination of a specificphenomenon (Flyvbjerg, 2006).

Sampling

In qualitative researches, samplingis often based on the purposive sampling method (Bryman, 2015). The
research question should giveanidea of who/what needs to be sampled to answerthe research question.
In contrast to quantitative researches where probability sample is preferred to generate datafrom random
samples, the casesin purposive sampling are often chosen based ontheirrelevance tothe research
questionandthe focusison the different perspectives these cases might offer (Bryman, 2015).

It can be argued whether ‘sampling’ isthe right term to use in qualitative research. The purpose in
qualitative samplingis different from quantitative sampling; where samplingin quantitativeresearch s
based on statistical and generalizable results, sampling in qualitative research is “more purposive and
flexible” (Flick,2008, p. 26). Maxwell (2012) argues, that ‘sampling’ implies that the purpose of the
samplingisrepresentation (Maxwell, 2012). In qualitative researches, samplingis ratherabout deciding
who and whatto include - and what not to include - in the research (Maxwell, 2012; Bryman, 2015). In this
research, ‘sampling’ represents the criteriafrom which the casesin this this project are selected.

Itisnot possible to study everyone oreverythingand thus, there needs to be some limits of the research
(Miles & Huberman, 1994). Flick (2008) argues, that samplingin qualitativeresearchis more a question of
selectingthe appropriate case and materials and define the limits of the research (Flick, 2008). Thus, in this
research, sampling serves as a frameworkin which the researchis carried out. Thus, in this context, ‘data
construction’ would be more appropriate than ‘sampling’ and thus, in the following section, the criteria for
the data selectioninthisresearch willbe outlined.

Data construction

In this project, the multiple case study consists of aselected number of B2Brenewable energy companies
and theirwebsites. For companies, websites are animportant part of contemporary marketinganditthus
makes sense to analyse how companies use their websites for marketing purposes (Rose & Christiansen,
2009). The data constructioninthis project consists of three websites belonging to three different
renewable energy B2B companies. Several considerations were made during the data construction process.

The selected number of companies were chosen from several criteria; three websites were chosen,
because one of the major qualitiesinthe multiple case study research is the opportunity to analyse casesin
depth (Flyvbjerg, 2006). Thus, for me to analyse the cases thoroughly, the number of websites needed to
be limitedto a few cases. Furthermore, | had to define some criteriafrom which | selected the companies
and theirwebsites: Asa primary criterion, the companies were chosen based on different geographical
locations. As aforementioned, because of digitalization and globalization, the internet plays animportant
role on the current global market; because of globalization and digitalization, customers can purchase
products independently of time and space (Lipidinen & Karjaluoto, 2015). Thus, e-commerce,
communication, retrieval of information, etc. are importanttools forcompanies (Rose & Christiansen,
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2009). Therefore, intheory, the geographical location of acompany should not be importantand thus, the
casesrepresent differentlocations.

As a second criterion, | defined which parts of the websites should be the dataforthe analysis. As a primary
data, | use the homepages of the websites. Firstimpressions are very importantin marketing (Lindgaard et
al, 2006); when enteringawebsite, the homepage is the first thing that meets the customer’s eye. The
homepage is animportant part of a company’s website which can provide with alot of information; here,
the companies often express the essence of their company such as products, proj ects, and activities (Rose
& Christiansen, 2009). However, websites are rarely identical, and one company may not provide with the
same information on theirhomepage as another company (Bryman, 2015). Thus, the ‘about’ pages of the
companies’ websites were selected. Often, the ‘about’ page gathers the essence of acompany such as
vision, mission, values, etc(Lawrence et al, 2007). The companies provide with differentamounts of texton
their websites. However, this may not be of any significance forthe richness of the information, which the
texts can provide with. Again, because the researchis that of a qualitative research, the richness of the data
ismore important than the quantity (Flick, 2007).

Because the data origins from websites, the companies can modify their websites and thus change the
data. Therefore, | have made screenshots of all the pages, which | use in thisresearch. The screenshots
were made in March 2018.

Data presentation
The selected datainthis researchis the homepage and ‘about’ page of the following companies; Canadian
Solar, FirstSolarInc, and Vestas.

The companies cover three different geographical locations —Canada, Amerika, and Denmark —and where
thus chosen based on this. Besides this, the companies and their webpages where randomly selected.

To analyse and thus understand what the data are about, | use the analytical method coding.

Data analysis

Codingisan analytical method which can be applied to different sorts of dataand can “define what the
data you are analyzing are about” (Gibbs, 2007, p. 38). Sometimes, codingisreferredto as theme and vice
versa (Bryman, 2015). Through the process of coding, codes are identified and categorised by applying
names and organising the codes. By using this method, a structure will develop in the data, which can
provide with an understanding of the data (Flick, 2007). This method is useful inthis research, becausel
wish to identity how B2Brenewable energy companies market their products. Asintroducedinthe
theoretical framework, there are different consumption values, which can influence the customer’s buying
behaviour (Sheth, 1991). Thus, | wantto discover which values companies use on their websites.

With Sheth’s (1991) consumption values and the theoretical frameworkin mind, lidentified the codeson
the homepages and ‘about’ pages. This method is known as concept-driven coding. Here, the codes
represent concepts, which are already known fromi.e. literature and presumptions (Gibbs, 2008).
However, | do not wish to restrict my research and thus, in addition, | use data-driven coding. This approach
deems, thatthe researcherdoes not have a list of pre-existing codes and tries to approach the coding with
and open mind (Gibbs, 2008). As a researcher, itis practicallyimpossible to not have anyideas or
preconceptions, because “the researcheris both an observerof the social world and a part of that same
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world” (Gibbs, 2008, p. 44). Thus, as a researcher, | approach the coding with an open mind and with the
theoretical frameworkin mind however, | aimed atbeingas objective as possible.

There do notexistany guidelines on how to correctly use coding (Bryman, 2015). Thus, as a guideline, |
started by identifying the codes on the three websites separately, starting with Canadian Solar’s homepage
and ‘about’ page, followed by First Solar, and Vestas.

Trustworthiness

In quantitative research, reliability and validity are essential for determining the quality of aresearch
(Bryman, 2015). In qualitativeresearches, the quality is not without significance however, itshould be
approached differently thanin a quantitative research. Lincoln and Guba (1985) argues that reliability and
validity suggestthat reality can be boiled down to one absolute truth (Bryman, 2015). As an alternative to
this realisticapproach of reliability and validity, Lincoln and Guba (1985) suggest that trustworthinessis
more applicable in qualitative researches.

The premise of trustworthinessis simple; how can | prove thatthe research and the findings are worth
payingattentionto? (Lincoln and Guba, 1985). To prove the quality of my research, four criteria must be
fulfilled; truth value, or credibility (Bryman, 2015), defines the credibility of the findings. This criterionis
especiallyimportant, because of the premisethat there can be more realities ratherthan one single truth. |
have defined aframework, in which thisresearchis carried out. Thus, how do | ensure that others accept
my findingsinthe specificcontextin which myresearchis carried out? Forsome researches, respondents
can confirmthe credibility of the findings (Bryman, 2015). Trustworthiness is especially important for this
research because of the nature of the data. In this case, my research does not consist of data from
respondents; my data consists of findings from selected companies’ websites. Thus, the process of finding
this data will be thoroughly described and illustrated. Thisis to ensure that the researchis as transparent as
possible.

The second criterionis applicability. In this criterion, the transferability of the given research is determined
(Bryman, 2015). A relevant question to answer here iswhetherthe research and the findings can be putin
another context (Lincoln and Guba, 1985). Thus, to make it possible for othersto apply the findingsin other
contexts, Lincoln and Guba (1985) suggestthat the researchershould providethe readerwith a thick
description (Bryman, 2015). This meansthat the findings must be described as detailed as possible; this
ensuresthatothers can testthe findingsin other contexts. Thus, in this research, the findings will be
describedindetail andillustrated as detailed as possible.

