
 

 

 

 

1 
 

Master’s Programme in Global Management 

 

 

Managing Legitimacy During Political 

Disruption 
 

Qualitative case study on the communication of two Finnish companies 

and the public reaction to their decisions to exit and stay in Russia after 

the start of the Russian invasion of Ukraine. 

 

 

Juhana Aaltio 

Taika Schnur 

 

 

 

 

 

 

 

 

 

 

 

 
 

Master’s thesis 
2024 

 



 

2 
 

Copyright ©2024 Juhana Aaltio and Taika Schnur 

 



 

 

 

3 
 

 

Authors  Juhana Aaltio, Taika Schnur 

Title of thesis  Managing Legitimacy During Political Disruption 

Programme  Master of Science in Economics and Business Administration 

Major  Global Management 

Thesis supervisor  Dr. Iiris Saittakari, Dr. Alexei Koveshnikov 

Date  25.08.2024 Number of pages  94 Language  English 

 

Abstract 
On the 24th of February 2022, when Russia invaded Ukraine, many companies were 
faced with the choice to either exit or stay in Russia. For some companies leaving 
was easier, while for others the choice was more difficult, as many companies had 
invested large amounts of money in Russia over the years and they had numerous 
employees working in the country. The media and public, especially in western 
countries, were putting significant pressure on companies to fully exit the Russian 
market and not fully exiting could affect the legitimacy of a company. Due to the 
long border and history between Russia and Finland, the feelings that the war in 
Ukraine evoked in the Finnish public made Finns critical about the actions of 
Finnish companies with operations in Russia. 
 
This thesis is a case study on two Finnish companies, Nokian Tyres and Fazer. 
Through the lens of Legitimation Theory and Stakeholder Theory, this paper 
focuses on what discursive legitimation strategies the two companies employed to 
legitimise the future of their operations in Russia, how the largest Finnish 
newspaper, Helsingin Sanomat, wrote about the two companies, and how the 
Finnish public reacted.  
 
The findings of the thesis highlight how different factors affect the discursive 
legitimation strategies utilised by companies in their communication. In the case of 
Nokian Tyres, which is a publicly listed Finnish company and thus their main 
audience for legitimation are their shareholders, the predominant discursive 
legitimation strategy used by Nokian Tyres was rationalisation, founded upon 
financial capitalist ideology, where the company rationalised their actions from the 
perspective of how they affects the financial stance of the company. Fazer on the 
other hand, is not a publicly listed company, and thus their legitimation efforts were 
specifically targeted towards the general public, the main customer of Fazer. The 
main discursive legitimation strategy used by Fazer was moralisation, which was 
based on the ideology of humanism, as the press releases of Fazer focused on the 
effects of their action on their employees in Russia, Ukraine and the feelings of their 
customers in Finland. These legitimation strategies resulted in widely different 
results and reactions from the Finnish public. 
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Tiivistelmä 

Kun Venäjä hyökkäsi Ukrainaan 24. helmikuuta 2022, monet yritykset joutuivat 
tekemään vaikean päätöksen: joko vetäytyä Venäjältä tai jatkaa toimintaansa 
siellä. Joillekin yrityksille päätös oli helpompi, kun taas toisille tilanne oli 
monimutkaisempi vuosien aikana Venäjälle tehtyjen investointien ja maassa 
työskentelevien työntekijöitä takia. Erityisesti länsimaiden media ja kuluttajat 
painostivat yrityksiä vetäytymään täysin Venäjän markkinoilta, ja osittainenkin 
läsnäolon säilyttäminen saattoi heikentää yrityksen legitimiteettiä. Suomen ja 
Venäjän välinen pitkä raja ja yhteinen historia herättivät suomalaisessa yleisössä 
voimakkaita tunteita Ukrainan sodan aikana, mikä teki suomalaisista erityisen 
kriittisiä Venäjällä toimivia kotimaisia yrityksiä kohtaan. 

Tämä opinnäytetyö on tapaustutkimus kahdesta suomalaisesta yrityksestä, 
Nokian Renkaista ja Fazerista. Legitimaatioteorian ja sidosryhmäteorian 
näkökulmasta työssä analysoidaan, mitä diskursiivisia legitimaatiostrategioita 
nämä kaksi yritystä käyttivät oikeuttaakseen toimintansa jatkamisen Venäjällä, 
miten Suomen suurin sanomalehti Helsingin Sanomat käsitteli näitä yrityksiä, ja 
miten suomalaiset kuluttajat reagoivat. 

Opinnäytetyön tulokset osoittavat eri tekijöiden vaikutuksia yritysten käyttämiin 
diskursiivisiin legitimaatiostrategioihin. Nokian Renkaiden tapauksessa, joka on 
suomalainen osakeyhtiö ja jonka viestinnän kohderyhmänä ovat 
osakkeenomistajat, pääasiallinen diskursiivinen legitimaatiostrategia oli 
rationalisointi, joka perustui taloudelliseen kapitalistiseen ideologiaan. Tämän 
strategian puitteissa yhtiö oikeutti toimintaansa taloudellisesta näkökulmasta. 
Yksityisenä yrityksenä Fazer kohdensi legitimaatioviestintänsä laajemmin 
suomalaisille kuluttajille. Fazerin pääasiallinen diskursiivinen 
legitimaatiostrategia oli moralisointi, joka perustui humanistiseen ideologiaan. 
Fazerin lehdistötiedotteet painottivat päätösten vaikutuksia työntekijöihin 
Venäjällä ja Ukrainassa sekä asiakkaiden tunteisiin Suomessa. Nämä 
legitimaatiostrategiat johtivat hyvin erilaiseen kuluttajien reaktioon Suomessa. 
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5 
 



 

6 
 

Table of Contents 
Table of Contents ....................................................................................................... 6 

List of tables ............................................................................................................... 7 

List of figures ............................................................................................................ 8 

1. Introduction ........................................................................................................... 9 

1.1. Background ................................................................................................. 9 

1.2. Aim and research questions .......................................................................... 12 

1.3. Structure ........................................................................................................ 13 

2. Literature Review ................................................................................................. 13 

2.1. Geopolitical Disruptions ................................................................................ 14 

2.2. Stakeholder Theory ....................................................................................... 14 

2.3.1 Managing legitimacy ................................................................................ 17 

2.3.2. Discursive legitimation: An Integrative Theoretical Framework........... 18 

2.3.3 Discursive strategies ................................................................................ 21 

2.4. How consumers can affect companies .......................................................... 22 

2.5. Media as a facilitator of information .............................................................24 

2.6. Summary of the literature review .................................................................24 

3. Methodology ........................................................................................................ 25 

3.1 Research approach and design ....................................................................... 25 

3.2 Data collection................................................................................................ 25 

3.3. Critical Discourse Analysis ............................................................................ 27 

3.4. General Analytical Framework for CDA ...................................................... 28 

3.5. Limitations/Ethical Considerations ............................................................. 30 

4. Empirical Findings .............................................................................................. 32 

4.1. History between Finland and Russia: The Bear that growls ......................... 32 

4.2. Background on the companies ......................................................................... 35 

4.2.1. Nokian Tyres ........................................................................................... 35 

4.2.2. Fazer ....................................................................................................... 37 

4.3. Timeline of the events of the war ................................................................. 38 

4.4.2. Discursive legitimation of Fazer ............................................................ 50 

4.4.3. Comparing the discursive legitimation of Nokian Tyres and Fazer ....... 57 

4.5. General analysis of Helsingin Sanomat articles ............................................ 59 

4.5.1. Articles on Nokian Tyres ........................................................................ 60 

4.5.2 Articles on Fazer ...................................................................................... 61 

4.6. General analysis of comments in Helsingin Sanomat articles ...................... 61 



 

7 
 

4.6.1 General analysis of comments in Helsingin Sanomat articles about Nokian 

Tyres ..................................................................................................................... 61 

4.6.2 General analysis of comments in Helsingin Sanomat articles about Fazer

 ......................................................................................................................... 64 

4.7 Analysis of articles and comments about Nokian Tyres by article ................ 65 

4.7.1 Article number 1 ....................................................................................... 65 

4.7.2 Article number 2 ..................................................................................... 66 

4.7.3 Article number 3 ..................................................................................... 69 

4.7.4 Article number 4 ...................................................................................... 72 

4.7.5 Article number 5 ...................................................................................... 74 

4.7.6 Article number 6 ...................................................................................... 76 

4.7.7 Article number 7 ...................................................................................... 77 

4.7.8 Article number 8...................................................................................... 79 

4.8. Analysis of articles and comments about Fazer by article ........................... 80 

4.8.1 Article number 1 ..................................................................................... 80 

4.8.2 Article number 2 .................................................................................... 82 

4.9.3 Article number 3 ..................................................................................... 83 

4.8.4 Article number 4 .....................................................................................85 

5. Discussion and Conclusion .................................................................................. 87 

5.1 Impact on existing academic literature and further studies .......................... 91 

6. Managerial considerations ..................................................................................92 

7. References ........................................................................................................... 94 

 

 

 

List of tables 

1. Table 1. Mullet (2018) General Analytical Framework for CDA ............... 28 

2. Table 2. Example of codes from press releases published by Nokian Tyres 

40 

3. Table 3. Example of the microlevel analysis on a press release published by 

Fazer............................................................................................................. 41 

4. Table 4. Press releases by Nokian Tyres addressing the war between Russia 

and Ukraine ................................................................................................ 42 

5. Table 5. Press releases by Fazer addressing the war in Ukraine ............... 50 

 



 

8 
 

 

 

 

List of figures 

1. Figure 1 An Integrative Theoretical Framework on Discursive Legitimation 

(Vaara et al., 2024) ..................................................................................... 19 

2. Figure 2. Total number of comments about Nokian Tyres by topic category 

63 

 
 

  



 

9 
 

1. Introduction 
 

1.1. Background 
 

On the 24th of February 2022 Russia invaded Ukraine and the international 
business environment was disrupted yet again. Numerous multinational 
enterprises (MNEs) had invested large amounts of money in Russia over 
many decades (Meyer and Estrin, 2023), and the invasion created complex 
problems for companies, mainly from Western countries. Especially at the 
beginning, companies faced media campaigns in their home countries 
pressuring them to divest their operations in Russia (Evenett and Pisani, 
2022).  
 
Many companies were quick to condemn the actions of Russia, but leaving, 
however, was not as easy. In their research Evenett and Pisani (2022) 
recognise several reasons why exiting Russia can be difficult for many 
companies. If the company operates in an industry that is not included in the 
official sanctions, the management might argue that it is their moral 
responsibility to take care of their employees in Russia, and exiting the 
market would leave their employees vulnerable. Similarly, they could say that 
abandoning their customers in Russia is not justified, as Russian citizens are 
not responsible for the war in Ukraine. Leaving suppliers, that companies 
have strong relationships with, is also something company leaders could use 
to justify not exiting Russia. 
 
Even a company that has publicly condemned Russia’s actions and 
announced their plans to exit Russia might not succeed in their efforts to 
leave. Finding a buyer for the Russian subsidiary, that is willing to pay an 
appropriate price, can end up being very difficult. Additionally, even if a 
buyer is found, there can be barriers set by the Russian government to hinder 
the exit process. (Evenett and Pisani, 2022) 
 
Despite these many challenges, some companies have reported their 
successful exit from Russia. According to the database created by the KSE 
Institute from the Kyiv School of Economics, as of the 19th of November 
2023, three hundred foreign companies that had their own legal entities in 
Russia, have been able to fully exit. This is half of the companies that publicly 
announced their intention to withdraw from Russia. When the war began, 
the “SelfSanctions / LeaveRussia” project from KSE Institute made the 
database to monitor foreign companies in Russia, and currently the database 
consists of over 3600 companies. (Onopriienko et al., 2024) Databases like 
this have made it easier for the public to follow and expose which companies 
have left Russia, or are in the process of leaving, and which have not.  
 
Companies that left Russia, have taken advantage of all the exposure that 
they can get. According to a working paper by Pajuste and Toniolo (2022), 
companies that did not have large-scale operations in Russia were quick to 
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announce their exit as a marketing trick to increase the positive image of the 
company and make the company look better in the eyes of customers and 
investors. In their article Pajuste and Toniolo (2022) add that the fact that 
companies that did not have substantial activity in Russia were so quick to 
make a big statement about exiting Russia, increased the pressure on 
companies that did have a significant presence in Russia, to also announce 
their exit much quicker than they would have to appease stakeholders.  
 
There has been political pressure for companies to exit Russia. The sanctions 
imposed by both the EU and USA have forced many businesses to stop doing 
business with Russia. Ukraine’s president Volodymyr Zelensky has also been 
calling out companies that have not withdrawn from Russia to increase the 
pressure to exit. In March of 2022, Zelensky called the Swiss food company 
Nestle out for continuing doing business in Russia (Evans, 2022). When the 
president of Ukraine was visiting Finland in April 2022, he urged the Finnish 
government to pressure companies to leave Russia and cut all possible cash 
flows to Russia (Pullinen, 2022).  
 
Especially at the beginning, there was pressure from the public that was 
pushing companies to exit Russia. In an article published by Helsingin 
Sanomat, Harju (2022) writes that according to a study, over half of the 
Finnish population boycotts companies that continue their operations in 
Russia. In the study, they did not find that there would have been one Finnish 
company, that the public unanimously boycotted, but respondents did 
mention boycotting Finnish companies like, S-Group, Neste, Fortum, 
Hesburger, Fazer, Nokia Tyres, Valio and Paulig (Harju, 2022). 
 
More recently, however, an article was published in the Financial Times 
reporting on how many Western consumers are losing interest in whether 
companies are leaving Russia or not. This has resulted in companies that did 
not divest their assets in Russia, surviving the initial reputational damage 
and continuing their operations in Russia as normal. (Chassany, 2024) The 
CEO of Mondelez, Dirk van de Put, admitted that Mondelez does not have 
any pressure from shareholders to leave Russia and that their investors do 
not care (Speed, 2024). Only a small minority of consumers in Europe and 
the US actually know which companies left Russia, and it seems that in the 
long run, the ones that left only gained a momentary reputational lift. More 
and more companies that initially promised they would exit Russia are 
reconsidering. (Chassany, 2024) 
 
The pressure for companies to dissociate themselves from Russia is, however, 
still relatively high in Finland. According to an article published by the 
Finnish state-owned media company Yle, the pressure from the Finnish 
public for companies to exit Russia has been higher compared to other 
countries. This is most likely due to the long border that Finland has with 
Russia and the turbulent history between Russia and Finland, which evokes 
strong feelings amongst the Finnish public compared to other Western 
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consumers. (Hyytinen, 2022) The relationship between Russia and Finland 
has always been complicated. Although Russia has for many years been an 
important trading partner to Finland, the grudge that Finns hold towards 
Russia is something that has brought the Finnish population together and 
has become a characteristic of Finnish nationality (Laine, 2015). Finnish 
nationality was formed when Finland was an autonomous part of the Russian 
Empire (Paasi, 1997). After Finland gained its independence a dark image of 
the Soviet Union was reinforced and the neighbour in the East was seen as 
the “other” (Paasi, 1999). This negative image, that the Finnish public has of 
Russia, has remained, although during the Cold War the Finnish foreign 
policy emphasised neutrality. For decades Russia has been perceived by the 
Finnish public as the “bear that growls, hits, tramples, and does various other 
offensive things”. (Laine, 2015) 
 
In November 2023, Yle also published an article about Finnish ice cream 
brands that are owned by the food giants Nestlé and Unilever, who continue 
operating in Russia. Froneri Finland, a company that produces many of the 
most beloved Finnish ice cream brands, like Pingviini, Aino, Puffet and 
Classic, is part of the Froneri Group that has a subsidiary in Russia. Froneri 
Group is also partially owned by Nestlé. (Nuutila, 2023) The article 
encourages consumers to boycott these brands, and it also includes some 
speculation on how these connections between Finnish ice cream brands and 
big conglomerates, that have not exited Russia, will be reflected in Finnish 
ice cream sales in the summer of 2024. These speculations seem to be 
supported by the over four hundred comments that readers have left under 
this article, where many express how they will boycott these brands, 
highlighting how the Finnish public does not suffer from the war fatigue 
described in the article by the Financial Times. 
 