The third criterionis consistency. This criterionis a parallel to the criterion reliability from quantitative
research (Bryman, 2015); in this stage, the dependability of the findings is determined. To ensure the
dependability of the findings one could ask the question if the findings would be the same if the research
was replicated (Lincoln and Guba, 1985). To make replication possible, everythinginthe research processis
be saved and documented; problem formulation, data selection, notes, decisions about the analysis, etc.
(Bryman, 2015). Thus, everything whichis of any significance in my research will be keptand documented.
Because my data consists of text obtained from websites, | have made screenshots of all the content | use
inthisresearch. Because companies can easily change and adapt the websites, there was a potential risk of
losing the data. Thus, the screenshots fromthe websites can be foundin the appendix.

The fourth and last criterionis neutrality. As a researcher, itis nearly impossible to be completely objective
however, one should strive fortransparency. Thus, it should be very clear that the research and the
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outcome is not affected oraltered because of personal interests, motivations, opinions, orvalues (Lincoln
and Guba, 1985). The research must documentthat | have acted unbiased as a researcher. Thus, the
outcome of thisresearch should clearly show that| have acted objectively and in good faith (Bryman,
2015).

Data presentation

The following sections presents the datain this project. The data consist of codes identified on the
homepages and ‘about’ pages of Canadian Solar, First Solar, and Vestas. First, the codes from Canadian
Solar’'shomepage and ‘about’ page are identified and explained, followed by First Solarand Vestas. At the
end of the section, the codes fromthe three websites will be structured toge therin atable.

In the text, the codes will be writtenin italic. Screenshots of the websites can be foundinthe appendix.

Canadian Solar
Canadian Solaris abbreviated as ‘CS’ and the screenshots are citedas ‘CS 1’, ‘CS 2’, and so on. These can be
foundinthe appendix.

Homepage

At the top of Canadian Solar’'s homepage, aslideshow is showing. It consists of seven different ‘headlines’;
the slideshow changes between seven different pictures, headlines, and textboxes (CS 1). The firstslide is
attributed with the codes product and geographicallocation (CS 1); the textis dedicated to describingthe
technical functions of their “KUmodules” (CS 1) and furthermore, asymbol with the text “Global” (CS 1)
communicates the geographical location, which the product applies to.

Furthermore, the slides cover different headlines and texts, which tell different stories aboutthe
company’sdifferent social and environmental activities; “Preserving biodiversity inthe Congo” (CS 3),
“Light up Africawith solar” (CS 4), “Solar park or biodiversity preserve?” (CS5), “Learning from schools that
save with solar”” (CS 6), “Unspoilt paradises want to stay that way” (CS 7). These apply tothe code CSR.
Moreover, inthe text for “Light up Africawith solar” (CS4), CS describesapolitical act by stating “During
the COP 21 Climate Change Conference in Paris last December, Canadian Solar Chairman and CEO Dr.
Shawn Qu made a specificcall foraction to phase out all kerosene lampsin the world and bring clean
lighting” (CS 4). Therefore, thisis attributed with the code politics (CS 4). Moreover, one of the reoccurring
sentencesonthesslidesis abutton, which says “Discoverthe full story”, whichisrepeated onsix of the
sevenslides (CS2,CS 3, CS4, CS5,CS 6, CS 7). This sentence is attributed with the code Storytelling.

The slides represent different parts of the world; “Global” (CS 1, CS 2), “Africa” (CS 3, CS 4), “USA” (CS5, CS
6), and “VirginIslands” (CS 7). These are coded as geographicallocation. Furthermore, some of the slides
include asymbol accompanied with the text “CS6P-P” (CS 5, CS 6, CS 7), whichis coded as product.

Below the slideshow, inthe middle of the homepage, three illustrations accompanied with three different
headlines are shown; “Virum, Denmark” (CS 9), “Alpincenter Hamburg-Wittenburg Germany” (CS 10), and
“Solarpark Lindenhof, Germany” (CS 11). The text does not provide with furtherinformation however, it
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must be assumed these headlines coverdifferent projects, in different geographical areas, where CS has
supplied with their products. Thus, they are attributed with the code experience.

At the bottom of the homepage, fouricons with four headlines are showing (CS 12). Inthe first headline
they communicate their reach by stating they are a “global leader” (CS 12). They state, “Canadian Solaris
one of the three biggestsolar companiesinthe world by revenue” (CS 12). Thisis coded success.
Furthermore, they “employ over9,700 people and operate on 6 continents” (CS 12). Thisis coded
company.The nexticon and headlinestate that they are “Making the difference” (CS 12) by “improvingthe
lives of all those who interact with our brand in the communities we operatein” (CS 12). Thisis coded as
CSR, because CSaims to protectthe social world. The third headline, “9.5GW pipeline” (CS12) and
accompanied text states “Explore some of ourkey solar projects” (CS 12). This covers CS’s experience. The
fourth headline says, “Abankable brand” (CS 12) and “Canadian Solar has more than 1200 active customers
globally, and cooperated with 67 international banks” (CS 12). Thisis coded economy, because it
communicates the stable economy of the company.

‘About’ page

At the ‘about’ page, the headline says, “The Canadian solardifference” (CS 13). Thisis attributed with the
code nationality, because it communicates the origins of the company. Furthermore, inthe following text it
reads “Canadian Solar exists to make the difference” (CS 14). This is attributed with the code vision. The
difference they wish to make isto their “customers, colleagues, partners,investorsand all whose lives we
touch” (CS 14). Thus, these are coded with externalinfluence and internalinfluence. The next sentence,
“We are also here to make a positive difference to the environmentand society asawhole” (CS 14), is
coded CSR. CS further states, “We do this by providing exceptional solar products and services that meet
the specificneeds of customers, employees, partners and investors” (CS 14). Thisis coded product, because
CS states, thattheir product and service is the reason they can make a difference.

The followingtextis coded company; “Founded in 2001 in Canada, Canadian Solar (NASDAQ: CSIQ)
operates as a global energy provider with successful business subsidiariesin 20 countries on 6 continents”
(CS14), because ittells something aboutthe company history. Furthermore, they state “Besides serving as
aleading manufacturer of solar PV modules and provider of solar energy solutions, Canadian Solarhas a
geographically diversified pipeline of utility-scale power projects” (CS 14). Thisis coded reach, because this
emphasises their geographical diversity.

The followingtextis coded growth; “With the company’s recent acquisition of Recurrent Energy, Canadian
Solar’stotal project pipeline isnow 11 GW, including anincrease of the late-stage project pipeline to over
2.3 GW” (CS 14). The following text reads “With state-of-the-art manufacturing facilities in Canada, China
and Vietnam, Canadian Solar employs over 12,000 workers worldwide. This translates into more than 27
GW of panel shipments,orover 70 million PV modules, inthe past 17 years” (CS 14). Thisis coded as
experience, because it outlines the company’s work. The last section of text is coded mission; “Together
with Recurrent Energy, Canadian Solaris usheringthe way into a new eraof clean, competitive,
mainstream power” (CS 14). Here, they communicate their mission with their products.

The following headline says, “Making the difference in management” (CS 15) and the accompanied text
communicates the management of CS. Thus, thisis coded management; here, the management of the
companyisintroduced.
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Follow this, the headline is “Making the difference to our customers” (CS 17). This is attributed with the
code externalinfluence, because it communicates how CS’s work influence their customers. The following
piece of text, “Canadian Solaris dedicated to changing the lives of all its customers for the better” (CS 17),
iscoded as CSR, because CScommunicates thatthey wantto make their customer’slives better. Then, the
text “Our PV panels have beensothoroughly tested and proven under harsh conditions that we offera 26-
yearwarranty with confidence” (CS 17) is coded with economic security, because it communicates the
security CS can provide to theircustomers. The following text, “Allthe above and our customersupportin
over20 countries adds up to attractive bankability too. Our customers always have peace of mind knowing
they are dealing with a highly ranked, reliable company” (CS 17), is attributed with the code economy; it
communicates the reliability and stability of the company.

The next headline, “Making the difference to solar projects” (CS 18), is coded with product because it
communicates what CS can offertheircustomers; “We offer our customers the opportunity toinvestin
utility-scale solar power plants” (CS 18). The following text, “With a successful track record developing,
engineering, constructingand connectingover 3.8 GW, Canadian Solarstands out as one of the leading
solardevelopers globally” (CS 18) is coded as company, becauseit provides information about the
company. Then, they communicate their experience; “Companies like BlackRock, Samsung and TransCanada
are amongour list of customers that rely on us to deliverreliable solarsolutions” (CS 18). The section ends
with the text, “Inaddition, we help boost the social responsibility profile of any portfolio providing
advanced solarsolutions that enable sustainable development world wide” (CS 18), which is attributed with
the code CSRbecause it communicates CS’s contribution to sustainability.

The next headline, “Making the difference forthe future” (CS 19), is coded as CSR, because it
communicates, that CS wants to make a difference forthe future, whichisatraitin sustainability. The
following text, “Canadian Solar operates three state-of-the-art PV research centers for cells, modules and
systemsin Canadaand China. Combined more than 250 scientists, engineers and technicians conduct
research to continuously improve oursolar cell and solar module technologies. With R&D investments of
over 600 million USD, more than 1000 global patents and strategic R&D partnerships with NREL, ECN and
DuPont, Canadian Solaris a globally recognized innovator of the solarindustry” (CS 19), is coded company,
because itcommunicates the capacity of the company’s activities.

The final headline on the page, “Making the difference to solar projects” (CS 20), is a repetition from CS 18,
where the headlinewas coded product. However, in the text it says, “Canadian Solaris a multinational
corporation that works across diverse cultures on a global scale” (CS 20). Thus, thisis attributed with the
code company, because the headline and text communicate something about the company. The following
text, “As such, we promote a socially progressive and responsible approach to Human Resources,
production quality, management standards, supplychain management, marketing, customerservices and
community involvement” (CS 20), is coded as CSR, because it communicates the differences which CS
makes. The last part of the text communicates avery specificactivity, which CS supports; “In particular, we
supportsports like ice hockey, soccer and basketball with sponsors hips, donations and, not least, by
attending the games of our favorite teams” (CS 20), whichis also coded CSR.

First solar
FirstSolaris abbreviated as ‘FS’ and the screenshots are cited as ‘FS 1/, ‘Fs 2/, and so on. These can be
foundinthe appendix.
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Homepage

First Solar’'s homepage consists of video illustrating what seems to be the production of their products. This
videoisaccompanied with a headline, which says “Leading the world’s sustainable energy future” (FS 1).
Below this statement, the reader has the optionto click a button, which reads “Our technology” (FS 1).
Thus, the headlineis coded product, becauseitlinks to the company’s technology.

Aside fromthe video, the information on FS’s homepageis modest; below the video, four boxes with four
different headlines are illustrated; “Series 6 Module”, “Energy advantage”, and “PlantPredict webinar” (FS
2) These apply tothe code product (FS 2), because they lead to furtherinformation about the company’s
products. “First solar energy services” applies to the code service (FS 2); the link leads to a page, which
communicates the services the company provides with.

‘About’ page

As seen onthe company’s homepage, the company’s ‘about’ page introduces avideo at the top of the page
and yet again, the videois accompanied with the headline “Leading the world’s sustainable energy future”
(FS4).00.25 minutesinthevideoitstates, “The time forsolarenergyis now” (FS4), underlining the
urgency for solarenergy. Thus, thisis coded as product, because itapplies to FS’s product.

Below the video, five headlines are showing; the first headline, “Unparalleled experience around the globe”
(FS5), withthe accompanied text, “First Solar has developed, financed, engineered, constructed and
currently operates many of the world’s largest grid-connected PV power plants. Our experience across the
solarvalue chainreducesrisk while delivering more reliable, dependable and cost-effective solutions for
our customers” (FS5), is coded experience, because it communicates the company’s experience.

The second headline, “Fastest growing PV technology” (FS 5), and text, “No company invests more in R&D!
advancingourtechnology torapidly increase ourenergyyield, lower LCOE2 and provide stable grid
integration” (FS5), is coded product, because it communicates the technicalities of their product.

The third headline, “Cost competitive” (FS 6), and text states, “First Solardelivers an LCOE that is cost
competitive with fossil fuels. First Solar technology delivers power during peak energy use smoothing costs
for energy consumers against fuel-price volatility” (FS 6). This is coded economy, because it communicates
the cost of usingrenewable energy.

The fourth headline and text are coded CSR; “Corporate responsibility - Leading the way in sustainability”
(FS7) and “First Solar knows that clean affordable solar electricity is an essential part of the worldwide

energy mix. That's why First Solar leads the way with the lowest carbon footprint, lowest water usage and
fastest energy payback of any PV technology” (FS 7). Here, FS defines their corporate social responsibility.

In the fifth and last section on their ‘about’ page, FS states they have the “Strongest Balance Sheetinthe
Industry” (FS 8); “With the strongest financial stability in the industry, the use of ourtechnology in debt-
financed projectsisunparalleled. Our bankable energy solutions provide access to capital and low -cost
financing from leading utilities and energy investors.” (FS 8). Thisis coded economy, because it
communicates the company’s economy and the economy of possible investors.

1R&D is shortfor ‘research and development’.
2 LCOE is shortfor ’levelized cost of energy’ (Boubault, 2016).
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Vestas
Vestasisabbreviated as ‘V’ and the screenshots are citedas ‘V1’, ‘V 2’, and soon. These can be foundin
the appendix.

Homepage

Vestas uses a slideshow at the top of theirhomepage, consisting of five different pictures accompanied
with different headlines and text. The first headline and text say, “Vestas Hybrid Solution —Changingthe
game” (V 1) and “Combine wind and solarenergy resources with storage for flexible delivery of power” (V
1). Thisis coded as product, because it tells something about the technicalities of Vestas’ product.

The second headline is “V120-2.0 MW'™ prototype installed” (V 2) with the text “The V120-2.0 MW turbine
prototype withthe abilitytorunin 2.2 MW Power Optimised Mode, strengthening wind energy outputfor
the 2 MW platforminlow- and ultra-low wind conditions” (V 2). This applies to the code product, because it
lists some technicalities about one of Vestas’ products.

The third headline, “Vestas to acquire Utopus Insights” (V 3), and text, “Vestas hasenteredinto an
agreement forthe acquisition of the Utopus Insights, Inc., aleading energy analytics and digital solutions
company” (V 3). apply to the code growth; by acquiring another company Vestas communicates that the
companyisexpanding.

The fourth headline, “Vestas —Anti-icing system'™” (V 4), and text, “To maximise wind energy productionin
cold climates, Vestas introduces new anti-icing system and ice assessment tool” (V 4) applies tothe code
product, because it communicates something about some of Vestas’ technologies.

The fifth headline, “Vestas 4 MW platform - Onwards and upwards” (V 5), and text, “Three new turbine
variants expand platform reach and strengthen performance across wind classes” (V 5), informs about
anothertechnology from Vestas and thus, are also coded as product.