Most Finnish companies that were operating in Russia before the escalation 
of the conflict between Russia and Ukraine, have either exited completely or 
partially (KSE Institute, 2024). However, during the initial months of the 
conflict, consumers were growing impatient, because it took companies so 
long to communicate their decision to leave and then execute the exit 
(Koskinen, 2022). On the other hand, businesses were getting frustrated by 
the cancel culture of social media and consumers demanding that companies 
leave their businesses in Russia right away or they will boycott them 
(Tammilehto, 2022). This clash between consumers and businesses 
highlights how the power of consumers has increased due to social media. 
Hence, when companies make risk mitigation plans in case of geopolitical 
disruptions, they need to have a better understanding of how their actions 
will be perceived by their consumers and why. 
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1.2. Aim and research questions 
 
Geopolitics is an important part of international business. Disruptions in 
geopolitics affect every aspect of international business, such as trade 
relations and supply chains (De Villa, 2023). The risk of geopolitical 
disruptions is going to continue to increase (Donilon et al., 2024), which is 
why companies operating in the international business environment need to 
be better prepared for them and understand how their actions in foreign 
markets are perceived in their home markets. 
 
The business environment that international companies need to navigate is 
complex, and Russia’s invasion of Ukraine increased this complexity. Many 
multinational companies engage in controversial business practices, which 
they need to legitimise to stakeholders (Vaara and Tienari, 2008). When 
Russia attacked Ukraine, it created a controversial setting, and allowed 
stakeholders to examine how businesses would react in such a setting and 
what their values are. According to a marketing specialist interviewed for 
Talouselämä, the war between Russia and Ukraine is not the first or the last 
time companies need to prove that they stand behind their values and make 
decisions that are “ethically right” (Koskinen 2022). 
 
According to Vaara and Tienari (2008), the discourses around MNCs should 
be studied more and scholars should conduct critical analysis of the social 
changes happening in the environments in which international businesses 
operate. The aim of this thesis is to study the actions and communication of 
large Finnish companies that had operations in Russia before the invasion in 
February 2022. We are looking at how these companies have tried to 
legitimise their actions to the public, and how the public reacted to it. Hence, 
our research questions are the following: 
 

1. What kind of legitimation strategies have Finnish companies used to 
justify leaving or staying in Russia? 

 
2. How does a company’s reasoning regarding staying or leaving affect 

the public opinion of the company in Finland? 
 
We answer these two questions by doing a comparative case study on two 
large Finnish companies, Nokia Tyres and Fazer, and what they decided to 
do about their businesses in Russia after the 24th of February 2022, and by 
conducting a critical discourse analysis on how Nokia Tyres and Fazer tried 
to legitimise their actions to the public. We are focusing on the first three 
months after the invasion, from March until May, because most of the public 
discourse on the topic happened at the very beginning of the war. 
Additionally, by limiting the scope to three months, we are able to conduct a 
more thorough discourse analysis on the communication by Nokia Tyres and 
Fazer, and on the public discourse in the media. 
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Nokia Tyres and Fazer were in a similar position in February 2022. Both had 
physical assets and employees in Russia, and both had an important role in 
the local community. Fazer’s biggest business in Russia was its bakery 
business, with 3 bakeries in St. Petersburg and 1 bakery in Moscow. The 
bakeries in St. Petersburg accounted for 40% of the market share in the area, 
meaning that it was an important source of baked goods for the citizens of St. 
Petersburg. Altogether, Fazer had 2300 employees in Russia, which was 29% 
of all the people Fazer employed. (Saarinen, 2022) Similarly, Nokia Tyres has 
a big, new factory in St. Petersburg with over 1000 employees. They also had 
around 600 additional employees in other functions outside of the factory, 
like marketing and logistics. (Sajari, 2022) However, Fazer made the decision 
to leave Russia very early on after the invasion, whereas Nokia Tyres was 
adamant about staying in Russia for many months. Both companies received 
a lot of media attention and gave interviews to the media about their 
intentions of either leaving or staying. Although their situation was rather 
similar, their actions and reasoning were different, so by comparing the two 
cases we can analyse what kind of legitimation strategies were used and 
whether there was a difference in public reactions. 
 

1.3. Structure 
 
Chapter 1: The first chapter introduces the background of the study, shedding 
light to the context of the thesis. It also describes the aim of the research and 
the questions that the thesis seeks to answer. 
 
Chapter 2: The second chapter is a comprehensive review of the literature on 
the key concepts and theories that form the foundation of the thesis. 
 
Chapter 3: The third chapter describes the methodology used to conduct the 
research. The research approach is justified and the data collection methods 
are explained. It also provides a detailed description of the analysis method. 
 
Chapter 4: The fourth chapter contains the relevant historical and 
operational context, to provide a wholistic analysis of the data.  
 
Chapter 5: In the final chapter, the empirical findings are discussed in detail 
to draw conclusion and managerial implications. 
 
2. Literature Review 
 
In this chapter we will go through the relevant literature to form the 
theoretical basis of our thesis. First, we will discuss geopolitical disruptions 
and how they affect the international business environment to provide the 
necessary background to understand how businesses perceive these types of 
situations. Then we will explain stakeholder theory and organsational 
legitimacy, and the relationship between these two theories to highlight the 
importance of stakeholders in business decisions, and thus legitimation. 
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Lastly, we discuss how information gets from organisations to stakeholders 
via the media, and what kind of an effect consumers can have on businesses.  
 

2.1. Geopolitical Disruptions 
 

2.2. Stakeholder Theory 
 
Stakeholder theory is an area of strategic management that has seen 
reasonable development within the last six or so decades. Fundamentally 
defining concept within stakeholder theory was brought forward in the book 
Strategic Management: A Stakeholder Approach (Freeman, 1984), where the 
differentiation between the traditionally prioritized shareholders and the less 
acknowledged stakeholders was highlighted. In comparison to the 
shareholders that have direct capital investments in the company, 
stakeholders encompass all individuals or groups that have the ability to 
influence mission-driven organizations. This definition provided by Freeman 
or slight alterations of it has been hence adopted in most prevalent academic 
literature on stakeholder theory (M. Matuleviciene, J. Stravinskiene  (2015; 
R. Mahajan et. Al, 2023). While scholars have expanded on this foundation 
by observing the effects, ethics and obligations of companies in the light of 
the often reciprocal nature of the relationship between companies and their 
stakeholders (Donaldson and Preston, 1995; Mitchell, Agle, and Wood 1997), 
Freeman’s definition of stakeholders remains the most used one. 
 
According to Mitchell et al. (1997) stakeholder influence can be evaluated 
through attributes of power, legitimacy and urgency. If a stakeholder is 
significant to the company in all these areas, they need to be carefully 
accounted for in company strategy. This is a very basic notion on the 
importance of stakeholders as it does not directly tie the importance of a 
stakeholder to a single area of business such as finances or human resources. 
Furthermore, Mitchell et al. created a framework for grouping different 
stakeholders: 
 

1. Existing relationships between organization and stakeholders. 
2. Power dependence - when organization is dependent on stakeholder 

and vice versa or mutual power dependence relationship.  
3. Basis for legitimacy of relationship.  
4. Stakeholder interests - legitimacy not implied. 

  
Many authors such as Matos and Hall (2007), Ferraro et. Al (2015) and 
Guerci et al. (2016) have emphasized the importance of ethics and social 
responsibility in stakeholder theory. It is easy to simply focus on financial 
performance as a metric of corporate success, but the rise in the importance 
of corporate responsibility can be seen in both the academic literature and 
the demands of various stakeholders. Due to this stakeholder pressure, Mato 
and Hall, and Guerci explain that focusing on corporate responsibility in 
strategy can lead to not only more sustainable business practices but also to 
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improved stakeholder satisfaction and a lasting competitive business 
advantage. 
 
The effects of stakeholders on companies can be both direct and indirect. As 
explained by Migle Matuleviciene and Jurgita StravinskieneIt in their review 
on the importance of stakeholders (2015), direct effects of stakeholders are 
apparent due to companies and other organizations' dependency on 
stakeholders that hold power to a resource that is important to fulfill the 
needs of the company. The indirect effects of stakeholders come as a result of 
corporate reputation, which is a result of interaction between the company 
and its stakeholders. According to Krstic (2014), these interactions can lead 
to both negative and positive implications regarding profit, persistence, 
relationship, and corporate reputation. These implications often rely on the 
nature of the relationship. A positive relationship is often characterized by 
mutual transparency, accountability, and responsibility, while a negative 
relationship lacks long-term commitment to these areas. 
 
2.3. Organizational Legitimacy 
 
According to Dowling and Pfeffer (1975), when an organisation’s activities 
are in line with the value system of the society in which the organisation 
operates, the organisation has established organisational legitimacy. If the 
values that are implicated through the actions of an organisation are not in 
line with the values of society, then it creates a threat to organisational 
legitimacy, which can result in social sanctions from members of the society 
(Dowling and Pfeffer, 1975), and in an extreme case it can result in the failure 
of the organisation (Schiopoiu Burlea and Popa, 2013). Thus, Dowling and 
Pfeffer (1975) describe legitimacy as a constraint to an organisation, as there 
will always be societal norms and values which the actions of organisations 
are reflected upon. However, the values and norms of societies tend to 
change, making legitimacy a dynamic constraint as organisations need to 
constantly adapt to the changing values. (Dowling and Pfeffer, 1975). 
 
Suchman (1995) defines legitimacy as “a generalised perception or 
assumption that the actions of an entity are desirable, proper, or appropriate 
within some socially constructed system of norms, values, beliefs, and 
definitions.” He elaborates on this definition by explaining that legitimacy is 
“generalised” because it is not determined by a single event, but it rests on a 
“history of events”. Legitimacy is a “perception or assumption”, because if 
certain events and actions go unnoticed by the general public, then they do 
not have an effect on the legitimacy of an organisation. Suchman (1995) 
describes that legitimacy is “socially constructed” due to the fact that it is 
determined by a “collective audience”, so even if the actions of an 
organisation do not align with the values of an individual, it does not affect 
the legitimacy the organisation as that would require large public 
disapproval. 
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Suchman (1995) describes that there are three broad types of organisational 
legitimacy: pragmatic legitimacy, moral legitimacy, and cognitive legitimacy. 
Each of the three types of legitimacy connote the idea that there are social 
values and beliefs which dictate whether the activities of an organisation are 
“desirable, proper or appropriate”, albeit each is based on different societal 
behaviours. All these broad types can be further divided into subcategories. 
(Suchman, 1995) 
 
Pragmatic legitimacy describes how the immediate audience, which is 
usually the stakeholders, evaluate the activities of an organisation based on 
the self-interests of the stakeholders. An organisation will be perceived as 
legitimate by its stakeholders, as long as the stakeholders receive something 
from the organisation. Hence, the most straightforward form of pragmatic 
legitimacy can be seen as exchange legitimacy, where stakeholders grant 
legitimacy to an organisation if the activities of the organisation are expected 
to bring some value to the stakeholders. The second form of pragmatic 
legitimacy is called influence legitimacy, where stakeholders perceive that an 
organisation is legitimate if the activities of an organisation seem to take into 
consideration their wishes and stakeholders feel that they have a say in the 
organisation. Such legitimacy might emerge from an organisation including 
stakeholders in decision-making processes. The last form of pragmatic 
legitimacy is dispositional legitimacy. Organisations are often personified. 
They are perceived as individuals that have values, goals, and interests. 
Therefore, an organisation might be perceived as legitimate by stakeholders 
if stakeholders associate positive characteristics with the organisation and 
maybe even relate to the personality of the organisation. (Suchman, 1995) 
 
Similarly to pragmatic legitimacy, moral legitimacy is based on the activities 
of an organisation, however, moral legitimacy is granted if the activities of an 
organisation are perceived to be good and contributing to the welfare of 
society, and thus are in line with the socially constructed value system. Moral 
legitimacy is comprised of four subtypes: consequential, procedural, 
structural and personal legitimacy. The consequential legitimacy of an 
organisation is determined by judging the outcome of the activities in which 
an organisation engages in. Procedural legitimacy on the other hand is based 
on whether the methodologies and techniques used by an organisation to 
reach its goals are socially accepted. Similarly to procedural legitimacy, 
structural legitimacy is not so concerned about the outcome of the 
organisation. Structural legitimacy arises from an organisation having 
certain structures and functions that are socially acceptable. Personal 
legitimacy on the other hand differs from the other three, as it is based on the 
idea that if not much is known of the organisation, a charismatic leader that 
is trusted by society can make stakeholders perceive the organisation as 
morally legitimate. (Suchman, 1995) 
 
The last type of organisational legitimacy is called cognitive legitimacy. 
Unlike pragmatic and moral legitimacy, cognitive legitimacy is not concerned 
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with the activities of an organisation. It is formed from the comprehensibility 
and the taken-for-grantedness of an organisation. Comprehensibility in this 
context means whether the cognition of a stakeholder can explain the 
existence of an organisation. Does the idea of the organisation fit the reality 
that society has constructed? Taken-for-grantedness on the other hand 
describes whether there is another option for the organisation or not. Even if 
stakeholders do not support the organisation, they might still see it as 
legitimate, because they are not able to imagine a viable alternative to it and 
thus accept the existence of the organisation. (Suchman, 1995) 
 
From these three types, pragmatic and moral legitimacy is the easiest to 
obtain, because stakeholders conclude pragmatic and moral legitimacy 
through public discourse, in which organisations can engage in. Cognitive 
legitimacy, however, relies heavily on abstract cognitive processes that are 
not easily changed by organisations. All three can reinforce one another, but 
there can also be conflicts between the three. For example, creating monetary 
value to stakeholders which increases pragmatic legitimacy, might decrease 
the morality of the organisation, and vice versa. (Suchman, 1995) Hence, 
managing legitimacy can get complicated. 
 

2.3.1 Managing legitimacy 
 
This idea of organisational legitimacy is the basis of legitimacy theory, which 
views legitimacy as an intangible asset that is managed by organisations. If 
an organisation is deemed as legitimate by society, then that organisation has 
a “right” to access the resources that it needs to operate. (Deegan, 2019) 
Hence, legitimacy theory is seen to explain why companies want to 
communicate information related to the social, economic, and 
environmental aspects of their activities (Schiopoiu Burlea and Popa, 2013). 
 
According to legitimacy literature, an organisation’s future relies on how it is 
able to manage the pressures and challenges that are never-ending due to the 
dynamic nature of societal norms and values (Schiopoiu Burlea and Popa, 
2013). The process that an organisation does to manage these pressures and 
challenges to establish legitimacy is called legitimation. Some organisations 
need to engage in legitimation processes more than others. For example, if 
an organisation is more visible or its operation depends on the support from 
politicians or people, then they usually must have more legitimacy and thus 
engage in more legitimation processes. (Dowling and Pfeffer, 1975) 
 
Dowling and Pfeffer (1975) identify three things that an organisation can do 
to become legitimate. Organisations can try to adapt their business to fit the 
values that are defining what makes an organisation legitimate or not and 
communicate these adaptions to their audience effectively. Secondly, by 
using various forms of communication, an organisation can try to change the 
definition of legitimacy in society, so that it would fit the current business 
activities of the organisation. Thirdly, an organisation could try through their 



 

18 
 

communication to associate themselves with symbols, values, or institutions 
that are viewed as legitimate. 
 

The second method identified by Dowling and Pfeffer (1975) is very 
complicated. Trying to change societal norms and values is difficult, because 
one essentially tries to change how people construct their reality. It relates to 
trying to manage cognitive legitimacy, which, as previously established, is not 
easy, due to the fact that cognitive legitimacy relies on complex cognitive 
processes. Hence, the first and the third method are much more realistic. The 
important thing to understand however, is the fact that all three of these 
methods only work through compelling communication. 
 

2.3.2. Discursive legitimation: An Integrative Theoretical 
Framework 
 
According to Van Leeuwen (2007), language is the central means to 
establishing legitimacy. Hence, communication can be seen as the 
cornerstone of legitimation processes. This idea is supported by Suchman’s 
(1995) notion, that stakeholders conclude legitimacy through public 
discourse, and organisations affect their legitimacy by engaging in that public 
discourse. 
 