Below the slideshow, itreads “Wind. It means the world to us'™” (V 6). Thisis coded as slogan. The
followingtext, “Vestasis the energyindustry’s global partneron sustainable energy solutions. We design,
manufacture, install, and service wind turbines across the globe” (V 6) is coded company, because it tells
something about the company and whatthey can deliver. The following text, “and with 92 GW of wind
turbinesin 79 countries, we have installed more wind power than anyone else” (V 6) is coded experience.
The followingtext, “Through ourindustry-leading smart data capabilities and unparalleled close to 76 GW
of wind turbines under service, we use datato interpret, forecast, and exploit wind resources and deliver
best-in-class wind power solutions. Together with our customers, Vestas’ more than 23,000 employees are
bringing the world sustainable energy solutions to powera bright future” (V 6), communicates something
aboutthe company and how they work thus, thisis coded as company as well.

Under the headline “Vestas facts” (V 6), Vestas has illustrated some numbers about their products and
thus, thisis coded experience.

At the bottom right corner of Vestas’ homepage, it reads “Current share price” (V 7). Thus, here Vestas
communicate the value and financial situation of their company and thus, thisis coded as economy.
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‘About’ page

Again, onthe ‘about’ page, Vestas uses a slideshow at the top of the page, consisting of twoslides; onthe
firstslide, the headlinereads “Making wind work —together we power the future” (V 8), accompanied by
the text “For more than 30 years our efforts have been devoted to raising the profileof wind as a
mainstream energy source” (V 8). The headline and text apply to the code vision, because it communicates
Vestas’ goal of their work. Below the text are the button options “View Vestas’ track record” (V 8), which
appliestothe code company, because it communicates the company’s past performance and expected
performance, and “Our commitmentto sustainability” (V 8), which appliesto CSR.

The secondslide applies to the code storytelling, because it states, “Volvo Ocean Race 2017-18 - Follow our
journey” and “Vestas 11th Hour Racing is set to achieve exemplary results in sport and sustainability” (V 9).
Thistells a story of an activity, which Vestas participate in.

A repetition from the company’s homepageis seen onthe ‘about’ page; “Wind. It means the world to us™”
(V 10). Again, thisis attributed with the code slogan. Furtherdownin the text, it states, “It'sa world that
will farexceed the predicted 10% of electricity generated by wind by 2020” (V 10). Thisiscoded as
performance, because it communicates the generated by wind. The following text, “It’s aworld where
wind’sincreasingly competitive cost of energy combined with reliable delivery on anindustrial and global
scale placesitsecurely alongside oil and gas” (V 10), is coded as economy; because itaddresses the
economy of renewable energy. Lastlyinthe textitsays, “It’s a world populated by far more than the 59,000
turbines we’ve already installed on behalf of customers in more than 70 countries across six continents.” (V
10). This is coded experience, because it communicates Vestas’ experience.

At the bottom of the ‘about’ page, Vestasintroduce three headlines; the first, “Profile - Vestas at a glance”
(V 11), accompanied with button option “Read more about us” is coded as company, because itappliesto
the company. The second headline, “Sustainability —and what it meansto us” (V 11), accompanied with the
button option “How we manage sustainability”, is coded as CSR, because it communicates the company’s
CSR. The las headline, “Wind energy —a solid business case” (V 11) with the button option “Discoverwind”,
iscoded product, because wind is a part of Vestas’ product.

All codes

With all the codesoutlined and explained in the sections above, | structured the codesinthe table below.
Here, the codesfromthe three different companies are illustrated in alphabetical order:

| Canadian Solar ~ First Solar ~ Vestas |
Company(CS12, CS14, CS18, CS Company(FS1, FS5) Company(V1,V6, V8 V11)
19, CS 20)
CSR(CS2,CS3,CS5,C56,CS7, CSR (FS7) CSR(V 8,V 11)
CS12,CS14,C517, CS 18, CS 19,
CS 20)
Economicsecurity (CS 17)
Economy (CS 12, CS 17) Economy (FS 6, FS 8) Economy (V 7, V 10)

Energy needs (FS7)

Experience (CS9,CS 10, CS 11, Experience (FS5) Experience (V6,V 8,V 10)
CS 14, CS 18)

External influence (CS 14, CS 17)
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Geographical location (CS 2, CS 3,
CS4,CS5,CS6CS7)
Growth (CS 14) Growth (V 3)
Internal influence (CS 14)
Management (CS4, CS 15)
Mission (CS 4, CS 14)
Performance (V 10)
Politics (CS 4)
Product(CS1,CS5,CS6, CS12, Product(FS 1, FS 2, FS 4, FS 5) Product(V1,V2, V4,V5V11)
CS 14, CS 18)
Quality mark (CS 13)
Reach (CS12, CS 14)
Renewableenergy (V 8)
Services (FS 2)
Slogan (V 6, V 10)
Social activities (CS 20)

Storytelling (CS2,CS 3, CS 4, CS Storytelling (V 9)
5, CS6,CS7)

Success (CS12)

Vision (CS 14) Vision (V 8)

In the following chapter, the codes will be used for the analysis and discussion of the cases.
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Analysis

In the following section, the selected cases and the datafrom the previous section will be analysed. The
theories fromthe section Theoretical framework will be used to draw conclusions from the findings. First,
the homepages and ‘about’ pages of the three different cases will be analysed separately. Then, the cases
will be analysed comparatively to confirm or dismiss patternsin their marketing strategies. Lastly, the
results will be discussed.

The codesidentified in the previous section willbe in cursive.

First, the homepage and ‘about’ page of Canadian Solar will be analysed.

Canadian Solar
Canadian Solaris a Canadian developerof solar panels. According to their website, based onrevenue, they
are one of the three biggest solar companiesinthe world (CS 12; Canadian Solar, 2018).

Homepage

From the codesidentified on Canadian Solar'shomepage, it can be argued that they use a broad marketing
approach. First, at the top of the homepage, CS has a slideshow, consisting of seven differentslides (CS 1, p.
1). Out of the sevenslides onthe homepage, the firstslide (CS 1) isthe only one to directly outline the
technical attributes of the company’s product. From this slide it can be argued that CS uses the strategy of
traditional industrial marketing. From Sheth’s (1991) theory, the functional value is the primary value of
consumption andthus, it makes sense to place thisinformation as the primary headline. Furthermore, on
the firstslide, it says “global” (CS 1). Because the slide applies to CS’s product it does not apply to any
specificareaandis merely communicating that CS can delivertheir product globally. Forcompaniesona
globalized market, itisimportantto be able to deliverto any part of the world ( Lipidinen & Karjaluoto,
2015). This slide can thus be argued as using the strategy of traditional industrial marketing, where the
functionality of the product was the most important attribute (Grewal & Lilien, 2012). However, the
following slides differ from this strategy; instead, CS uses the method of content marketing (Moezzi et al,
2017). While the texts do not directly communicatethe relation between the stories and the products, a
symbol accompanied with a product name is showing at the corner of some of the texts; “CS6P-P” (CS 5, CS
6, CS 7). Thus, it must be assumed that this productis related to the stories. The five slides communicate
specificstories, where CS have supplied with their product. If these stories are randomly or strategically
chosen will be discussed inthe section ‘discussion’.

The slides do notdirectly describe orinclude the company’s products; the slides merely communicate
differentactivities, in different geographical areas around the world. The headlines for the stories are
“preserving biodiversity in the Congo” (CS 3), “Light up Africawith solar” (CS4), “Solar park or biodiversity
preserve?” (CS5), “Learning from schools that save with solar” (CS 6), and “unspoilt paradises want to stay
that way” (CS 7). These are coded as CSR but also storytelling (CS2, CS 3, CS4,CS 5, CS 6, CS 7) and
common for the stories are that they emphasise the positive affects CS and their solar energy products can
do by saving (CS6), preserving (CS3,CS 5, CS7), or “call for action” (CS 4). The stories communicate the
difference CSand their products have made for humans, animals, and nature, and thus, the stories
communicate the different social responsible activities, in which CS engages in. Kottler et al (2010) argued
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that objective of Marketing 3.0is to “make the world a better place” (Kottleretal, 2010, p. 6), whichis
what CS do through their products, by preserving and protecting. Although the technical attributes are not
communicated, the functional value of the productis communicated through the stories, which serves as
specificexamples of the product’s functionality. The stories apply to the functional value by communicating
what the products can do and thus, this serves as examples which customers can be inspired by. In terms of
marketing, CS uses the strategy of green marketing, by promotingtheir product’s ability to protectand
benefitthe environment (Doyle, 2011a). Dunphy etal (2014) argued, thatthereisa connection between
companiesand theirenvironmental performances and economicgrowth (Dunphy et al, 2014, p. 147) thus,
the stories can serve as a strategicway to enhance CS’s sustainable activities and thus attract customers.

In the middle of theirhomepage, CS hasillustrated some of their projectsin Denmark (CS9) and Germany
(CS 10, CS 11), whichillustrate their experience. As wellas the contentin the slideshow, the content covers
different geographical areas. Solartechnologies are dependant of the weather and the production of
energy thusvary, dependingonthe weather (Burgeretal, 2014). A general believe aboutsolarenergyis
thatitis mosteffective in geographical areas with many sunny hours (IEA, 2017a) and in the slideshow, CS
illustrates cases from Africaand Virgin Islands, which are among the warmer areas of the earth. Thus, when
CSillustrates their experiencein Denmark and Germany, it communicates that solartechnologies can work
indifferent parts of the world, with different climates. Although the exact energy production cannot be
measured, solarenergy can be implemented in most areas of the world (Burgeret al, 2014).

Anotherinterestinginformation can be found at the bottom of theirhomepage (CS 12); infour headlines,
CS sums up whattheircompany is about. The first headline “global leader” communicates CS’s reach by
stating that they are “one of the three biggest solar companiesin the world by revenue” (CS 12), employ
9,700 people, and operate on six continents. This information applies to the functional values, because it
tells something about the company and the economicstability of the company. The second headline,
“makingthe difference”, applies to emotional values; CS again follows Kotler’s (2010) objective of making
the world a better place (Kotleretal, 2010) by being “committed toimprovingthe lives of all those who
interact with our brand in the communities we operate in” (CS 12). However, in the section ‘discussion’ the
value of sustainability will be discussed. The third headline, “9.5GW pipeline”, applies to the functional
value. The lastheadline, “abankable brand” “with the stable business operation” (CS 12), appliesto the
functional value. As aforementioned, investingin renewable energy involves economicrisks forthe
customer (Burgeretal, 2014). Thus, communicating economicstability is strategically smart, because it
gives some sort of security to the customers. Furthermore, it communicates to potentialinvestors that the
companyisworth investingin and for customers, thisisanindicatorforthe economicstability of the
company.

‘About’ page

At the top of their ‘about’ page, itsays “The Canadian Solar Difference” (CS 13). Kapferer(2012) argues that
country names offercertaininformation and they hold alot of power; “they have the powerto influence
through the spontaneous associations they evoke” (Kapferer, 2012, p. 88). A country name can evoke good
or bad associations. Interms of renewable energy, Canadais known forits high generation of electricity
fromrenewable energy. In 2015, 66% of theirelectricity generation came from renewables, placingthem at
the top of countries, who produce most energy fromrenewables; only Norway, New Zealand, Brazil,
Austria, and Denmark produce a larger share (National Energy Board, 2017). Thus, because Canadais
known fortheiruse of renewableenergy, the word ‘Canada’ serves as a quality marker which can enhance
the company’s reputation. However, thisinformation can only serve as a positive attribute, if the customer
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isaware of thisinformation; to hold this knowledge, it requires that the customerhave done some
research. Inthe digital age of marketing, the customeriswell-informed (Kotleretal, 2010; Lipidinen &
Karjaluoto, 2015) and thus, intheory, the company can expect the customerto hold this knowledge.

The word ‘difference’ serves astheme onthe company’s ‘about’ page; further down the page it states,
“Canadian Solar exists to make the difference” (CS 14). This difference is meant fortheir“customers,
colleagues, partners, investors and all whose lives we touch” (CS 14). Furthermore, they wantto “make a
positive differenceto the environmentand society asa whole” (CS 14). Thus, CS communicates their
sustainable responsibility internally in their company, while also making a difference externally.

Throughoutthe page, the headlines onthe page begins with “Making the difference” wherethe first the
firstdifferenceis “in management” (CS 15). The following headlines are; “Making the difference to our
customers” (CS 17), “Making the difference to solar projects” (CS 18, CS 20), and “Makingthe difference for
the future” (CS19). These activitiesare inline with the requirements of sustainability, which is about
meetingthe current needs without comprising future needs (WCED, 1987 in Portney, 2015). Furthermore,
CS highlights one of the attributes of functional value, ‘reliability’ (Sheth, 1991); “Our customers always
have peace of mind knowingthey are dealing with a highly ranked, reliable company” (CS17). Asseenon
the homepage, where CSwrote that they are “a bankable brand” (CS 12), economicstability and reliability
isimportantattributes for customers, because it communicates economicsecurity (Burger et al, 2014).

First Solar
First Solar Incis an American manufacturing company of solar panels. According to their website, FS has the
strongest financial stability in the industry (FS 8; First Solar, 2018).

Homepage

In terms of coding, it is a challenge to analyse the modest amount of text on FS’s homepage;itis more
advantageousto create codes fromthe contextof a sentence, becauseitgivesabetterunderstanding of
the overall context (Gibbs, 2007). The homepage only consists of one full sentence. However, the amount
of text may very well be a strategic marketing choice from First Solar, and this can offera lot of information
aboutthe company.

A video covers the main part of the homepage, accompanied with aheadline, which simply says, “Leading
the world’s sustainable energy future”, accompanied with a button below, which reads “ourtechnology”
(FS1). The homepage does not contain any descriptivetext; only four headlinesin four different boxes are
found below the video (FS 2). The focus on FS’s homepage is quite clear; the productis the main priority for
the company. Thus, FS uses the approach of the traditional industrial B2B marketing (Grewal & Lilien,
2012), and Sheth’s (1991) consumption theory where the functional value is the primary value of
consumption. However, the headline states “leading the world’s sustainable energy future” (FS 1) which
impliesthat FSfollows the objective of making the world a better place through the product they offer
(Kotleretal, 2010).

‘About’ page
FirstSolar’s ‘about’ page consists of more textthan the homepage. Again, the top of the page consistsofa
video, accompanied with the headline “Leading the world’s sustainable energy future” (FS 4). In the video
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FS states that “The time for solarenergyisnow” (FS4), and thus, FS communicates that their productisa
necessity and thus, thisisa functional value. However, it can also be argued as being communicated asa
conditional value. The premise of the conditional value is that the product’s value depends on situational
factors (Sheth, 1991). By stating “the time forsolarenergyisnow” (FS 4), FScommunicates a condition for
theirproduct, becauseitisneeded atthis specifictime (Sheth, 1991).

Furtherdown the page, FS offers five different headlines with text. Underthe first headline, “Unparalleled
experience around the globe” (FS5), the textreads; “Our experience across the solarvalue chain reduces
risk while delivering more reliable, dependable and cost-effective solutions for our customers (FS5). The
words ‘reliability’, ‘dependability’, and ‘cost-efficiency’ are keywords for customers; Ferber (1973)
highlighted these as the mostimportant attributes of the functionalvalues (Sheth etal, 1991) and
furthermore, FSaddresses one of the customer’s greatest concerns about renewable energy; cost-
efficiency. Customers want to be sure if the cost of renewable energy can compete with the price of
conventional energy sourcesi.e. fossil fuelsand thus, save money on energy (Mallon, 2006). With the on-
going debate aboutthe economy of renewableenergy, itis thus necessary forcompaniestoinclude this
subject.