The area of research that examines how communication is used to build 
legitimacy is called discursive legitimacy (Vaara et al., 2024). Vaara et al. 
(2024) conducted a literature review on the research done on discursive 
legitimation, and they identified five fundamental elements of discursive 
legitimation: strategy, positions, foundations, temporality, and arenas. 
According to Vaara et al. (2024) each one of these elements has an important 
role in establishing discursive legitimacy, and they created an Integrative 
Theoretical Framework on Discursive Legitimation, to help analyse 
discursive legitimation (Figure 
 1). 
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Figure 1 An Integrative Theoretical Framework on Discursive Legitimation 
(Vaara et al., 2024) 
 
The element of discursive strategies in the framework prompts the question 
of what types of discursive strategies and rhetorical frameworks are used to 
establish legitimacy. There are different kinds of discursive strategies that 
can be used in a legitimation process (see next chapter). But regardless of the 
discursive strategy used, there are always rhetorical devices, like metaphors 
and metonymy, employed to form legitimation. (Vaara et al., 2024) Hence, 
to properly examine legitimation processes, a microlevel analysis needs to be 
conducted to recognise the rhetorical microelements. 
 
The element of discursive positions in Figure 1 describes the actors that are 
involved in the legitimation process. It focuses on who is given a role and a 
voice in the process and examines the social positions of the actors involved. 
Social positions are defined as the roles and identities, that through power, 
authority, and credibility, can shape legitimation. Of course, the types of 
social positions that establish legitimation are context specific, but it is often 
assumed that actors with powerful positions can more successfully influence 
discursive legitimacy. Again, rhetorical tactics, such as authorisation, are 
instrumental in constructing social positions in discourse. (Vaara et al., 
2024) 
 
The discursive foundations element explores the hidden meanings associated 
with linguistic elements that form the basis of legitimation. It takes into 
consideration the discursive structures, like different narrative structures 
including story-telling, and ideological assumptions on which legitimation is 
built upon. (Vaara et al., 2024) The ideological assumptions are especially 
important when trying to establish legitimation. According to Van Dijk 
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(1998), ideologies are “shared social representations” that are built upon 
social values, and that are reproduced in discourse. Ideologies form the basis 
for judgement and action and thus are an important aspect of legitimation 
(Van Dijk, 1998). They can shape the legitimation process and competing 
ideologies between actors in the legitimation process can create legitimacy 
struggles (Vaara et al., 2024). Financial capitalism or neoliberalism are 
discourses that are often linked to struggles relating to controversial actions 
by MNCs, as MNCs usually legitimise their controversial actions by 
presenting them as unavoidable for maintaining a competitive advantage. 
Other discourses that can be found around controversial MNC actions are 
nationalism and humanism. (Vaara and Tienari, 2008) For example, when 
analysing the media discourse in Finland around the Eurozone crisis, Vaara 
(2014) found that the prominent discourses used were founded upon 
financial capitalism, humanism, nationalism, and Europeanism, and showed 
that the interplay between these different discourses created a legitimacy 
crisis. 
 
Legitimacy is time-specific. What used to be considered legitimate in the past 
might not be considered as legitimate anymore. The temporality element in 
Figure 1 explores those time-specific aspects that influence legitimacy. 
(Vaara et al., 2024) According to Vaara et al. (2024) there are three aspects 
of temporality in discursive legitimation: process dynamics, historical 
contextualisation, and narrative reconstruction. Process dynamics describe 
the changes that can occur in legitimation processes over time. Historical 
contextualisation examines how historical context shapes legitimation and 
might result in process dynamics. The historical context can also lead to 
narrative reconstruction, which investigates how actors in legitimation 
processes try to reconstruct the past, present and/or the future through the 
use of narratives. 
 
Vaara et al. (2024) describe the spaces where discursive legitimation takes 
place as arenas. Arenas can influence legitimation significantly, as they can 
determine the discursive foundation and the actors that are involved in the 
legitimation process. Examples of arenas are for example social media and 
mass media. (Vaara et al., 2024) 
 
As discursive arenas shape the positions and foundations of a legitimation 
process, all the elements in the framework are linked to each other, which is 
visualised in Figure 1 using arrows. The discursive foundations determine the 
strategies used and vice versa. Different elements can enable each other, but 
they can also act as constraints to one other. It is the interplay of all these 
elements and the context where the legitimation process is happening in, that 
determine whether the discursive strategies have a legitimating effect on the 
legitimacy subject or object. (Vaara et al., 2024) 
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2.3.3 Discursive strategies 
 
As previously mentioned, there are many different discursive strategies for 
legitimation. The first systemised attempt to construct a model of discursive 
legitimation in an organisational context was done by Vaara et al. (2006). 
Building upon Van Leeuwen’s and Wodak’s (1999) model of discursive 
legitimation strategies, Vaara et al. (2006) developed an empirically 
grounded model so that organisational scholars could study the discursive 
strategies used around and by organisations. They analysed a Finnish-
Swedish merger that had a huge impact on the international paper and pulp 
industry, and consequently resulted in a debate in both the Finnish and the 
Swedish media. In their research Vaara et al. (2006) examined the micro-
level discursive strategies utilised by the media around the debate of the 
merger.  
 
The model consists of five discursive legitimation strategies that are used in 
discourse intentionally or unintentionally: normalisation, authorisation, 
rationalisation, moralisation, and narrativisation. Normalisation is 
legitimation by trying to make something seem as normal or natural. 
Something is legitimate because it was done as it ideally should have been 
carried out. Normalisation can be accomplished by comparing the situation 
to past events and cases that were handled similarly. Additionally, it can be 
done by referencing possible future events or new ways of doing that are 
expected in the future and thus rendering the current situation as normal. 
Authorisation is legitimating by referencing an authority. It could be 
referencing a person in a position of authority, or it could be referencing laws 
and regulations that give authority. (Vaara et al., 2006) 
 
According to Vaara et al. (2006), rationalisation happens by demonstrating 
the benefits or purpose of an action. Rationalisation is founded on moral and 
ideological rationale. For example, companies tend to rationalise actions 
from the perspective of neoliberalism which is most notable when the 
justification for an action is that it creates shareholder value. Although 
rationalisation is based on moral values, Vaara et al. (2006) still identify 
moralisation as a separate strategy. They define moralisation as legitimation 
by referring to specific values and found that moralisation was often used for 
delegitimization purposes. 
 
The last discursive legitimation strategy in the model by Vaara et al. (2006) 
is narrativisation, where narrative techniques are used legitimise. According 
to Vaara et al. (2006) an example of narrativisation could be that companies 
or specific people are characterised as heroes or villains, winners or losers. 
The purpose of narrativisation is often to make the text more entertaining 
and to attract readers (Vaara et al., 2006) and to captivate the reader through 
an interesting plot (Vaara, 2014). 
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Vaara et al. (2006) make note of the fact that these discursive legitimation 
strategies can be intertwined and that they support one another. For 
example, authorisation can be used to rationalise or even moralise, 
depending on the institution that the authority figure represents, or the 
symbolism attached to specific authority figures. It can be very effective to 
draw on multiple legitimation strategies at the same time. (Vaara et al. 2006) 
 
Although their analysis focused on industrial restructuring, Vaara et al. 
(2006) argue that the model of discursive legitimation strategies works for 
other research settings. Vaara and Tienari (2008) demonstrate how to use 
the model to examine the discursive strategies used to legitimise a unit 
shutdown, thus highlighting how the model can be used to critically assess 
the discursive legitimation of controversial actions by MNCs. Patala et al. 
(2019) also used a version of this model, when analysing how normalisation, 
authorisation, moralisation, and rationalisation were used in press releases 
published by electric utilities to justify investments in non-renewable and 
renewable energy technologies. 
 
2.3.4. The relationship between legitimacy theory and stakeholder 
theory 
 
Legitimation has a strong role in influencing the survival of various 
organizations. Like most organizations, companies survive in the current 
economic system partly due to the approval of the company and their actions 
by their stakeholders. A situation where a company does not enjoy the 
approval of its surrounding wider society, the company is prone to being 
competitively disadvantaged due to outside phenomena such as sanctions 
(Schiopoiu Burlea and Popa, 2013). Due to this, the mismanagement of a 
company image can effectively lead to the failure of the entire organization. 
This role of the wider society as a determinant of success acts as the motivator 
for organizations to engage in the use of legitimation strategies. 
 
The connection between the effectiveness of companies and the approval of 
the wider society as stakeholders shows that legitimation theory can be seen 
as a practical extension of stakeholder theory. Burlea and Popa describe the 
purpose of the practical appliance of legitimation theory, legitimation 
processes, to be to obtain and maintain the stakeholders’ approval.  
 

2.4. How consumers can affect companies 
 
The effective power that consumers hold over companies is a core component 
in the assumption that companies should aim to legitimize themselves to gain 
the approval of consumers as stakeholders. Due to this, it is important that 
consumer power as a phenomenon is acknowledged for the purposes of this 
study. Many different frameworks have been developed to conceptualize 
customer power, some of the most relevant of which will be shortly discussed 
below. 
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According to Denegri-Knott et al., consumer power can be divided into three 
domains: consumer sovereignty, cultural power, and discursive power. 
Consumer sovereignty proposes that consumers are capable of self-
determined and dispassionate consumer choices which direct the market’s 
so-called invisible hand, resulting in more efficient production, better and 
cheaper products, social progress, and increased general welfare. Cultural 
power on the other hand constitutes the power to observe and counteract the 
influences of the consumer market and the strategies used by companies. 
Lastly, discursive power is characterized by the ability to direct and create 
wider discussion on issues relevant to the consumer. (Denegri-Knott et al., 
2006) 
 
Later research has expended on these three domains of power by offering an 
alternative framework, that takes into account the drastic effects that the 
wide use of internet has on the nature of consumer power. By evaluating the 
most prevalent frameworks for this new environment of consumer power, 
Labreque et al. presented a framework consisting of four sources of customer 
power. These are demand-based power, information-based power, network-
based power, and crowd-based power. Similar to the domain of customer 
sovereignty presented by Denegri-Knott et al., demand-based power 
constitutes of the customers’ ability to influence consumption by individual 
freedom. Information-based power can be seen in the ability to both produce 
and consume informational content. Network-based power is demonstrated 
in the ability to share, modify, and add value to existing content through 
social networks. Lastly, crowd-based power is characterized by the ability to 
pool, mobilize and structure resources, mostly relating to the influence of 
large numbers of people on the open market though acts such as 
crowdfunding and crowdsourcing. Out of these four sources, demand-based 
power and information-based power are categorized as individual sources, 
while network-based power and crowd-based power are seen categorized as 
network-based sources. (Labresque et al., 2013) 
 
As this study revolves around public discourse and legitimation strategies 
influencing consumer perception, most if not all of the categories of customer 
power presented by Labresque et al. are relevant to acknowledge. The 
observed arena of legitimation allows for the use of network and crowd-based 
power, as open discussions can amplify, reduce, and influence individual 
consumer reactions. However, it has to be noted that the limited size and 
reach of the observed discussion might set some limitations to the extent that 
the arena is used for network-based sources of consumer power. On the other 
hand, the observed consumer reactions of this study can show the use of 
individual sources of consumer power and even influence the use of such 
power by large quantities of consumers. 
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2.5. Media as a facilitator of information 
 
As the methodology of this study revolves around the analysis of news media 
sources, it is crucial to understand the role of contemporary news media as a 
facilitator of information. The aim for objective journalism has been a 
cultural norm in European news media for a long time (Raeijmaekers & 
Maeseele, 2015) but the emergence of fake news in large visibility and 
quantity as well as the politization and polarization of media has shaken the 
public trust of media resources (Morris, 2007). An often-cited framework for 
conceptualizing media objectivity was created by Westerståhl (1983), which 
divides objectivity to two categories: factuality and impartiality. Factual 
journalism is grounded in truth, while impartial journalism aims not to 
convey a biased view of the truth. According to Westerståhl, factuality can be 
further divided into the truthfulness and the relevance of the shared 
information, and while impartiality can be divided into the balance and 
neutral presentation of information. While some authors have critiqued 
Westerståhl’s framework for its optimistic outlook on possible journalistic 
intentions, no further widely used alternative framework for conceptualising 
objectivism of news media has been proposed (Wien, 2005). 
 
With this conceptual framework in mind, it is important to evaluate the 
effects of the used news resources to evaluate the objectivity of portrayed 
company communication and the use of their legitimation strategies. If a 
disconnect between the press and media releases of companies and the 
published news articles is present, the connection between the use of 
legitimation and the garnered public reaction cannot be proven or disproven 
to be interlinked. 
 

2.6. Summary of the literature review 
 
The literature review of this study consists of an overlook of the existing 
literature on various related themes. Many significant findings were made to 
enable the methodological and conceptual thoroughness of the paper. The 
contextual foundations for the actions of companies during geopolitical 
disruptions were identified, and the conceptual and practical manifestation 
of legitimation processes of companies was analysed. Five different 
discursive strategies were identified to be the effective means of legitimation 
for companies. Furthermore, the importance of legitimation processes was 
made apparent by the linked nature of stakeholder theory and legitimation 
theory and the acknowledged importance and power of customers to the 
survival and success of companies. 
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3. Methodology 
 
In this chapter, we will go through the research approach and design, how 
data was collected and the method of analysis.  
 

3.1 Research approach and design 
 
Our research approach is qualitative in nature. According to Eriksson and 
Kovalainen (2008a), qualitative research methods are exploratory in nature, 
and try to interpret and understand phenomena. Quantitative research, on 
the other hand, tries to explain phenomena through testing hypotheses and 
conducting statistical analysis (Eriksson and Kovalainen, 2008a). Because 
the aim of our research is to observe and describe how Finnish companies 
reacted to the war and how the Finnish public responded to these reactions, 
we believe that a qualitative method is best suited for this study. Justifying 
actions is not black and white, especially during a crisis, hence it is not 
something that can be measured. Additionally, the war between Russia and 
Ukraine has not been studied a lot by business researchers, and because the 
effects of the war are relatively new for businesses, qualitative research 
method is best suited to our research, because it is not so structured and it is 
good for studying new phenomena (Eriksson & Kovalainen, 2008a). 
 
The research is done as a comparative case study between two Finnish 
companies: Nokian Tyres and Fazer. Eriksson and Kovalainen (2008) write 
that the advantage of using a case study research approach is that case studies 
can help understand complex issues by presenting them in a more practical 
way, because real life examples are used to study a phenomenon. Focusing 
on two cases helps us narrow the scope of our research. Hence, we are able 
to dive deeper and explore in more detail how the companies tried to 
legitimise their actions and what the discourse around the companies’ 
actions was. 
 

3.2 Data collection 
 
The primary data that we will be using to answer the first research question, 
are press releases by the chosen companies published from the beginning of 
the war to the end of May, where they explain the future of their operation in 
Russia. Press releases are information from an organisation to the media, 
and thus to the public. Hence, press releases have significant influence on 
how an organisation is perceived by the public. It is important to note 
however, that the media has power over how it chooses to edit the news 
releases in their own articles. (Johnson and Haythornthwaite, 1989)  
 
According to Johnson and Haythornthwaite (1989), the function of press 
releases is to convey information of the activities of an organisation. 
However, they also note that because the organisation is in control of what is 
written in the press release, it can be considered propaganda, as it is unlikely 
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that an organisation would ever release any information that is unfavourable 
to them. Thus, press releases are well suited as a source to analyse how 
companies try to legitimise their actions to the public and the strategies, they 
use to give a favourable image of the company. Patala et al. (2019) also argue 
that press releases are an appropriate source for examining the discursive 
strategies employed by companies, because press releases are intended to 
reach a much larger audience and thus have an effect on societal discourse. 
 
To support the primary data, we will also be using secondary data for our 
research. This will be news articles written about the companies and 
interviews that the companies have given to major newspapers in Finland. 
We recognise that the news media platforms we are looking at act as a 
facilitator of information between companies and the public, and that can 
affect the message that companies are trying to convey. News medias are also 
companies themselves competing for consumers, and hence we recognise 
that journalists write the articles to attract readers. 
 