The following two headlines, “Fastest growing PV technology” (FS 5) and “Cost competitive” (FS6), and
texts, address the functional value of the products aswell. In the text, FS positions themselves in front of
their competitors by stating that “No company invests more in R&D advancing our technology to rapidly
increase ourenergyyield” (FS5). Their position compared to their competitorsis repeatedinthe fifth
headline, “Strongest Balance Sheetin the Industry” (FS 8), and again in the text “the use of our technology
in debt-financed projectsis unparalleled. Our bankable energy solutions provide access to capital and low -
cost financing from leading utilities and energy investors” (FS 8). Furthermore, FS directly states that their
product “is cost competitive with fossil fuels” (FS 6) and again addresses the concerns about renewable
energy (Mallon, 2006). The general theme inthese statementsis economy; both the company’s economy,
but also the customer’s potential economy with solarenergy. Moreover, in the fourth headline and text,
“Corporate responsibility - Leading the way in sustainability” (FS 7), FS addresses the necessity for cheap
energy; “First Solar knows that clean affordable solar electricity is an essential part of the worldwide energy
mix” (FS 7). The cost of solarenergy appliestothe functional value however, it can be arguedifitisrathera
conditional value (Sheth, 1991); because of the “worldwide energy mix” (FS 7), solarenergy is ‘essential’
and thus, through this condition, FS highlights the need fortheir product by communicating the worldwide
energy mix as a condition.

Vestas
Vestasisa Danish wind energy company and are pioneers of the wind energytechnology (Renewable
Energy World, 2014).

Homepage

Vestas uses the same design strategy as Canadian Solar; at the top of theirhomepage, there isaslideshow
consisting of five different headlines. The first headline, “Vestas Hybrid Solution —changing the game” (V

1), and the second headline, “V120-2.0 MW'™ prototype installed” (V 2) highlight the functional values of
Vesta’s products by describing the technicalities. In the third headline, Vestas states that they are acquiring
“a leading energy analytics and digital solutions company” (V 3). The purpose of acquiring another company
isgrowth; by acquiring another company, Vestas gain access to the acquired company’s knowledge and

31



expertiseand secure a quick growth of their company (Kapferer, 2012). The fourth and fifth headline,
“Vestas anti-icing system'™” (V 4) and “Vestas 4 MW platform - Onwards and upwards” (V 5), and the
accompanied textare communicating the functional value of some of Vesta’s products as well however, it
isworth noticingthe sentences “changingthe game” (V1) and “onwards and upwards” (V 5); although the
headlines and texts in this context apply to the functional values of the products, the headlinesincludethe
brand name “Vestas” (V 1, V5). A brand name is essentially meantto “to protectthe innovation:itactsas a
mental patent” (Kapferer, 2012, p. 35). Here, the brand name is usedin directrelation with the products,
which are “changingthe game” (V 1) and “onwards and upwards” (V 5).

In the middle of the homepage, it states “Wind. It means the world to us.'” (V 6), which serves asa slogan
for Vestas. Implementing asloganis a great commitment, because it embodies the company brand and
whatthey can deliver. Thus, aslogan can resultin both negative and positive outcomes for the company - if
the company’s products or service fail to live up to the expectations, the slogan can backfire (Kapferer,
2012). In this case however, Vestas does not deliver any promises, butratherthey declare their
dependability of wind. Furthermore, they communicate that theirwork happensin collaboration with their
customers and employees; “Vestasis the energy industry’s global partner on sustainable energy solutions”
and “Togetherwith ourcustomers, Vestas’ more than 23,000 employees are bringing the world sustainable
energy solutionsto power abright future” (V 6). Thus, Vestas does not position themselves as the absolute
answerto poweringthe sustainable future, but merely they include wind, customers, and employees as a
part of the answer. Without customers and wind, Vestas would not be able to build asustainable future. In
the current era of marketing, where digitalization makes interconnectivity possible, itis beneficial to
include the customersinthe company’s activities (Kotler et al, 2010). Furthermore, where corporations
often have been perceived as ‘evil’ (Dunphy et al, 2014), Vestas strategy diminishes this perception.

At the bottomright corner of the homepage, Vesta’s share priceisillustrated (V 7). As of April 2018, the
share price had increased by 1.6% (Vestas, 2018). Thisinformationis useful, because the share price can be
used as an indicator forthe strength and well-being of the company and can potentially foresee a
company’s future success (Burgeretal, 2014).

‘About’ page

On the top of the ‘about’ page, Vestas uses a short slideshow, consisting of two slides. Onthe firstslide
content, “Makingwind work - Togetherwe powerthe future” (V 8), Vestas positions wind as the main
driverand actor of theirwork; “For more than 30 years our efforts have been devoted to raising the profile
of wind asa mainstream energy source” (V 8). The text leads to the two button options “View Vestas' track
record” and “Our commitment to sustainability” (V 8). Hence, the headline and text apply to two subjects;
first, Vestas communicates theirachievements through their track record and second, their commitments
to sustainability (V 8). Thus, from the headline “Making wind work” (V 8), Vestas communicates the internal
achievements within the company, while also communicating their external sustainable commitments.
Sustainability is not only about sustaining the environment, but also sustainingthe company’s economy
(Dunphy etal, 2014); actingenvironmentally sustainable should not compromise the company’s economy
WCED, 1987 in Portney, 2015). Thus, there is a connection between the company’sinternal and external
sustainable activities.

In the second headline, Vestas uses storytelling to communicate that they participate inthe Volvo Ocean
Race (V 9). The text does not communicate much aboutthe purpose of Vestas attending the race; “Vestas
11th Hour Racingis setto achieve exemplary resultsin sport and sustainability” (V 9). Only by clicking the
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“discover more” button, further explanation about the purpose of this headline was given;inthe race, itis
“bringing the race to many of Vestas’ mostimportant markets, from Europe to South Africa, China, Brazil
and the USA” and furthermore, “The race finishesinJune 2018, with a special final leg passing through the
home of Vestas’ headquartersin Aarhus, Denmark” (V 12). Thus, journey is a story about Vestas travelling
across the world and then finishingin the company’s ‘mothership’ in Denmark.

Further downthe page, the company’ssloganisrepeatedinaheadline (V 10). The following text highlights
three ‘facts’, all starting with the words “It’sa world [...]” (V 10). The first fact states that “It’s a world that
will farexceed the predicted 10% of electricity generated by wind by 2020” (V 10). Thus, accordingto this,
windis moving forward and fulfillingthe world’s energy need. The second fact comments on the cost of
renewable energy; “It’s aworld where wind’s increasingly competitive cost of energy combined with
reliable delivery on anindustrial and global scale placesitsecurely alongside oil and gas” (V 10). Here,
Vestas addresses the doubts customers may have about wind energy; ifitisreliable and cost -efficient
compared to otherenergy sources (Burgeretal, 2010; Mallon, 2006). Furthermore, ‘cost-efficiency’ and
‘reliability’ are important attributes of the functional value and these are highlighted in the text (Ferber,
1973; Sheth, 1991). Inthe third fact, “It's a world populated by far more than the 59,000 turbines we’ve
already installed on behalf of customersin more than 70 countries across six continents” (V 10), Vestas’
highlights theirexperience, which covers different customers in different countries and thus, they
communicate theirinternationalreach. Furthermore, by stating that the world is ‘populated’ by turbines,
Vestas applies human-like traits to the turbines and include the technology as an active team-player, rather
than mere a product.

In the following section, the cases will be analysed comparatively, and the cases’ similarities and
differences will be discussed.

Comparative analysis
The selected casesin this multiple case study have very different marketing approaches on their
homepages and ‘about’ pages.

Comparedto Canadian Solarand Vestas, FS’shomepage is very simple; both CS and Vestas use a slideshow
at the top of theirhomepage. Interms of traditional industrial marketing, First Solar’'s homepage stands out
by mainly focusing on their productand technology (FS 1). In addition, Vestas uses aslideshow on their
‘about’ page as well. With the slideshows, the companies can create conte nt with different purposes, for
instance, CS’s slideshow consists of both posts with information about their products and posts about their
CSR commitments (CS 1, CS 2). The same applies to Vestas’ homepage, where the slideshow consists of
posts about their products and technology, and a post about theiracquisition of anothercompany (V 1,V
3). In general, all three websites use the functional value, however, they use itin different ways. Although
Canadian Solaruses storytelling on their website and does not directly communicate the technical
attributes of their products, the contentis arguably dedicated to the functional value (Sheth, 1991) ; instead
of merely stating the functionalities of their products, CS uses concrete examples of what their products
can do by applying detailed stories about the products. However, at the same time, it can be argued that
the stories apply to the emotional consumption value. The question is which kind of value sustainability is.
This will be discussed furtherinthe section ‘discussion’.

In terms of internationalization and globalization, someinteresting facts can be highlighted from the
companies’ websites; Canadian Solar hasimplemented the country name ‘Canada’ inthe brand and usesiit
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as a quality markin the sentence “The Canadian solar difference” (CS 13) (Kapferer, 2012). On both First
Solar’'sand Vestas’ homepages and ‘about’ pages, itis not mentioned which countries the companies
originate from. Because the interconnectivity of the world has changed and diminished the challenges of
time and space (Appadurai, 1996), locations and distances do not play an importantrole onthe
contemporary market. However, acountry name can offera lot of information because it “combines
information atall levels: from political to social to cultural to economicto tourist, fromthe past to the
present, real and imaginary, in complete syncretism” (Kapferer, 2012, p. 123). Thus, a country name is
associated with the social value (Sheth, 1991), which is created from the product’s association with specific
social or geographical constellations (Gongalves etal, 2016). Implementing a country name in marketing
can evoke both good and bad associations for the customers and thus, this strategy should be used with
caution. Anotheraspect of globalization is the companies’ ability to gain customersinternationally. Onall
three of the companies’ websites, they highlight their global reach and experience; “Canadian Solar has
more than 1,200 active customers globally” (CS 12), “Unparalleled experience around the globe” (FS5), and
“We design, manufacture, install, and service wind turbines across the globe” (V 6), are among some of the
examples. Thisserves as afunctional value, becauseitillustrates the companies’abilities to deliver
projects, independent of geographical distances.

Anotherimportant subjecttoaddress when marketing renewable energy is economy —both the renewable
energy companies’ economy and the economy forthe investing companies. Onthe homepages, both CS
and Vestas highlightinformation aboutinvestingintheir companies (CS12,V 7), while FS does not provide
any information about this. As aforementioned, investing in renewable energy projectsinvolves risksfor
the investing company (Burgeretal, 2014). Thus, communicating the economicsituationisimportant for
renewable energy companies, because it communicates low construction risk; companies with and thus,
guarantees some sort of security to the customers. Anothereconomical riskis the cost-efficiency of using
renewable energy; resource and regulatory risks can affect the production and cost-efficiency of renewable
energy (Burgeretal, 2014) andthus, cause renewableenergy to be more expensive than using fossil fuels
(Mallon, 2006). On their ‘about’ pages, all the companies deal brieflywith thisissue; “Canadian Solaris
usheringthe wayinto a new era of clean, competitive, mainstream power” (CS 14), “delivering more
reliable, dependable and cost-effective solutions” (FS 5) and “It's a world where wind’s increasingly
competitive cost of energy combined with reliable delivery on anindustrial and global scale placesit
securely alongside oil and gas” (V 10). They do not offer concrete examples thatillustrate how their price of
renewable energy compare to othersources. Because of different taxes and subsidies, which are often
differentfrom government to government and are thus country-specific, the companies do not decide
economy of the use of their RE technology (IEA, 2017a). To obtain thisinformation, the customers need
individual calculations, where the possible subsidies and taxesin their countryis countedin. Furthermore,
RE technologies use natural resources, such as sunrays and wind. The amount of sun and wind can vary,
dependant on factors as changing weather and geographical positions, which can affect the production of
energy (Burgeretal, 2014). Therefore, again, each customerneed specificand individual calculations to
determine the possible generation of energy from the RE technologies, based ontheir geographical
location. Thus, the companies can only comment on the cost of their product and technology, but not
provide specificinformation.

In the following section, some of the similarities and differences from the three cases will be discussed.
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Discussion

For any company, the purpose of marketingisto understand the customer’s needs and based on this
knowledge, make the costumers buy their products orservices (Blythe & Zimmerman, 2005; Rosenberg &
Van West, 1984). For B2B companies, the marketing approach has often been based on functionaland
rational values (Rizomyliotis et al, 2017) however, in the contemporary era of marketing (Kotleretal, 2010),
there is more at stake forthe companies. Besides the question of how to market products on the B2B
market, marketingrenewable energy productsis even more interesting; Herbes et al (2017) argued, that
marketing renewable energy is complex, because of the multiple factors thatinfluence the market of
renewable energy (Herbes etal, 2017). Although, from a marketing perspective, B2Brenewable energy
companies seemto have several benefits; globally, there isaneed forrenewable energy; the world’s
energy consumptionisincreasingand thus, governments are settingi.e. energy share targets for RE (Burger
et al, 2014). Furthermore, customers and consumers are increasingly interested in sustainability ( Gongalves
et al, 2016). Thus, as the companies highlight ontheir websites, there isaneedforRE in the global energy
mix. However, ratherthan merely selling products, it can be argued that renewable energy companies
serve a bigger purpose.

When Herbes etal (2017) calls marketing of renewable energy “asignificantly more complex matter”
(Herbesetal, 2017. P.4) thisis not an understatement. Renewable energy is not merely a question of
customerneeds, but rathera combination of different political, social, and conditional factors. Since |
beganthisresearchin February 2018, both Canadian Solarand Vestas have made changesontheir
homepages;they have changed the content of some of theirslides. With theirweb designs, itis easy to
make changes, without changing the entire website. The slideshows consist of content, which can easily be
changed and adapted. Canadian Solar has changed the three pictures and headlinesinthe middle of their
homepage, whichillustrates some of their projects (CS 22). Furthermore, they have changed their
informationinthe fourheadlines atthe bottom of theirhomepage; from employing9.700 people in March
2018 (CS12), as of May 2018, they now employ 12.000 people (CS 23), and their project pipeline has grown
from 9.5 GW in March 2018 (CS 12), to 11.1 GW pipeline in May 2018 (CS 23). OnVestas’s homepage, the
headline and content for “V120-2.0MW™” (V 2) is substituted with “Interim financial report Q12018” (V
12). Furthermore, the news of anew order in Sweden has been added to the homepage (V 13).

The new contents represent currenttopics, because it communicates Vestas’ financial record for the first
quarterof the yearand a new order. As aforementioned, information about acompany’s economy is
useful, both for stockholders and customers, because it communicates the company’s current financial
situation (Burgeretal, 2014). Furthermore, the news of anew orderin Sweden adds to Vestas’s
experience. However, besides being current topics, the content might as well be changed for strategic
reasons. Digitalization and globalization has increased the competition for companies, which thus must find
new ways to distinguish their company fromthe others and stay competitive ( Lipidinen & Karjaluoto, 2015).
One of the premises of globalization is thatinformation and goods travel fast across the globe (Appadurai,
1996), and local challenges often require global actions. Forinstance, the fight against climate change.
Companies can use theirwebsites to fast and effectively communicate how their company and their
products help prevent challenges on both a local and global scale.