To answer the second research question, the primary data we are using are 
comments from articles published by Helsingin Sanomat about the 
companies we are focusing on. Helsingin Sanomat is the biggest Finnish 
newspaper reaching over 1,9 million people in the year 2023 (Media Audit 
Finland, 2023), which is over 30% of the Finnish population. The website of 
Helsingin Sanomat is also one of the most popular websites in Finland 
(Laine, 2015). Vaara and Tienari (2008) describe Helsingin Sanomat as “an 
opinion leader in the Finnish media”, and thus the newspaper has significant 
power over public discourse, which makes a suitable source for studying the 
public discourse on the actions of companies. Additionally, according to 
Helsingin Sanomat (2021), the comment section of their newspaper can be 
used for academic research purposes. However, Helsingin Sanomat does 
have certain rules regarding leaving comments. To leave comments on 
articles in Helsingin Sanomat, commenters must be subscribed to the 
newspaper with their own name, and consequently the comments show the 
names of the commenter. Additionally, Helsingin Sanomat goes through all 
the comments and checks them before they are published, deleting 
comments that Helsingin Sanomat does not deem appropriate. (Helsingin 
Sanomat, 2021) To ensure anonymity of the commenter, we are not collecting 
the names of the commenters when carrying out the data collection. 
 
The predecessor of Helsingin Sanomat, Päivälehti, was first founded in 1889 
by the Young Finns, a bourgeois political party, to spread their ideas, but it 
was suppressed by the Russian authorities in 1904 due to the anti-Russian 
views that were expressed in the newspaper. Almost immediately, the Young 
Finns then created Helsingin Sanomat to spread their political agenda. 
(Tervo, 2006) Helsingin Sanomat has however been politically independent 
since the 1930s (Joutsenvirta and Vaara, 2015). This does not mean that 
Helsingin Sanomat is politically neutral. In 1994, before the Finnish 
referendum to join the EU, Helsingin Sanomat strongly supported Finland 
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becoming a member of the European Union. Furthermore, Helsingin 
Sanomat was openly advocating for Finland to join NATO in 2006, and thus 
suggesting what stance the editorial board of Helsing Sanomat has towards 
Russia. (Laine, 2015) 
 
It is also important to note, that although Helsingin Sanomat is the largest 
newspaper in Finland, the authors writing the articles for the newspaper are 
not representative of the entirety of the Finnish nation. The authors of 
articles are on average highly educated, and some of them can be 
representatives of different lobby groups with their own interests. 
Additionally, most of the readers of Helsingin Sanomat live in large cities in 
Finland, so not all opinions of Finnish people are equally expressed in the 
comment section of articles. However, most of the Finnish population resides 
in the bigger cities of Finland. (Laine, 2015) 
 

3.3. Critical Discourse Analysis 
 
The analysis method used in this thesis is a Critical Discourse Analysis. 
Discourse analysis is a qualitative method that centres around understanding 
the cultural meanings connected to people, objects, events and experiences, 
as cultural meanings are communicated through discourse (Eriksson and 
Kovalainen, 2008b). Pälli and Lillqvist (2020) define discourse analysis as 
analysing the interconnectedness of social action and language use. As a 
method, discourse analysis is holistic and it is important to note, that 
discourse analysis is not merely studying language, but the social actions that 
are implicated through the use of language. Although it is not a method that 
is traditionally used in business research, it has become increasingly more 
used by business researchers. (Eriksson and Kovalainen, 2008b)  
 
Critical Discourse Analysis (CDA) combines the analysis of the actual content 
of what is said and by who, with the larger societal context in which the 
discourse is happening and draws links between different levels (Vaara and 
Tienari, 2008). What makes CDA critical is the fact that the focus in CDA is 
to study how power operates and how it results in social inequality (Eriksson 
and Kovalainen, 2008b). In the case of companies legitimising their actions, 
they exercise power through language to influence stakeholders, thus making 
it appropriate to study using CDA.  
 
Vaara and Tienari (2008) argue that CDA is an effective approach when 
studying controversial actions of multinational corporations and the 
strategies that companies use to legitimize actions, because in CDA the 
researcher can examine, not only the obvious rhetoric, but also the subtle 
ways in which specific language is used to legitimise. In their article, Vaara 
and Tienari (2008) illustrated the use of CDA to identify microlevel textual 
processes used to legitimise the shutdown of a production unit in Turku. 
Similarly to Vaara and Tienari (2008), our research is about the actions of 
big Finnish companies in a difficult situation that can cause public 
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disagreement, thus supporting that CDA would be a suitable approach to our 
research. 
 

3.4. General Analytical Framework for CDA 
 
According to Van Leeuwen (2007), it is not possible to study legitimation 
processes without taking the whole context into account. In CDA, discourse 
is analysed from three different levels. The first level is the language used in 
the discourse that is analysed. The second level that needs to be analysed is 
the process of how the text is produced and consumed. Thirdly, the way in 
which discourse is shaped by institutions and societal norms needs to be 
analysed. (Phillips and Oswick, 2012) Mullet (2018) has proposed a general 
analytical framework for CDA, which we will use to guide our analysis.  
 
Table 1. Mullet (2018) General Analytical Framework for CDA 
Stage of analysis Description 
1. Choose a discourse Choose a societal discourse to analyse. 
2. Select texts Collect the texts and prepare them for 

analysis. 
3. Explore the background 
of the texts 

Explore the societal and historical contexts, 
and the producers of the text. 

4. Code texts and identify 
themes 

Select a method of coding and identify 
themes that emerge. 

5. Analyse the external 
relations in the texts 

Examine the social practices that control the 
production of text and vice versa. 

6. Analyse the internal 
relations in the texts 

Examine the language used and what it 
reveals of the aim of the text, representation, 
and positionality of the writer 

7. Interpret data Interpret the finding from stages 4, 5 and 6. 
 
Step 1: Choosing the discourse 
 
Mullet (2018) describes that the first step of the framework is about 
determining what discourse is going to be studied. As has been explicated 
previously, our thesis is focusing on the discourse surrounding the actions of 
Finnish companies, that had businesses in Russia, after Russia attacked 
Ukraine on the 24th of February 2022. More specifically, we are analysing 
what discursive strategies companies used to legitimise their actions to the 
public. Additionally, we are examining the discourse that it created in the 
media and amongst the public. 
 
Step 2: Select texts 
 
Selecting the texts used as data and collecting them are an important step 
however there is no one way of doing it (Mullet, 2018). We gathered press 
releases, written by the chosen companies that address the war in Ukraine. 
Furthermore, we collected all the articles written on Nokian Tyres and Fazer 
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in Helsingin Sanomat, to analyse how the media has written about them. 
Then the comments written by readers on those articles are collected. 
 
Step 3: Explore the background of the texts 
 
Analysing the background of texts involves creating an understanding of the 
social and historical context of the texts used for analysis, and also examine 
who it was produced by (Mullet, 2018). From the perspective of the 
Integrative Theoretical Framework on Discursive Legitimation by Vaara et 
al. (2024), it means recognising the discursive positions and temporality of 
the legitimation. Hence, we explore the history of both companies and how 
they started their businesses in Russia. The history of the company is 
important to paint a clear picture of the position the company was in when 
the war escalated. We also construct a timeline of the war and the important 
events to add a deeper understanding of the temporality. Additionally, we 
examine the history between Finland and Russia, to gain an understanding 
on how the Finnish public perceive Russia, and how their perception has 
been shaped throughout the years.  
 
Step 4: Code texts and identify themes  
 
Qualitative coding methods are used to find the overarching themes present 
in the texts (Mullet, 2018). In CDA it is useful to do a thematic analysis to 
recognise the topics that are discussed in the texts (Vaara et al. 2006). By 
recognising the topics discussed, the purpose of the texts becomes more 
evident. In this thesis, in vivo coding was used, meaning that the text was 
coded using the words present in the text itself. This showed which words 
were used often and thus revealed the reoccurring themes. 
 
Different analysis methodology was used for the three groups of data: press 
releases, news articles, and comments of said articles. The former two were 
analysed by identifying key themes and topics as well as the legitimation 
strategies used in the texts. This would let us not only identify the key 
contents and motivations of the press releases and articles, but also establish 
similarities and differences in how they portray information to the public. 
Lastly, comments were coded by grouping them according to their portrayed 
perception of the discussed company, the main themes discussed, as well as 
the number of upvotes received. 
 
Out of the three groups of data, press releases were firstly analysed through 
the use of in vivo coding. Various categories for themes discussed in the press 
releases were then identified by searching for commonalities between the 
excerpts. Finally, the use of legitimation strategies was identified for all press 
releases. After this, all articles were analysed by first dividing the articles into 
segments to simplify describing the contents of said articles in this paper as 
well as to identify the most relevant topics of discussion. After this, the use of 
legitimation strategies was identified through the use of in vivo coding. 



 

30 
 

Furthermore, the similarities and differences between both subject matter 
and legitimation strategies were then compared with press releases when 
applicable by parallel analysis of both texts simultaneously. Lastly, 
comments were analysed by identifying commonalities between the themes 
discussed and the perceived reactions to the actions of the companies in 
question. The process of identifying common themes differed somewhat 
between articles and companies, as some articles for Fazer differed more 
substantially from the rest, making company-specific topic categories less 
useful for the company. As such, the themes for the comments were analysed 
and discussed on an article basis. With Nokian Tyres the process of 
identifying common themes for all articles was more feasible, which allowed 
for a more practical comparative analysis between articles. 
 
Step 5: Analyse the external relations in the texts 
 
According to Mullet (2018), analysing the external relations in texts is 
examining the interdiscursivity in texts, meaning the interaction of different 
discourses and what ideological positions the text is founded upon. From the 
perspective of discursive legitimacy, analysing external relations is 
understanding the discursive foundations that the legitimacy is based on. To 
find interdiscursivity in texts, excerpts that represent certain ideological 
positions are gathered and interpreted (Mullet, 2018). 
 
Step 6: Analyse the internal relations in the texts 
 
Analysing the internal relations in the text refers to examining the actual text 
to recognise the linguistic devices used in the text (Mullet, 2018). For the 
press releases and articles, the linguistic and rhetorical devices are analysed 
to reveal the discursive legitimation strategies used by the companies. The 
perception of the companies inferred in the comments is then compared with 
the use of legitimation strategies on an article basis. 
 
Step 7: Interpret data 
 
The data is interpreted using the Integrative Theoretical Framework on 
Discursive Legitimation by Vaara et al. (2024). The findings for press releases 
are discussed individually for each company, with excerpts from all press 
releases gathered and used to ensure a more holistic view of the findings. The 
articles are then individually analysed in chronological order for each 
company, making the interpretation of gradual changes in the company 
actions, legitimation strategies, and public reception possible. 
 

3.5. Limitations/Ethical Considerations 
 
As the research is a comparative case study on two Finnish companies, it does 
form limitations that need to be acknowledged. The research is strongly tied 
to the Finnish context, and thus is not directly applicable to other contexts. 
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Additionally, as the study analyses a relatively small timeframe with great 
political, economic and cultural tension, the findings might be applicable 
only to the specific contemporary circumstances of the analysis period. The 
relatively small sample size of press case companies, press releases, articles 
and comments must also be acknowledged, and would likely benefit in 
robustness if extended upon in future studies. 
 
The limitations of this study are also apparent in the nature of its sample 
data. As only press releases, news articles, and comments are observed for 
deeper analysis, the findings of this study are limited to only the perceived 
communication of entities and individuals involved and not concerned with 
whether or not the perceived intentions apparent in this communication 
were acted upon. As such, the greater implications of the analysed discourse 
should not be assumed unless otherwise demonstrated. 
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4. Empirical Findings 
 
In the section of the thesis, we will analyse the press releases of published by 
the companies and interpret them using the Integrative Theoretical 
Framework on Discursive Legitimation by Vaara et al. (2024). Additionally, 
we are analysing the articles written about the companies in Helsingin 
Sanomat and the comments posted under these articles to gain an 
understanding on the public perceptions on Nokian Tyres and Fazer. To get 
a better understanding on historical and company specific context, we are 
going to go through the history between Finland and Russia, and the provide 
information on the companies’ history and operations in Russia. Temporality 
is also an important aspect of legitimation (Vaara et al., 2024), and hence we 
present a timeline of the war, to acknowledge the temporal context of the 
discourse. 
 

4.1. History between Finland and Russia: The Bear that 
growls 
 
Finland and Russia have a long and complicated history. Finland became an 
autonomous part of the Grand Duchy of Russia in 1809 (Paasi, 1999). Before 
that, Finland had been a part of Sweden for hundreds of years, but during 
this time, no Finnish national identity had been formed. Finnish nationalism 
started forming only when Finland became a part of Russia. In this period 
Finland got its own parliament and the first Finnish schools were established. 
This naturally increased nationalism in Finland and promoted the forming 
of a Finnish national identity. Another important cornerstone of Finnish 
nationalism is the Finnish national epic Kalevala, which Elias Lönnrot wrote 
based on poems he had collected in Karelia. Kalevala helped bring Finns 
together, and Karelia became an important part of Finland’s national 
identity. (Paasi, 1997) 
 
During the era of autonomy as a part of the Grand Duchy of Russia, the 
Finnish public perception of Russia was rather positive. It was not until the 
Russification laws in 1899 that anti-Russian feelings started increasing in 
Finland. This was also an important event for the rise of Finnish nationalism, 
and it is one of the reasons why Finnish nationalism is strongly tied to Russia. 
When Finland gained its independence from Russia in 1917, Russophobia 
really increased in Finland. (Paasi, 1997) After Finnish independence, the 
Finnish Civil War broke out in 1918 between the working class and the 
bourgeoisie, the Reds and the Whites. Naturally the working-class Reds were 
aided by the Soviet Union, whereas the Whites were working together with 
Germany. After the Whites, commanded by Marshal Mannerheim, won the 
civil war, the Finnish population was divided for decades. Right-wing 
movements were on the rise in Finland and wanted anything to do with 
communism out of the country. They saw the Soviet Union as the root of all 
evil. (Kosonen, 1999) In the 1920s and 1930s, the media and education 
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enforced the negative image of Russia in Finland, and Russia was portrayed 
as the “other” by the Finnish public (Paasi, 1999). 
 
Issues regarding the border between Finland and the Soviet Union, and 
Finland’s unwillingness to hand over parts of Karelia that were part of 
Finnish territory, escalated into the Winter War from 1939 to 1940, and later 
the Continuation War from 1941 to 1944 (Paasi, 1999). Although Finland lost 
to the Soviet Union, led again by Marshal Mannerheim Finland was able to 
keep its independence, and Mannerheim, who was regarded as a polarising 
figure after the Finnish Civil War, became a national hero (Halmesvirta, 
2009). But it did not come without a cost. Vast Karelian territories were lost 
to the Soviet Union and over 400,000 people had to leave their homes and 
settle elsewhere in Finland. The two wars fought between Finland and Russia 
during the Second World War created national trauma to the Finnish 
population, which was buried until the collapse of the Soviet Union. (Paasi, 
1999) 
 
The years after the Second World War became later known as the “years of 
danger”. There was fear that if a full-on war between the East and the West 
would break out, the Soviet Union would invade Finland. (Moisio, 1998) 
During the Cold War, Finland’s geographical position between the Western 
and Eastern bloc dictated the country's foreign policy. Throughout the 
interbellum, Finland was internationally perceived to be a Western country. 
However, during the Cold War period the aim of Finland’s foreign policy was 
to be neutral and to also have a good relationship with Russia. The balancing 
act of neutrality turned out to be difficult and the international image of 
Finland was leaning more east than west. (Paasi, 1999)  
 
In 1948, a few years after the end of the Second World War, Finland was 
pressured by the Soviet Union to sign the Agreement of Friendship, 
Cooperation, and Mutual Assistance with the Soviet Union. Under the guise 
of this pact, the Soviet Union could influence Finnish domestic policies. 
(Laine, 2014) This official friendship between Finland and Russia directed 
educational books and newspapers to showcase the relationship between the 
two countries as friendly (Laine, 2015). Finland’s aim to remain neutral was 
clouded by the treaties that Finland signed with Russia during the Cold War 
period and by the attempts of Finnish politicians to foretell the actions of the 
Soviet Union. Finland’s behaviour started discourses around Finlandization. 
(Aunesluoma and Rainion-Niemi, 2016) The term “Finlandization” is 
commonly used to describe a foreign policy where a smaller country 
accommodates its policies to avoid political conflicts with a larger and more 
powerful neighbouring country (Forsberg and Pesu, 2016). The term was first 
coined in Austria in the 1950s, and in the 1960s and 70s the concept became 
known internationally (Aunesluoma and Rainion-Niemi, 2016). In Finland, 
the term “Finlandization” carries a negative connotation (Forsberg and Pesu, 
2016) as it seen as a historical burden of Finland (Aunesluoma and Rainion-
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Niemi, 2016).  It is almost a derogatory term and when used in public 
discourse nowadays it is seen as an insult (Milne, 2014). 
 