Anotheraspect fromthe companies’ websites, iseconomy. As abovementioned, all three companies
address the question of whether the use of RE is cost-efficient and economically sustainable for the
investing company. While the RE companies are of course competitors, however, the companiesin these
cases addresstheirproduct price compared to conventional energy sources; “It’saworld where wind’s
increasingly competitive cost of energy combined with reliable delivery on anindustrial and global scale
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placesitsecurelyalongsideoil and gas” (V 10) and “First Solar delivers an LCOE that is cost competitive with
fossil fuels” (FS 6). The real competition for REcompanies are conventional energy solutions; whilethe use
of RE technologiesisincreasing globally (IEA, 2017a), there are still some barriers to the use of RE (Beck &
Martinot, 2004; Mallon, 2006). The supportschemes to supportinvestmentsin REand thus, until these
changes, conventional energy sources will remain acompetition for RE companies (Burgeretal, 2014;
Mallon, 2006).

In this project, the cases are based on companies and their websites and as shownin thisresearch, the
companiesapproach their marketing differently. However, shared for the companies are that sustainability
isof great importance onthe websites. But how can sustainability bring value? This will be discussed inthe
following section.

Valuesinrenewable energy

| began thisresearch by askinghow B2B RE companies market their products on theirwebsites. Inthe
currentera of marketing, it can be useful to market more aspects of a product, rather than just the
functional value (Kotleretal, 2010) and because climate change is asensitive topic, it may be a topic
attached with emotions and thus, RE companies can potentially implement emotional valuesin their
marketing strategies. However, asillustrated in this research, the functional values of a product can be
communicatedinseveral ways and the three case companies have differentapproaches. Furthermore, the
value of sustainability can be argued.

An example can be found on Canadian Solar’'s homepage; one of theirslides involves the technicalities of
theirproduct (CS 1), where the remainingslides tell different stories about the impact solarenergy have
had oni.e. the biodiversityin Congo (CS 3). It can be argued that sustainability applies to the emotional
value; the postsin CS’sslides tell stories of how their products preserve, save, and help animals, humans,
and nature (CS3, CS4, CS5, CS 6, CS7). These actions speak to the emotions, becauseitinvolvesthe well-
beingof the nature and its living creatures. Itis not unusual to use this strategy. Afamous example can be
foundin 2014, when Greenpeace made avideo where theyparodied LEGO’s song “Everythingis awesome”
(LEGO, 2014) by tellingthemthat “Everythingis NOT awesome” (Greenpeace, 2014). The purpose of the
videowasto end LEGO’s partnership with Shell, because Greenpeace wanted to end “Shell planstodrillin
the Arctic with the very real risk of a huge oil spill that would destroy this unique ecosystem” (Greenpeace,
2014a). The video gainedinstant attention, because it depicted an Arcticenvironment consisting of people,
nature, and animals, which drowned in oil. Inthe publicclimate change debate, emotions play animportant
role because the results of climate change can damage the environment as we know it (Roeser, 2012). The
Greenpeace video gained special publicempathy, because the victimsinthe video included children,
animals, and the Arctic —innocent victims —drowningin the mighty corporation’s oil. Although the stories
on CS’sare less dramaticthanthe Greenpeace video, the approachisthe same. Inthe climate change
debate, these kinds of stories create attention, because theycontainvictims, such as children and animals,
and thus creates social engagement (Moezzietal, 2017). However, it can be argued that sustainabilityis
also a functional value.

Eventhough the stories on CS’s homepage applies to the emotionalvalue, the stories still communicate a
functional value of CS’s products;i.e. inthe posts “preserving biodiversity in the Congo (CS 3) and “unspoilt
paradises want to stay that way” (CS 7), the buttons “Discoverthe full story” onthe two storieslead to
pageswhere itiscommunicated that CS has delivered their products and thus made these stories possible
(CS 24, CS 25). Thus, theirproduct contributes to the preserving of biodiversityand unspoilt paradises.
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Anotherexamplecanbe found on First Solar’ homepage, where their headline states, “Leading the World's
Sustainable Energy Future” which is accompanied with a button reading “Ourtechnology” (FS 1), and thus
links “the world’s sustainable energy future” to their product by linking to their technology. Because of the
impact corporations have, they are urged to take responsibility and lead the world into asustainable
direction (Dunphy etal, 2014). The benefits of sustainability can be used both by the renewableenergy
companies, which can use green marketing to communicate the environmental benefits of their products
(Peattie & Charter, 2003), while the investingcompany can use green marketing as well to promote their
use of renewable energy. Although sustainability does not directly relate to the price and quality of a
product, sustainability becomes afunctional value because it enhances the products functional value by
beingsustainable (Green & Peloza, 2011), and itis thus a benefit companies strive for.

Since the beginning of the 215 century, sustainability has been anintegral part of companies and their
strategy (Moura-Leite & Padgett, 2011) and for now, sustainability and environmentalissues are that
companies must work with. However, times change and what might be the main challenge today, might not
be the same tomorrow. Furthermore, the values which customers value on the current marketing 4.0
market (Kotleretal, 2016) might not be the same value onthe marketing 5.0 market.

Conclusion

While B2B marketing may have beenregarded asirrelevant, the need forrenewableenergy —and
renewable energy companiesin particular—is far fromirrelevant. On aglobal scale, renewable energies
have beenrecognized asacrucial part of fulfilling the future energy needs and fighting climate change. In
thisresearch, | began by asking How does the global fight against climate change affect how B2B renewable
energy companies market their products on their websites? By conductingin a multiple case study, where
three websites from three different B2B renewable energy companies where coded, three different
approacheson how to marketrenewableenergy were demonstrated.

For B2B companies, the functional value was originally the primary value of a product and as such, it still is.
However, how the functional value is communicated can vary from the strategy of traditional marketing,
where the technicalities of a product are outlined, to content marketing, where storytellingis used as a tool
for communicating the functional attributes of a product. One of the mostimportant attributes about
renewable energy is the price, which all three websites communicate. Furthermore, the economicstability
of the RE companies are another attribute which is communicated on the websites.

In the fight against climate change and call for sustainability, renewable energy plays animportant role and
thus, renewable energy companies have astrong position on the global market. Consumers and
governments are increasingly interested in asustainable future and because the globalenergy
consumption willcontinuetoincrease, there will be aneedtoincrease the use of RE technologies.
However, renewable energy companies do not compete internally with each other; rather, the companies
compete against conventional energy sources, such as fossil fuels. The RE companies are dependant of the
financial support, which governments can offer customersinvestingin RE. Thus, B2B renewableenergy
companies can market the functional attributes of their products and address the financial circumstances
of investingin REtechnologies. The fight against climate change might evoke strongemotions, which the RE
companies can address as well however, the companies are not able to control the regulatory
circumstances of renewable energy.
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Further research

Appadurai (1996) argued that the interconnectivity of the world has changed, and digitalization and
globalization have diminished the challenges of time and space (Lipidinen & Karjaluoto, 2015). As discussed
inthisresearch, companies can change the contenton theirwebsites and adaptitto different
circumstances and current subjects. Furthermore, many companies choose to have several websites, which
are targeted at different countries. The three companiesinthis research are no exception.

The questionis whether companies should standardize or adapt their marketing (Theodosiou & Leonidou,
2003). Thus, itwould be interestingto conductin a research to explore how different companies target
their marketing at different countries, and why.
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