The moment when Finland joined the EU is seen as the end of neutrality and 
Finlandization. However, as neutrality had been a cornerstone of Finnish 
foreign policy for so long, it had become a part of Finnish national identity. 
This can be seen from the fact that even after the collapse of the Soviet Union, 
the Finnish public was against joining NATO for many years. (Aunesluoma 
and Rainion-Niemi, 2016) Nonetheless, when the Soviet Union collapsed, the 
media was not censoring itself the same way as before and critical attitudes 
towards Russia were expressed more in newspapers (Laine, 2015). 
Additionally, the old wounds of the Winter War and Continuation War 
resurfaced after being suppressed for decades. The 1990s saw an increase in 
the discourse around Karelia as some organisations, like the Tartu 
Movement, were actively encouraging debates on the Karelia question and 
wanted to restore these areas back to Finland (Paasi, 1999). 
 
In 1987, only a few years before the collapse of the Soviet Union, a law was 
passed by the Soviet Union permitting joint ventures between foreign and 
Soviet companies. Before this, Finland had only been involved in bilateral 
trading with the Soviet Union. (Karhunen et al., 2008) During the time of 
bilateral trade there were no quality requirements for Finnish companies, 
and they exported products to Russia that did not sell in the Western markets 
(Boxberg, 2022). However, through joint ventures, Finnish companies could 
start operating in the Soviet Union. When the Soviet Union collapsed, trade 
between Finland and Russia decreased, but due to the recession in Finland 
during the early 1990s, Finnish companies started looking at markets outside 
of Finland, including Russia. But Finnish companies were rather careful 
about investing money in Russia at the beginning of the 1990s. (Karhunen et 
al., 2008) At the ruins of the Soviet Union, there was a shortage of everything. 
Russia was described as the “wild east” and only the boldest tried their luck 
in success. There was no banking system, customs, or legislation to support 
foreign trade. In 1996, the situation in Russia finally stabilised, but not for 
long, as two years later Russia experienced a financial crisis that led to some 
Finnish companies leaving the Russian market. (Boxberg, 2022) 
 
It was not until after the Russian financial crisis of 1998, when the Russian 
economy started growing rapidly and bigger Finnish companies started 
investing in Russia (Karhunen et al., 2008). Especially between 2000 and 
2010, Russia became an important market for Finnish food and construction 
companies. Companies from these industries were able to integrate into the 
Russian economy the best and the future performance of these companies 
was tied to the socio-economic developments of Russia. (Zimin and Rautio, 
2012) 
 
As Finnish companies were feeling optimistic of the growth opportunities in 
Russia, the Finnish public perception of Russia was more negative. A 
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research article by Laine (2015), where he studied the opinion writings 
published in Helsingin Sanomat between 1990 and 2010, revealed that 
Finnish attitudes towards Russia throughout this period of time were quite 
stable, even though there seemed to be differences in how Russia was 
perceived at different levels of society. The Finnish political leadership at the 
time was painting a more positive picture regarding the future of Russia, but 
the public was much more pessimistic. Especially letters to the editor were 
negative in tone and held the assumption that Russia could never change.  
Negative verbs in opinion pieces were often followed by phrases like “again” 
or “as usual”, conveying the idea that this is the norm when dealing with 
Russia. 
 
The pessimistic view from the Finnish public got proven right when Russia 
annexed Crimea in 2014. The annexation was followed by condemnation 
from the international community and sanctions (Biersack and O’Lear, 
2014), which naturally increased the risk of doing business in Russia. The 
sanctions decreased Finnish exports to Russia (Lahti, 2019), and investments 
by Finnish companies did decrease in 2015 (Vehviläinen, 2015). However, 
2016 saw a revival in the investments to Russia by Finnish companies 
(Lundén, 2016), and many Finnish companies continued their business in 
Russia despite the increased risk. When Russia attacked Ukraine in February 
2022, the risks were realised. 
 
Finland is a relatively young country, and it was not that long ago that 
Finland was under Russian rule. Finnish nationalism and identity are 
strongly tied to Russia, as Finnish identity started forming during the era of 
autonomy, and the Winter War united the Finnish people once again after 
being divided for many decades after the Finnish Civil War in 1918. The 
events of the Winter War and Continuation War, and the trauma that it 
resulted in, shade the collective memory of the Finnish public and the 
attitudes towards Russia. However, Russia has been an important market for 
Finnish companies, especially as the early 2000s saw such an increase in the 
Russian economy. As businesses have been optimistic about the growth 
opportunities in Russia, the Finnish public have consistently been weary of 
the Russian government, revealing a stark juxtaposition between the 
attitudes of the Finnish public and Finnish businesses. 
 
4.2. Background on the companies 
 

4.2.1. Nokian Tyres 
 
Nokian Tyres is a Finnish company that produces tyres for passenger cars 
and trucks, and the company also produces industrial tyres for various 
industries. Although Nokian Tyres was founded in 1988, the company’s roots 
go all the way back to the end of the 19th century. The predecessor of Nokian 
Tyres, Suomen Gummitehdas Oy, was founded in Helsinki in 1898. The 
company manufactured galoshes and technical rubber products for 
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industrial purposes. In 1932, Nokian Tyres started manufacturing tyres for 
automobiles and in 1934 the company made the world's first winter tyre. 
(Nokian Renkaat, n.d.) 
 
In 1997, Nokian Tyres established a representative office in Moscow to build 
customer relationships and to solidify the brand’s position in Russia. Then, 
at the beginning of the 2000s, Nokian Tyres decided to make a big 
investment in Russia and they opened a large factory close to St. Petersburg. 
(Nokian Renkaat, n.d.) The new factory started production in 2005. 
Producing tyres in Russia was significantly cheaper compared to Finland or 
other Western countries, as the cost of labour, raw materials and energy were 
much cheaper in Russia. Furthermore, Nokian Tyres was investing heavily in 
its distribution networks in Russia. Vianor, a tyre and car maintenance 
service business owned by Nokia Tyres, also expanded into Russia and by 
2006 Vianor had 70 points of sale all around Russia. Additionally, Nokian 
Tyres was working together with local companies to distribute tyres. (Nokian 
Tyres, 2006) 
 
Russia was an important market for Nokian Tyres. In 2006, sales from 
Russia and from the Commonwealth of Independent States (CIS) made up 
25% of the total revenue, while sales from Finland accounted for 22% of the 
total revenue. The previous year, sales from Finland had been 27% of the total 
revenue and sales from Russia and CIS countries made up only 17% of total 
sales. Russia’s economic growth had accelerated the growth of Nokian Tyres 
in Russia, and the company was expecting a 10% annual growth rate in the 
Russian market. (Nokian Tyres, 2006) 
 
Nokian Tyres was also known in Russia as a good employer. In 2013, the 
company was placed 8th in a list of the 100 best employers in Russia. The 
same year, Nokian Tyres won the Russian HR-brand 2013 competition in the 
Nordic category. (Nokian Tyres, 2013) Furthermore, Nokian Tyres built 
“Hakkapeliitta Village”, an apartment complex with apartments for the 
employees in Russia next to the factory. It also included a kindergarten for 
the children of the employees. This was something very new in Russia that 
many other companies had not done. (Nokian Tyres, 2014) 
 
By 2021, Nokia Tyres had become the premium tyre market leader in Russia 
and the company had 1612 employees working in the country. According to 
the 2021 financial review of Nokian Tyres, 20% of the revenue came from 
Russia and Asia, and over 80% of automobile tyres were produced in the 
Russian factory. Additionally, the company writes in the financial review that 
one of their medium-term goals was to strengthen their leading position in 
Russia. (Nokian Tyres, 2021) 
 
Nokian Tyres was very optimistic of the year 2022 and expected growth in 
the Russian market (Nokian Tyres, 2021). However, when Russia attacked 
Ukraine in February 2022, the performance of Nokian Tyres was naturally 
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affected. Deviating from the other big Finnish companies, Nokian Tyres 
initially decided to stay in Russia (Sajari, 2022). Nevertheless, the pressure 
to leave and difficulty of operating in Russia due to various sanction, Nokian 
Tyres ultimately made the decision to exit Russia in June 2022. Nokian Tyres 
signed the contract to sell their business in Russia in October 2022. (Nokian 
Tyres, 2022a) 

 

4.2.2. Fazer 
 
In 1891, Karl Fazer, a Finnish-Swiss confectioner, opened his first cafe at 
Kluuvikatu 3 in Helsinki. The cafe became very popular and soon he was able 
to expand and open cafes in other areas of Helsinki. The chocolates sold in 
the cafes became the cornerstone of Fazer’s popularity, and in 1897 Karl 
Fazer opened a factory for producing chocolates. He had been studying in St. 
Petersburg and Paris, and the Fazer confectioneries combined the Russian 
and French confectionery cultures by having excellent quality and by having 
beautiful and attractive packaging. (Fazer, n.d. a) Today Fazer is one of the 
biggest food corporations in Finland. The company operates in three 
business areas, Fazer Bakeries, Fazer Confectioneries and Fazer Lifestyle 
Foods. Fazer’s revenue is around 1,2 billion euros, making it also a large 
player on the Nordic scale. Fazer exports to over 40 countries and has 
operations in 8 countries. (Fazer, n.d. b)  
 
When the Soviet Union collapsed there was massive demand for foreign 
consumer brands in Russia and Finnish companies took advantage of this. 
Fazer was one of these companies, and in the beginning of the 1990s Fazer 
began exporting its products to Russia (Karhunen et al., 2008). Fazer was 
very successful and already by 1996 owned 30% of the chocolate market in 
Russia (Parland, 2000). In 1998, Fazer made its first investment in Russia 
and bought a share of a bakery called Hlebnii Dom in St. Petersburg. The 
early 2000s saw an increase in investments in Russia, as Finnish companies 
were more encouraged to invest in production facilities. Fazer Bakeries 
bought two more bakeries located in St. Petersburg. Additionally, the 
company expanded its production to Moscow by buying over 90% of a bakery 
called Zveezdnii. (Karhunen et al., 2008) 
 
By 2014, 14% of Fazer’s revenue came from Russia and they had over 3000 
employees working there. During this year, the company reported that they 
were the most significant modern bakery in Moscow and that their market 
share of the bakery market in Moscow and St. Petersburg were 23% and 35% 
respectively. (Fazer, 2014)  
 
All together Fazer had invested around 300 million euros in Russia (Boxberg, 
2022). At the beginning of 2022, Fazer had three bakeries in St. Petersburg, 
with which the company held 40% of the bakery market of St. Petersburg. In 
Moscow, Fazer had one bakery accounting for 15% of the market in Moscow. 
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The number of people that Fazer employed in Russia prior to the attack was 
2300, which equalled 29% of all the employees of Fazer. (Saarinen, 2022) 
 
On the 2nd of March 2022, Fazer announced that they are ceasing all their 
exports to Russia (Fazer, 2022a). However, a few days later, on the 4th of 
March 2022, Fazer made an announcement insinuating that despite stopping 
all exports to Russia, they would do a full exit and would continue their 
bakery business in Russia (Fazer, 2022b). Later, the CEO of Fazer explained 
that the company made this announcement, because Fazer was contacted by 
the Russian authorities saying that Fazer was not allowed to leave Russia. 
Not long after, Fazer was contacted by Russian authorities again, this time 
giving the company the green light to exit Russia, but only if Fazer sells the 
company to a Russian owner (Saarinen, 2022). Thus, on the 6th of March, 
Fazer was able to announce their plan to exit Russia (Fazer, 2022c). Fazer 
signed the contract with the new owner at the end of April 2022 (Fazer, 
2022e). 
 

4.3. Timeline of the events of the war 
 
The following section includes a listing of press release announcements from 
both Fazer and Nokian Tyres, as well as relevant sanctions imposed by the 
European Union. The listing was created to enable easier analysis of relevant 
changes from both a political and business perspective. These could have 
effects on public reactions to company announcements and news articles, so 
they are important to take into account during analysis.  
 
The listing was created by combining information from the website of the 
European Council, the websites of Fazer and Nokian Tyres, and relevant 
articles on the European geopolitical situation by Helsingin Sanomat.  
 
Timeline of company announcements and actions and EU sanctions during 
the analysis period of 24.2.2022-31.5.2022: 
 
24.2.2022 Russia attacks Ukraine 

24.2.2022 EU leaders agree on further sanctions against Russia  
25.2.2022 Second package of EU sanctions in response to Russia’s invasion 
of Ukraine 

28.2.2022 Third package of sanctions approved by the EU 

28.2.2022 Nokia Tyres withdraws its financial guidance for the year 2022 
(time 12:00) 
2.3.2022 EU announces SWIFT ban for seven Russian banks and suspension 
of broadcasting Russia Today and Sputnik 

2.3.2022 Nokia Tyres releases its financial review 2021 (12:30) 

2.3.2022 Fazer suspends exports to Russia 

4.3.2022 Fazer releases an ambiguous announcement regarding its 
operations in Russia 

6.3.2022 Fazer exits all its operations in Russia 
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9.3.2022 EU agrees new measures targeting Belarus and Russia 

15.3.2022 EU imposes fourth package of sanctions 

30.3.2022 Nokia Tyres announces that preparations for new capacity in 
Europe begins and thus the board of directors are changing the dividend paid 
to shareholders 

31.3.2022 Nokia Tyres releases invitation for their general meeting 

8.4.2022 Fifth packages of sanctions imposed by the EU 

9.4.2022 Nokia Tyres: EU bans imports of tyres from Russia into EU 

11.4.2022 Nokia Tyres: Information on the new sanctions imposed by the EU 

27.4.2022 NOKIAN TYRES PLC: GUIDANCE FOR 2022 (time 13:55) 
27.4.2022 NOKIAN TYRES PLC INTERIM REPORT JANUARY–MARCH 
2022: WAR IN UKRAINE OVERSHADOWED Q1, OPERATING 
ENVIRONMENT HIGHLY UNCERTAIN, TIRE DEMAND GOOD (time 
14:00) 
28.4.2022 Nokia Tyres hold their general meeting and releases decision of 
annual meeting at 11:50 

29.4.2022 Fazer has signed an agreement to divest its Russian subsidiary 

30.5.2022 European Council agrees on the sixth sanctions package 
 
4.4. Analysis of the discursive legitimation used in the press 
releases by Nokian Tyres and Fazer 
 
For the analysis of the press releases published by Nokian Tyres and Fazer, a 
decision was made to look at the press releases which were published 
between February and May of 2022. From this timeframe, the press releases, 
which explicitly mention the war or the actions the company is taking due to 
the war in Ukraine, were chosen to be analysed. 
  
First, a thematic analysis on the press releases was conducted using in-vivo 
coding. Text excerpts were coded using the same words used in the excerpt 
itself to find reoccurring themes. This process highlighted phrases and topics 
that were repeated throughout the press releases of a company, and similar 
codes could be grouped together under a common theme. Table 2 is an 
example of some of the excerpts and their respective codes from the press 
releases of Nokian Tyres that were grouped together under the theme 
“Impact of sanctions imposed by the EU”. 
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Table 2. Example of codes from press releases published by Nokian Tyres 

Date Title of the press 
release 

Excerpt Code 

9.4.2022 NOKIAN TYRES 
PLC: EU BANNING 
TIRE IMPORTS 
FROM RUSSIA TO 
THE EU  

"Nokian Tyres plc has received 
information that the EU has 
announced new sanctions against 
Russia, including a ban on tire 
imports from Russia to the EU." 

New EU sanctions 

9.4.2022 NOKIAN TYRES 
PLC: EU BANNING 
TIRE IMPORTS 
FROM RUSSIA TO 
THE EU  

"We are currently studying the newly 
imposed sanctions in detail…" 

Studying sanctions 

11.4.202
2 

NOKIAN TYRES 
PLC: 
INFORMATION ON 
EU’S NEWLY 
IMPOSED 
SANCTIONS  

"...the EU has announced new 
sanctions against Russia, impacting 
Nokian Tyres’ business." 

EU sanctions 
impacting business 

11.4.202
2 

NOKIAN TYRES 
PLC: 
INFORMATION ON 
EU’S NEWLY 
IMPOSED 
SANCTIONS  

"The sanctions prohibit the import of 
tires from Russia to the EU, prohibit 
the export of certain raw materials 
from the EU to Russia, and limit 
transportation from and to Russia." 

Sanctions prohibit 
imports, exports 
and trasnportation 

11.4.202
2 

NOKIAN TYRES 
PLC: 
INFORMATION ON 
EU’S NEWLY 
IMPOSED 
SANCTIONS  

"New sanctions will have a significant 
impact on Nokian Tyres’ ability to 
manufacture tires in Russia, and 
ability to sell tires both in Russia and 
in the EU, specifically in Central 
Europe." 

Sanctions have 
significant impact 

11.4.202
2 

NOKIAN TYRES 
PLC: 
INFORMATION ON 
EU’S NEWLY 
IMPOSED 
SANCTIONS  

"The Heavy Tyres business of Nokian 
Tyres plc is not impacted by the ban 
to import tires from Russia to the EU, 
as all Nokian Tyres’ heavy tires are 
produced in Finland." 

Heavy Tyres 
business not 
impacted 

27.4.202
2 

NOKIAN TYRES 
PLC: GUIDANCE 
FOR 2022 

"The war in Ukraine and resulting 
sanctions cause significant 
uncertainty to Nokian Tyres’ 
operating environment." 

Sanction cause 
uncertainty 

 
To conduct an analysis on the discursive legitimation strategies found in the 
press releases and the foundation that the legitimation is built upon, a 
microlevel analysis was done to recognise the rhetorical and linguistic 
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devices used in the press releases. First, every press release was dissected 
sentence by sentence to analyse the wording and structure of a press release, 
and to determine what the purpose of the text is. Then excerpts that 
contained a rhetorical or linguistic device, that supported the purpose, were 
collected into an excel spreadsheet. Many of the press releases were short, 
and thus almost every sentence brought something to the text and were 
collected. The effect that a device had on the text was analysed, and the 
researchers identified which discursive legitimation strategy that specific 
rhetorical or linguistic device supported. If it supported more than one 
discursive legitimation strategy, all were marked into the excel. Table 3 
shows an example of how this microlevel analysis was done on Fazer’s press 
release published on the 4th of March 2022. 
 
 
 
Table 3. Example of the microlevel analysis on a press release published by 
Fazer 

Excerpt Linguistic/rhetoric
al device 

Effect Discursive 
legitimation 
strategy 

"We strongly condemn 
the war in Ukraine. Not 
only the society, but 
also businesses need to 
react to the current 
situation." 

Using the pronoun 
"we"; using vivid 
language to condemn 
the war; 
comparing businesses 
to society 

Drawing a parallel 
between the morals 
of society and 
businesses 

Moralisation 

"We have been asked 
what we are going to do 
about our bakery 
business in Russia. This 
is a question for which 
there is no easy answer. 
In some sectors, a 
quick reaction is 
possible, but for 
instance in the food 
sector, there are 
specific obligations." 

Using pronouns like 
"we" and "our"; 
 being very vague 
about this "question" 
and the obligations of 
the food sector; 
comparing the food 
sector and other 
sectors 

Creates an avoidant 
tone; creating a 
comparison is 
rationalising why 
Fazer has not acted 
as quickly as some 
other companies  

Rationalisation 

"We also wish to look at 
the situation from a 
humanitarian 
perspective. Bread is a 
staple food, and a 
sudden halt of 
production would cause 
major problems for the 
civilian population in St 
Petersburg and 
Moscow." 

Using the pronoun 
"we"; 
 using the word "wish" 
sounds like they are 
asking permission; 
description of possible 
problems for civilian 
population 

Creates a careful 
tone, and indirectly 
suggesting the 
negative effects of 
Fazer leaving on 
the Russian 
population 

Moralisation 
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"So far, we have 
stopped all exports to 
Russia and suspended 
our investments there. 
Russian bakeries 
operate completely 
locally." 

Referencing previous 
decisions; Bluntly 
stating that the 
bakeries operate 
locally 

Reminding of the 
actions that they 
have taken, and 
thus rationalising 
that it is the most 
they can do at this 
point because the 
bakeries operate 
locally 

Rationalisation 

"We and the local 
management of the 
company are still 
bound by the obligation 
to comply with the law 
and also have a 
responsibility towards 
our employees." 

Referencing local law; 
using pronouns "we" 
and “our”; specifically 
mentioning employees 
in Russia 

Show that they 
must comply with 
local law because it 
is above the 
company, and also 
showing unity with 
the employees in 
Russia 

Authorisation, 
moralisation 

 
4.4.1. Discursive legitimation of Nokian Tyres 
 
From the beginning of the war until the end of May, Nokian Tyres published 
six press releases, where they addressed the war in Ukraine. These press 
releases are listed in Table 2. 
 

Table 4. Press releases by Nokian Tyres addressing the war between Russia and 
Ukraine 

Date Title Category 

28.2.2022 NOKIAN TYRES PLC WITHDRAWS FINANCIAL GUIDANCE FOR 
2022 

Stock exchange 
release 

30.3.2022 NOKIAN TYRES PLC: BOARD OF DIRECTORS CHANGES THE 
PROPOSALTO THE AGM REGARDING THE DIVIDEND 
PAYMENT, PREPARATIONS FOR NEW CAPACITY IN EUROPE 
STARTING 

Stock exchange 
release 

9.4.2022 NOKIAN TYRES PLC: EU BANNING TIRE IMPORTS FROM 
RUSSIA TO THE EU 

Company news 

11.4.2022 NOKIAN TYRES PLC: INFORMATION ON EU’S NEWLY 
IMPOSED SANCTIONS 

Company news/ 
stock exchange 
release 

27.4.2022 NOKIAN TYRES PLC: GUIDANCE FOR 2022 Stock exchange 
release 

27.4.2022 
NOKIAN TYRES PLC INTERIM REPORT JANUARY–MARCH 
2022: WAR IN UKRAINE OVERSHADOWED Q1, OPERATING 
ENVIRONMENT HIGHLY UNCERTAIN, TIRE DEMAND GOOD 

Stock exchange 
release 

 
The overarching themes of the press releases published by Nokian Tyres are 
the uncertainty in the financial and operational environment that the 
company is facing, the effects of the sanctions imposed by the EU, and the 
financial and operational measures that the company is taking to ensure the 
future profitability of the company such as investing in a new production 
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facility in Europe. These were the topics that the content of the press releases 
mostly revolved around. It is clear from these topics discussed, that the focus 
of the communication from Nokian Tyres was on the financial and 
operational aspects of the war. 
 
Another important subject matter that arose in the thematic analysis was 
Nokian Tyres’ attitude towards the war in Ukraine, and how it changed 
throughout the initial months. As can be seen from Table 2, most of the titles 
do not mention the war. Only the title of the last press release actually 
addresses the war. The same change in semantics can be seen in the actual 
contents of the press releases as well.  
 
The first press release on the 28th of February started with the sentence: 
 
"The Russian military actions in Ukraine and the consequent sanctions have 
caused significant uncertainty related to Russia, to the functionality of the 
Russian financial and payment system, and to the Russian ruble exchange 
rate." (Nokian Tyres, 2022a) 
 
A month later the company writes: 
 
"The war in Ukraine has caused high uncertainty related to Nokian Tyres 
plc’s (“Nokian Tyres”) operational environment and manufacturing 
capacity." (Nokian Tyres, 2022b) 
  
There is a clear change in semantics regarding the company’s positioning 
towards the war. First the company addresses the war in Ukraine as a 
“Russian military operation”, which is what Putin himself called the conflict 
in Ukraine, and then in the later press releases, Nokian Tyres describes it as 
a war. Even in their press release on the 27th of April, where the company is 
referencing the first press release, they write: 
 
"Withdrawal of guidance on February 28, 2022: 
Due to the uncertainties caused by the war in Ukraine, the Board of 
Directors of Nokian Tyres plc decided on February 28, 2022 to withdraw 
the Company’s financial guidance for 2022 published on February 8, 2022." 
(Nokian Tyres, 2022e) 
 
When referencing the first press release published on the 28th of February, 
they do not write about a “military operation” and have changed it to “war”.  
 
These excerpts also disclose the foundation that the legitimation of Nokian 
Tyres was based upon. The first press releases from the company only discuss 
the financial implications of the war. As can be seen from the excerpt of the 
first press release, the company is concerned about how the war affects the 
Russian financial system and the exchange rate of the Russian ruble (Nokian 
Tyres, 2022a), and the first communications from the company does not 
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mention any other aspects of the war. It reveals that the ideology reproduced 
in these texts is linked to financial capitalism. as the only concern is the 
financial performance of the company. 
 
Naturally, all these press releases were published on the website of Nokian 
Tyres, either under the category “stock exchange release” or “company news”. 
The difference in these categories is that announcements under the “stock 
exchange release” -category are distributed to Nasdaq Helsinki, the media, 
and the company’s own website, whereas announcements under the category 
“company news” are distributed to the media and the company website. Of 
course, the purpose of a press release is to convey information to the media, 
but as most of the press releases published during this period were 
categorised as stock exchange releases, it is evident that the target audience 
of the press releases, and thus the main target audience for legitimation, by 
Nokian Tyres were their shareholders. This also highlights that the 
legitimation of the company is based upon financial capitalism as a common 
feature of capitalist discourse is the idea of creating shareholder value. 
Furthermore, the press releases included multiple statements on how Nokian 
Tyres will ensure its capacity and expedite investments into a new production 
facility: 
  
“Consequently, the company starts to expedite its plans to invest in new 
production capacity in Europe. … [Nokian Tyres] continues to increase 
capacity at its factories in Finland and the US.” (Nokian Tyres, 2022b) 
  
The repetition of increasing and ensuring capacity highlights that another 
important stakeholder of legitimation are the customers of Nokian Tyres. The 
target audience of the press releases is important to keep in mind, when 
analysing the legitimation strategies used in them, as the target audience is 
the subject of legitimation. 
 
Rationalisation 
 
In the beginning, Nokian Tyres used rationalisation to legitimise their 
actions to their audience, which relied heavily on uncertainty rhetoric. A 
reoccurring linguistic device that the company used to rationalise their 
actions was the structure of their communication.  
  
“The Russian military actions in Ukraine and the consequent sanctions have 
caused significant uncertainty related to Russia, to the functionality of the 
Russian financial and payment system, and to the Russian ruble exchange 
rate. Therefore the Board of Directors of Nokian Tyres plc has decided to 
withdraw the Company’s financial guidance for 2022 published on 
February 8, 2022. Due to the prevailing uncertainties, the Board is not in a 
position to give a new guidance at this moment.” (Nokian Tyres, 2022a) 
  
As can be seen from the excerpt above, the common pattern in the structure 
of the press releases of Nokian Tyres, is that the first sentence explains the 
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situation, usually describing the uncertainty that the company is facing. Then 
the next sentence, explaining the action that the company is taking, starts 
with an adverb such as “therefore” or “due”, to link the action to the 
uncertainty described in the first sentence. In this way the company builds 
the rationalisation of their arguments on the uncertainty of their situation. 
The same structure can be found from the second press release: 
 
“The war in Ukraine has caused high uncertainty related to Nokian Tyres 
plc’s (“Nokian Tyres”) operational environment and manufacturing 
capacity. Consequently, the company starts to expedite its plans to invest in 
new production capacity in Europe. Therefore, the Board of Directors of 
Nokian Tyres has decided to change its dividend proposal to the Annual 
General Meeting to be held on April 28, 2022. The company continues to 
increase capacity at its factories in Finland and the US.” (Nokian Tyres, 
2022b) 
 
Additionally, the repetition of the word “uncertainty” as well as combining it 
with an adjective like “high” or “prevailing” emphasises the uncertainty 
rhetoric used by Nokian Tyres in their rationalisation strategy. Rationalising 
through the use of uncertainty rhetoric was the main legitimation strategy of 
Nokian Tyres at the beginning of the war to justify taking the time to make 
decisions, as there was a one-month gap between the first announcement 
about withdrawing the financial guidance for 2022 and the second press 
release about changing the dividend payment to finance a new production 
facility in Europe. 
 
A rhetoric device that is used a lot in the press releases is the personification 
of the company. The excerpt above contains an example of this, as it says that 
“the company starts to expedite its plans to invest in new production 
capacity”. By personifying the company, it removes the individual people 
making the decisions in the organisation and gives the impression that the 
company is its own entity and is making the decision for itself. This again 
rationalises the actions of the company. Additionally, it highlights the use of 
financial capitalist discourse in the press releases, as in capitalist ideology 
companies are seen as their own entities that are controlled by the market 
conditions. 
 
Normalisation 
 
In the communication of Nokian Tyres, normalisation was often used 
together with rationalisation. The press releases tended to give numbers from 
prior to the war and then quantifying the effects of the war to make the 
decisions of the company seem normal relative to the situation. For example, 
when Nokian Tyres announced their plan to lower the dividend paid for 2022 
to be able to finance the building of a new production facility, they wrote: 
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“The Board of Directors proposes that a dividend of EUR 0.55 per share be 
paid from the financial year January 1–December 31, 2021, i.e. 
approximately EUR 76.1 million in total… According to the financial 
statements for the financial year January 1–December 31, 2021, the 
distributable funds of Nokian Tyres amounted to EUR 742.7 million.” 
(Nokian Tyres, 2022b) 
  
The company is quantifying the effects of the war by first stating how much 
they are paying in dividends this year and comparing it to the previous year. 
The comparison of two drastically different numbers highlights how dire the 
situation is and with the uncertainty rhetoric used to rationalise this change 
in dividend payment, it gives the impression that this action in necessary and 
thus legitimate as it is how the company should act in this circumstance. 
 
In the end of April, when Nokian Tyres released their January-March interim 
report for 2022, they had the data to show how the beginning of the year was 
going for the company before Russia attacked Ukraine: 
 
“Net sales were EUR 416.5 million (341.8 in January−March 2021) and 
grew by 21.9%. With comparable currencies, net sales increased by 21.8%. 
The year began with good demand in all markets. In late February, the war 
in Ukraine started to impact on the operating environment.” (Nokian Tyres, 
2022f) 

 
By giving numbers from before the war started, the company also 
communicates that in a “normal” situation it is a profitable and growing 
company, thus showing the target audience, the shareholders and customers, 
that when the company gets back on track, there is going to be demand and 
growth for the company. From a capitalist perspective this legitimises the 
existence of the company in the eyes of the shareholders, as a growing and 
profitable company creates shareholder value. 
 
Authorisation 
  
Another discursive legitimation strategy used in the press releases by Nokian 
Tyres is authorisation. When announcing the withdrawal of the financial 
guidance for 2022 and informing about changing the dividend payment to 
shareholders to be able to finance a new production facility in Europe, the 
press releases repeatedly mention that these decisions were made by the 
board of directors. As the board of directors is a governing body elected by 
the shareholders and the board represents the shareholders in the 
organisation, mentioning that these decisions were made by the board of 
directors, gives authority to the announcement in the eyes of the 
shareholders, who are the target audience for these announcements. 
 
When the EU announced new sanctions against Russia in the beginning of 
April 2022, which banned the export of tyres from Russia to the EU, the main 
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discursive legitimation strategy used in the press releases changed from 
rationalisation to authorisation. Rationalisation was still present however 
authorisation was used to rationalise decision-making. The primary way of 
authorisation in the press releases was referencing the sanctions imposed by 
the EU, and personifying the EU and the sanction was used a rhetoric device 
to highlight the authority that the sanctions have over Nokian Tyres. 
 
“… the EU has announced new sanctions against Russia, impacting Nokian 
Tyres’ business. The sanctions prohibit the import of tires from Russia to the 
EU, prohibit the export of certain raw materials from the EU to Russia, and 
limit transportation from and to Russia. New sanctions will have a 
significant impact on Nokian Tyres’ ability to manufacture tires in Russia, 
and ability to sell tires both in Russia and in the EU, specifically in Central 
Europe.” (Nokian Tyres, 2022d) 
 
The excerpt above shows how personification of the sanctions is used to 
describe the authority that the sanctions have over the operations of Nokian 
Tyres. The message of this excerpt thus becomes that it is not the war that is 
stopping Nokian Tyres from operating in Russia, but rather the authority that 
the sanctions are imposing over Nokian Tyres. Listing the sanctions and 
describing impact that the sanctions have on the business, Nokian Tyres also 
communicates that they have taken the time to study the sanctions, thus 
legitimising their actions by showing compliance and that all of their 
operations are legitimate according to regulations.  
 
Narrativisation 
 
When the EU announced the new sanctions on the 8th of April 2022, the 
company also started using narrativisation in their messaging. Prior to this, 
the press releases did not use any personal pronouns in the texts. They used 
only say that the company or board of directors are making certain decision 
or acting in a certain manner to respond to the changing environment. On 
the 9th of April 2022, the press releases also started using the pronoun “we” 
when describing the actions that Nokian Tyres is engaging in. 
  
“We are currently studying the newly imposed sanctions in detail, and we 
continue to implement our contingency plans.” (Nokian Tyres, 2022c) 

 
This created a stark shift in the tone of the press releases, which until this 
point was very rational and matter of fact. Although the focus of the press 
releases is still on the financial and operational aspects of the war, using the 
pronoun “we” gives the press releases an interpersonal element and brings 
forth the more humane side of the company. 
 
“Nokian Tyres is expediting its plans to invest in new production capacity 
in Europe.  We continue to increase production capacity at our factories in 
Nokia, Finland and Dayton, US. According to our plan, in the future all tires 
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sold in the Nordic countries will be produced in Nokia, Finland, and all tires 
sold in North America will be produced in Dayton, US and in Nokia, 
Finland. … Sales and distribution of heavy tires to Russia has been stopped 
already earlier. Nokian Tyres has never sold tires to the Russian army, and 
the Russian Federation is not a customer of Nokian Tyres.” (Nokian Tyres, 
2022d) 

 
The quote above encapsulates the use of narrativisation in the press releases. 
Despite the fact that the first sentence personifies the company, repeating the 
same rhetoric from before, the next sentences using pronouns like “we” and 
“our” in relation to the company connotate, not only a sense of humanity, but 
also unity behind the name of the company. In combination with the last 
sentence, were the company states that they have never sold their products 
to the Russian army and the Russian Federation is not a customer of Nokian 
Tyres, an “us vs them” set up is created in the text. At this point in time, the 
war has been going on for over two months and in the eyes of the Western 
world Russia is the villain, and Nokian Tyres stands united against the 
Russian Federation together with the rest of the world. 
 
Moralisation 
 
The narrativisation and authorisation in the press releases also brings forth 
the moralisation used. Referencing the sanctions imposed by the EU and 
showing compliance to these sanctions, communicates that Nokian Tyres 
stands with the EU, which is perceived as the authority of democracy and 
liberal values, the opposite of how Russia is perceived by Western countries, 
and with Nokian Tyres associating themselves with the EU, they are also 
associating themselves with the values that EU represent. Using the 
narrativisation strategy of creating the impression of an ingroup and an 
outgroup, with Nokian Tyres being in the ingroup, further emphasises the 
idea that Nokian Tyres stands behind the morals of the West. 
 
The last press release contains a letter from the CEO and president Jukka 
Moisio, where he states:  
  
“For the past two months, we have witnessed shocking events in Ukraine. 
We have followed the situation with great sadness and we, along with the 
whole international community, unequivocally condemn the war, which 
has caused unspeakable suffering to so many.” (Nokian Tyres, 2022f) 

 
This quote captures how narrativisation and the authorisation by associating 
themselves with the “international community” creates moralisation in the 
text. However, with the context that in the beginning Nokian Tyres called the 
war in Ukraine a “military operation”, this statement is quite shocking and 
loses some of its meaning. The message of the first few sentences of this letter 
is also undermined by how it continues: 
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“The war in Ukraine started to impact our operating environment in late 
February. However, the year began with good tire demand and in 
January−March, our net sales with comparable currencies increased by 
21.9% and segments operating profit improved. The result was driven by 
price increases that we implemented in a wide range of markets and 
products to offset high raw material and other cost inflation.” (Nokian 
Tyres, 2022f) 
  
The structure of first using vivid descriptions to condemn the atrocities of 
war, to then jumping straight into the results generated by the company in 
the beginning of the year, which have already been addressed earlier in the 
same press release, take away from the attempted humanism of the 
beginning. This highlights how even though the discursive legitimation 
strategies in the press releases changed over time due to changes in the 
external environment such as the new sanctions, the foundation of 
legitimation, which was financial capitalism, stayed the same. The mismatch 
of discursive legitimation strategies and the foundation of legitimation, 
makes the message inconsistent. 
 
The letter by Jukka Moisio continues by jumping back to a more humane 
approach: 
 
“At these difficult times, our first priority has been to help our Ukrainian 
colleagues and their families stay safe, and support all Nokian Tyres 
employees.” (Nokian Tyres, 2022f) 
 
This is the first time that the employees of Nokian Tyres are mentioned in the 
press releases. For a company that is known in Russia as a great employer 
who takes care of its employees, it is interesting that only the Ukrainian 
employees are specifically mentioned in the letter by the CEO. The employees 
in Ukraine are mentioned also previously in the same press release, when the 
company lists the health and safety measures they have taken due to the war: 
 
“Health and safety actions  

• Continuously communicating about the situation in the 
organization and providing support to Nokian Tyres’ 
employees 

• Being in daily contact with the Ukrainian colleagues to help 
them and their families stay safe 

• Donating to humanitarian efforts in Ukraine” (Nokian Tyres, 
2022f) 

  
The Russian employees are only mentioned once in the press release, albeit 
together with the Ukrainian employees, in one bullet point in the list of 
operational measures that the company has taken which states:  
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“Taking care of the personnel and management in Ukraine and Russia” 
(Nokian Tyres, 2022f) 
 
This is further evidence of the moralisation strategy employed by Nokian 
Tyres. Making the effort to specifically mention the Ukrainian employees 
multiple times in the press release and in the letter from the CEO sends a 
clear message that the company stands with Ukraine and the Ukrainian 
people and hence aligning themselves with the morals of Western society. 
However, the moralisation is rather clumsy when taking into consideration 
the previous messaging from the company. The letter of the CEO 
encapsulates the clumsy use of moralisation, as after mentioning the 
employees in Ukraine, it goes straight back to talking about the financial and 
operational environment and how it has been affected by the war for multiple 
paragraphs, and suddenly ends with the sentence: 
 
“I would especially like to thank all Nokian Tyres employees for their 
perseverance and resilience during this difficult time.” (Nokian Tyres, 
2022f) 
 
The back and forth between the feeling evoking description of the care that 
the company is showing to its employees, especially in Ukraine, and the 
pragmatic rationalising of the financial and operational activities of the 
company, makes the moralisation seem insincere. 
 

4.4.2. Discursive legitimation of Fazer 
 
Altogether Fazer published five press releases, which are listed in Table 3, 
where the war between Russia and Ukraine is mentioned. 
 
       Table 5. Press releases by Fazer addressing the war in Ukraine 

Date Title Category 
2.3.2022 Fazer suspends exports to Russia Media 

releases 
4.3.2022 Fazer's operations in Russia Media 

releases 
6.3.2022 Fazer exits all its operations in Russia Media 

releases 
28.3.2022 False news regarding Fazer’s exit from Russia Media 

releases 
29.4.2022 Fazer has signed an agreement to divest Russian 

subsidiary 
Media 
releases 

 
 
In the case of Fazer, the press releases do not have many reoccurring themes. 
Each press release has their own topic that is discussed and the titles of the 
press releases highlight the specific topic that the press release is about. 
Hence, the titles of the press releases also give a good idea of Fazer’s journey 
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in exiting Russia: first the company suspended exports to Russia, then they 
were mulling over what to do with their bakery operations in Russia, a few 
days later they officially announced their decision to exit Russia, and the last 
press releases discuss the process of exiting and any difficulties that the 
brand faced during this process. However, some reoccurring themes that 
arose in the thematic analysis were the laws and regulations of Russia, and 
the fact that Fazer is trying to leave Russia as fast as possible. The regulatory 
environment of Russia is mentioned in almost every press release, 
showcasing the importance of authorisation as a discursive legitimation 
strategy in Fazer’s communication. 
 
Through the thematic analysis of Fazer’s press releases, Fazer’s official stance 
on the war in Ukraine became clear. The very first press release included a 
statement from the CEO and president of Fazer Group Christoph Vitzthum: 
 
“Fazer strictly condemns the war in Ukraine and suspends all exports to 
Russia.” (Fazer, 2022a) 
 
The same semantics about the war are used throughout all the press releases: 
 
“We strongly condemn the war in Ukraine.” (Fazer, 2022b) 
 
The press releases really make a point of how much Fazer is against the war 
in Ukraine with using strong adverbs to emphasise the action of 
condemnation. However, in the first two press releases Fazer only says that 
there is a war in Ukraine that they condemn and that is why they are taking 
certain actions in Russia, but they never explicitly mention Russia as a 
participant in the conflict. Only when Fazer was officially able to announce 
their plans to exit Russia completely, the company’s communication about 
the war became more direct and explicit about Russia attacking Ukraine: 
 
“Russia’s attack on Ukraine is an act of aggression which has tragic 
consequences across the region.” (Fazer, 2022c) 
 
Although Fazer was not that explicit about the war in the first two press 
releases, the company did reason its decision to stop all exports to Russia 
because of the war in Ukraine. This shows that the foundation of legitimation 
for Fazer was more based on humanism because the basis for decision-
making has been the war itself, and not a change in the financial environment 
of Russia. There are of course elements of capitalist discourse in the press 
releases, that become evident through the personification of the company 
and quantifying the effects of some decision through financial measures, but 
the base of legitimation is clearly also related to humanism. Fazer goes as far 
as to bluntly express that their decision-making is not driven by financials, 
giving further evidence on the foundations of legitimation: 
 
“Our decision-making is not driven by financial motives.” (Fazer, 2022d) 
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This can be explained through the fact that Fazer is not a publicly listed 
company and hence legitimation through press releases is directed more at 
the media, and thus to the consumers of Fazer products. All the press releases 
of Fazer are published in the category “media releases”, further highlighting 
how Fazer uses press releases as an arena for legitimation that is directed 
towards the media and the public. Therefore, the target audience of Fazer’s 
legitimation are the consumers of Fazer. The target audience of Fazer’s 
legitimation is confirmed in the third press release, where Fazer announces 
their exit from Russia, which included a statement from the CEO saying: 
 
‘“I understand that a lot of our loyal and valued customers as well as many 
other stakeholders have felt that Fazer should have taken this decision 
earlier.  I can assure you that this decision was always the only alternative 
but due to the above-mentioned circumstances we were unable to take this 
decision earlier”, Christoph Vitzthum concludes.’ (Fazer, 2022c) 
 
Specifically mentioning the customers of Fazer and describing them as “loyal 
and valued” shows that the consumers of Fazer are the most important 
stakeholder for the company. It makes sense as Fazer is a consumer brand, 
and thus making sure that the consumers feel heard and have a positive 
perception of Fazer is vital for the company. 
 
Rationalisation and Normalisation 
 
The first press release from Fazer, were the company announced that they 
would stop all exports from Finland to Russia, was very rational in tone.  
 
“Fazer suspends all exports of its products from Finland to Russia. Fazer’s 
exports to Russia have comprised of confectionery and milling products 
with total annual net sales of approximately EUR 12.5 million.” (Fazer, 
2022a) 
 
A structure used in the press releases by Fazer, creating a rational tone to the 
text, is first bluntly stating the action that Fazer is engaging in, and then 
quantifying the action. For example, in the excerpt above, the company 
clearly states how much sales they generated with exports to Russia, and thus 
show how much they are going to lose by stopping all exports to Russia. The 
tone is so blunt and matter of fact, that it sounds rather blasé and gives the 
impression that in this situation it should be normal for a company to be cut-
throat and make tough decisions, even though they lose 12,5 million in net 
sales. It almost sounds moralising from Fazer to show that they are a 
company that care more about doing what is considered as the right thing by 
society, than losing millions of euros. The same structure was used when 
Fazer announced their exit: 
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“Fazer has decided to exit all its operations in Russia. Fazer has three 
bakeries in St Petersburg, and one in Moscow, employing approximately 
2,300 people. In 2021, net sales from Russia totalled approximately EUR 
157 million, accounting for 13% of total net sales for Fazer Group.” (Fazer, 
2022c) 
 
The personification of the company in the beginning of the press release adds 
to the rational tone, as it again removes the humane aspect of the 
organisation. Communicating about big decisions is such a rational tone 
normalises the behaviour. It gives the impression that this is what any 
company should do in such a situation and what should be expected from a 
company. Although they use capitalist discourse in the beginning to create a 
rational tone, the press releases often continue with a comment from the CEO 
that emphasises how much Fazer condemns the war. It highlights how the 
foundation for legitimation does also come from a humanitarian perspective, 
as the basis for rationalisation is the condemnation of the war. Since the 
rationalisation is based on the specific moral value that war should always be 
condemned, it does borderline on moralisation. 
 
Moralisation 
 
The moralisation in Fazer communication became more apparent in their 
second press release. The first press release about suspending exports was so 
straightforward, that it had signalled that Fazer would obviously then leave 
all their operations in Russia. Two days after the first press releases, Fazer 
made another announcement, where they were more ambiguous with what 
they were going to do about their operations in Russia.  
 
“We strongly condemn the war in Ukraine. Not only the society, but also 
businesses need to react to the current situation. We have been asked what 
we are going to do about our bakery business in Russia. This is a question 
for which there is no easy answer. In some sectors, a quick reaction is 
possible, but for instance in the food sector, there are specific obligations.” 
(Fazer, 2022b) 
 
The tone of the second press release differs drastically from the first. Instead 
of using the rhetoric device of personification, the text uses the pronoun “we” 
right from the beginning, making the tone more personal. Asking question 
and leaving them unanswered, as well as not going into detail about the 
“specific obligations” of the food industry, make the tone of the text vague.  
 
The second sentence of the press release draws a parallel between the morals 
of society and the morals of businesses, by stating that in addition to society, 
businesses also need to react to the war in Ukraine. Although the way how 
businesses should react in such a situation in left vague in the press release, 
by making such a statement in a personal tone Fazer associates themselves 
with the morals of society. Through this moralisation in the beginning of the 
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press release, Fazer tries to legitimise what they are about tell in the press 
release by leaving the impression that no matter what they decide, they share 
the morals of society. 
 
The press release continues by saying: 
 
“We also wish to look at the situation from a humanitarian perspective. 
Bread is a staple food, and a sudden halt of production would cause major 
problems for the civilian population in St Petersburg and Moscow. So far, 
we have stopped all exports to Russia and suspended our investments there. 
Russian bakeries operate completely locally.” (Fazer, 2022b) 
 
This quote is especially interesting. Saying that they wish to look at the 
situation from a humanitarian perspective, gives the impression that the 
company is asking permission from the audience. They have not done 
anything yet, but they are presenting their wish to the audience. The 
paragraph then continues with a statement, that in itself is factual, but holds 
a controversial message within in: Fazer not completely exiting Russia. This 
is the message that Fazer is tried to legitimise with the moralisation in the 
beginning of the press release. The company is trying to plant the seed, that 
actually the morally right thing to do from a humanitarian perspective would 
be to stay in Russia and not leave the Russian population without bread. 
When taking into consideration the context, which the CEO of Fazer later told 
in an interview (Saarinen, 2022), that prior to the release of this 
announcement, the Russian authorities had called Fazer and said that the 
company was not allowed to exit the country, it is clear that Fazer was 
preparing to possibly have to break out the bad news of not exiting Russia to 
their most important customers, the Finnish public.  
 
However, this preparation ended up being unnecessary, as Fazer got the 
permission from Russian authorities to exit Russia by selling their 
operations. The tone of Fazer’s press releases went back to being more 
rational, and even more direct. Authorisation became a more apparent form 
of legitimation in the later press releases. 
 
Authorisation 
 
As stated before, many of the press releases of Fazer contain comments from 
the CEO and president of Fazer Group Christoph Vitzthum. This is a clear use 
of authorisation in the press releases as adding comments from the CEO 
himself makes the message of the communication more legitimate because it 
shows that the CEO stands behind the message. The excerpt below is an 
example of a comment from the CEO that was included in the announcement 
of the decision to exit Russia: 
 
‘“…We have several stakeholders and severe consequences to take into 
consideration, which has not allowed us as fast an exit as we would have 
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wished for. We have worked relentlessly and as fast as possible, taking 
possible risks and threats into consideration.”, Christoph Vitzthum, 
President and CEO of Fazer Group comments.’ (Fazer, 2022c) 
 
Including a comment from the CEO also adds a humane aspect to the press 
releases, as it gives a name to the entity making the decisions. It also 
communicates leadership, as when you have only one name mentioned 
multiple times throughout the press releases insinuating that this person is 
behind the decisions, it also gives the impression that the person takes 
responsibility for those decisions and actions.  
 
Fazer also uses other forms of authorisation in their press releases. As 
mentioned previously, a common topic that emerged already in the first press 
releases were the laws and regulations of Russia. 
 
“Fazer continues to actively monitor the situation and the development of 
sanctions and countersanctions, and to comply with all applicable laws, 
regulations and sanctions.” (Fazer, 2022a) 
 
By stating that the company will monitor the development of sanction and 
abide by any applicable laws and regulations, Fazer is showing compliance 
and that there are external factors affecting their decision-making which they 
need to consider. It legitimates any actions Fazer is going to make, as the 
company is insinuating that everything it does is legal, and thus legitimate in 
the eyes of law. 
 
Referencing Russian laws and regulations was also often done when 
legitimating the pace in which Fazer was acting. According to Fazer (2022d), 
after the company had announced that they would leave Russia, Fazer started 
the process of changing the brand name in Russia, so that after it is sold, the 
new owner could not use the Fazer brand in Russia. Simultaneously their 
Russian subsidiary continued operations independently. News about Fazer 
not actually leaving Russia started spreading in Russian news outlets, which 
were insinuating that Fazer was just changing the name of the company in 
Russia and not actually leaving (Fazer, 2022d). This would naturally affect 
Fazer’s legitimacy is Finland, highlighting how also the Russian media was 
an actor in the legitimation of Fazer. Hence Fazer published a press release 
stating the following: 
 
“The exit process is complicated ... According to the Russian authorities, 
companies that operate in industries critical to the security of supply are 
not allowed to decrease their production in any way. Neither are they 
allowed to take any such action that could be interpreted as leading to 
decreasing production or discontinuing activities altogether…We work as 
fast as possible, following legislation and sanctions.” (Fazer, 2022d) 
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As can be seen from the excerpt above and the comment from the CEO, when 
Fazer announced their decision to fully exit Russia, their communication 
started emphasising how Fazer is trying to work as fast as possible. The 
repetition of how Fazer is working “fast”, “without delay” and “relentlessly” 
continued until the last press release, creating a tone of urgency: 
 
“Fazer has signed an agreement with Moscow’s leading bakery company 
Kolomenskij Bakery and Confectionery Holding for the sale of Fazer’s 
Russian subsidiary. All relevant authority approvals have been received 
including the approval by the Federal Antimonopoly Service of Russia 
(FAS). The transaction will be completed without delay … Since the decision 
was made, Fazer has worked relentlessly…” (Fazer, 2022e) 
 
The tone of urgency combined with referencing the regulatory environment 
of Russia creates the impression that Fazer is doing everything it can to leave 
and that the company is eager to leave, but they are only able to do so much, 
due to the fact that Russia holds so much authority over the actions of Fazer.  
 
Narrativisation 
 
The authorisation through invoking the laws and regulations of Russia, also 
acts as narrativisation in Fazer’s communication. 
 
“We and the local management of the company are still bound by the 
obligation to comply with the law and also have a responsibility towards 
our employees. Russia's countersanctions and related sectoral legislation 
make structural and ownership changes very difficult, and we have to look 
for solutions accordingly.” (Fazer, 2022b) 
 
Like can be seen from the excerpt above, Fazer makes a point about how 
Russian legislation is making things “very difficult” for the company and its 
employees. Russia is presented as the hinderance in Fazer’s attempt to do the 
right thing, thus villainising Russia. As previous excerpts also show, the press 
releases do repeat how complex the process of exiting Russia is and explain 
how certain actions are not allowed in Russia, again suggesting that Russia 
is the villain creating obstacles in the way of Fazer. The narrativisation thus 
adds to the attempts to legitimise Fazer’s speed in making the decision to 
leave Russia and the actual exiting process. Additionally, Fazer villainising 
Russia does give the audience the impression that Fazer is standing on the 
right side of history from the perspective of the West. 
 
It is also interesting to note how Fazer presents its Russian employees as 
victims of Russia by stating that Fazer and their local management are facing 
the situation together. Additionally, bringing up that they have a 
responsibility towards their employees again places the employees in a victim 
position as the connotation is that the employees are not in a position to take 
responsibility for themselves. Even in the last press release, where Fazer 
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announced the completion of their exit, the last sentence shows that has 
Fazer has made an effort to make sure that the employees were transferred 
to the new owner as well: 
 
“All Fazer’s employees in Russia will transfer to the new owner.” (Fazer, 
2022e) 
 
Fazer is indicating that until the very end they made sure to treat their 
employees in Russia with care and respect, by making sure that the 
employees still had their jobs even after Fazer exited. Once more this brings 
forth the humanist discourse in Fazer’s legitimation, as even though they are 
villainising Russia, they see the Russian population as human deserving of 
respectable treatment. 
 

4.4.3. Comparing the discursive legitimation of Nokian Tyres and 
Fazer 
 
In their press releases, Nokian Tyres never explicitly mentions staying in 
Russia. However, as they only discuss the impact that the war has had on 
their operating environment in Russia, it is clear that in the first three 
months of the war, Nokian Tyres was trying to legitimise staying in Russia, 
by describing how the company is preparing for the uncertainty of the 
Russian market. Fazer, on the other hand, was from the beginning very clear 
about their stance on the war in Ukraine. The company strongly condemned 
the war, although Fazer was not straight away direct with Russia’s 
involvement in the war and declared early in the war of their plans to exit 
Russia. Fazer was more trying to legitimise the pace in which they were 
exiting Russia. 
 
The temporal effects on the legitimation of Nokian Tyres and Fazer differed. 
For Nokian Tyres temporality affected the discursive legitimation strategies 
employed by the company. At the beginning of the war, Western countries 
were putting significant pressure on Russia by imposing sanctions, and there 
were attempts at peace negotiations. During this time, Nokian Tyres was not 
declaring any decision in their press releases, giving the impression that the 
company wanted to take the time to see how the situation in Ukraine would 
develop because they had vastassets tied to Russia. Nokian Tyres’ approach 
was to rationalise their actions, or the lack of action, using uncertainty 
rhetoric. Additionally, in the beginning, the company was calling the war a 
military operation again suggesting that Nokian Tyres was planning to stay 
in Russia. An explanation for using the same words that Putin used about the 
attack on Ukraine could be that the company wanted to appease Russian 
authorities so that as a Western company, it would not become a target for 
the authorities of Russia. However, as time went on and more sanctions were 
imposed, it was clear that the war would continue longer, and the company 
changed the semantics from a military operation to a war to align itself with 
the Western countries. Nokian Tyres switched to using authorisation to try 
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and legitimise their actions, and narrativisation and moralisation to align the 
company’s values with the values of Western countries. 
 
As Fazer was amongst the first Finnish companies to declare their exit from 
Russia, the realisation that the war would not end any time soon did not have 
the same effect. Declaring the exit does however put pressure to settle the exit 
as fast as possible, so that no one starts to doubt the company’s intentions of 
leaving. With the media closely following the actions of big Finnish 
companies operating in Russia, the pressure to finalise the exit grows. Thus, 
after Fazer declared its exit, their legitimation strategies emphasised the fact 
that Fazer is working hard to leave Russia. 
 
The arena for discursive legitimation for both companies was the same: press 
releases. However, in the case of Nokian Tyres, the press releases were 
published as stock exchange releases, thus being distributed to Nasdaq 
Helsinki. Hence, the discursive positions were slightly different for the two 
companies. The actors involved in the legitimation of Fazer were the 
company itself, the media, and the public, who consequently were the target 
of legitimation. On the other hand, Nokian Tyres specifically wanted to 
specifically distribute the information to the stock exchange, suggesting that 
the target audience for legitimation were the shareholders of Nokian Tyres. 
The difference in target audiences resulted in different discursive 
foundations. 
 
When analysing the interdiscursivity in the press releases of Nokian Tyres, 
the company’s use of financial capitalist discourse became evident, and it 
revealed that the discursive foundations of Nokian Tyres was the ideology of 
capitalism. As the target audience of Nokian Tyres was their shareholders, it 
makes sense that the basis of their legitimation would be capitalist discourse, 
as that is the form of discourse typically used between a company and its 
shareholders. Fazer also had elements of capitalist discourse in its 
publications, however, it was not the basis of the company’s legitimation. The 
use of humanist discourse was more prominent suggesting that the 
discursive foundations of Fazer’s legitimation was humanism. 
 
With the discursive foundation of Fazer’s legitimation being humanism, it 
enabled the use of moralisation as a discursive legitimation strategy. Even 
Fazer’s use of rationalisation and normalisation could be argued to be 
moralisation because the company’s rationale for their actions was based on 
the moral value of condemning war. Additionally, the authorisation and 
narrativisation strategies employed by Fazer were used to show how Fazer 
wants to do the morally right thing but Russia is hindering them. Thus, the 
communication of Fazer was coherent. Even though their second press 
release differed in its message of what Fazer was going to do about their 
operation in Russia and suggesting that the company might not leave after 
all, the argumentation was still based on wanting to be humanitarian. 
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The discursive legitimation of Nokian Tyres relied heavily on rationalisation 
through uncertainty rhetoric. Again, the discursive foundation of Nokian 
Tyres facilitated the use of this type of rationalisation as the press releases 
were very focused on the financial effects of the war and perceived the war as 
a big disturbance causing uncertainty in the market. It also enabled the use 
of authorisation as a discursive legitimation strategy. For example, 
referencing the sanctions imposed by the EU were used to show that Nokian 
Tyres operates in Russia legally, and if the EU or other regulatory body is not 
completely prohibiting European companies from conducting business in 
Russia, then it is completely legal for Nokian Tyres to continue. From a 
capitalist point of view this authorisation makes sense, as if a company is 
legally allowed to operate in a certain market, it is good business to stay there. 
 
However, in the case of Nokian Tyres, when the war continued and the 
company started utilising narrativisation and moralisation in their press 
releases, the discursive foundation stayed the same and hindered the use of 
these strategies. Because the financial capitalist discourse was so prominent 
in the press releases of Nokian Tyres, attempting to moralise affected the 
coherency of the messaging, and made the moralisation sound insincere. 
 
Hence, having press releases as the arena of legitimation makes sense for 
Fazer, because Fazer’s target audience was broader, with it being their 
consumers, which accounts for most of the Finnish population. However, for 
Nokian Tyres, press releases as the arena for legitimation could have acted as 
a hindrance. Nokian Tyres seemed to be mainly targeting one group of 
stakeholders: their shareholders. Publishing press releases, however, also 
gets other stakeholders involved in the legitimation process, in this case the 
media and the public. Thus, the awkward use of moralisation by Nokian 
Tyres could have been used to attempt to legitimise the company to the 
audience that would not be interested in the financial performance of Nokian 
Tyres and thus would not respond well to the legitimation founded upon 
financial capitalism. Analysing the articles published by Helsingin Sanomat 
and the comments written by the readers of the news publisher, will provide 
insight into how Nokian Tyres and Fazer were perceived by the media and 
the public. 
 

4.5. General analysis of Helsingin Sanomat articles 
 
The selection of suitable Helsingin Sanomat articles was done by searching 
for any articles regarding the Nokian tires and Fazer that were published 
during the analysis period of 24.2.2022 - 30.4.2022 on the website of 
Helsingin Sanomat and selecting from those the articles that were focused on 
the company in question. The Helsingin Sanomat articles were published 
either on the same day or one day after the occurrence of related press 
releases or other relevant source data. This ensures a more authentic 
snapshot of the consumer reactions based on the analysis of the comment 
section. 
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The tone and style of the Helsingin Sanomat articles used in this study are 
rather rational and nonpartial. The articles avoid using strongly emotionally 
charged vocabulary, and often include both financial and humanitarian 
perspectives on relevant issues. As many of the articles were simply 
informing the public on press releases or other communication companies, 
personal comments from journalists were kept to a minimum, and direct 
moral objection to company actions were absent. However, mentions of 
humanitarian concerns were included in many articles, balancing the 
prevalent discussion on company operations and performance. This 
nonpartial and relatively objective tone of the articles is important to 
maintain the connection between the legitimation processes of companies 
and the reaction of the Finnish consumers. According to the framework of 
Westerståhl (1983), objectivity can be divided into two categories: factuality 
and impartiality. During the writing of this study, the reporting done by 
Helsingin Sanomat was not found to be nonfactual and was deemed to 
present information both evenly to include many perspectives and 
normatively to not direct the reader to immediate conclusions. Even so, 
possible discrepancies between articles based on press releases or media 
publications and their original sources are described in the article based 
analysis section of his study. 
 

4.5.1. Articles on Nokian Tyres 
 
Helsingin Sanomat released a relatively large number of articles regarding 
Nokian Tyres during the analysis period. While leaving more general articles 
out of the analysis due to their lack of focus on the company, nine articles 
were identified as suitable for the purposes of this study. However, the last 
article was ultimately omitted from the analysis due to not being tied to any 
press release nor having a functional comment section. One of the eight 
analysed articles was published shortly after the start of the invasion in late 
February of 2022, while four were published in March and the last three in 
April. This gives us a varied outlook on possible changes within the tone, 
contents, and legitimation strategies found in both the articles and the 
comment sections of said articles during the analysis period. Around half of 
the articles were published to inform the public on relevant press releases of 
Nokian Tyres, while the other half discussed topics such as the performance 
and operations of the company, the sizable media lash back of Finnish 
consumers, as well as some outward political pressure for the company to 
leave Russia.  
 
 
Helsingin Sanomat was in contact with Nokian Tyres directly on a few 
occasions, but Nokian Tyres participated in only a single interview with 
Helsingin Sanomat. This interview was the basis of a stylistically different 
article that featured varied questions given by Helsingin Sanomat to the CEO 
of Nokian Tyres regarding the contemporary political, socio-economical and 
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business insights on Nokian Tyres. This article was referenced on multiple 
occasions in later articles, while other references were mostly to official 
published material from Nokian Tyres. 
 

4.5.2 Articles on Fazer 
 
Compared to Nokian Tyres, Fazer had a relatively limited selection of articles 
published about them by Helsingin Sanomat during the analysis period. Four 
relevant articles were identified, out of which three focused solely on Fazer 
and one focused on multiple Finnish companies, including Fazer. This means 
that the available data for article analysis remains smaller in size, which has 
to be taken into account when estimating the reliability of findings. 
 
The timeline for publication of the Helsingin Sanomat articles on Fazer was 
relatively wide, which provides a longer outlook for analysis throughout the 
analysis period. The first two articles were published in early March 2022, 
one was published in late March, and the last one in late April. The articles 
mostly discussed the operational plans of Fazer, as well as the political and 
economic pressure the company experienced during the time. Two of the four 
articles relate directly to a media publication from Fazer, which allows for a 
comparison of the legitimization strategies employed. 
 

4.6. General analysis of comments in Helsingin Sanomat 
articles 
 
The following section includes general data and insights on comments of 
Helsingin Sanomat articles on Nokian Tyres and Fazer. Aspects such as total 
number of comments, upvotes, topic categories, and perception of the related 
companies are discussed. 
 
 

4.6.1 General analysis of comments in Helsingin Sanomat 
articles about Nokian Tyres 
 
While eight articles were identified to be suitable for the purposes of this 
study regarding their topics, two of the articles did not include comments. 
While it is possible that there are other reasons why certain articles included 
no comments such as the deletion of inappropriate comments by Helsingin 
Sanomat (Helsingin Sanomat, 2021), it is assumed that no large discourse 
took place in the comment sections of those articles. The articles without 
comments were the first article published on the 28th of February 2022, and 
the last one was published on April 27th. This shows the height of public 
interest for business operations of Nokian Tyres to be found during the 
middle of the analysis period of this study, with the highest number of 
comments found in the articles published in March 2022. Overall, the six 
articles that had comments had gathered to a total of 185 comments and 
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17455 upvotes on said comments. It is to be noted that while in almost all 
comments were left during two days of the publication of the article, the 
earlier comments generally gained the most upvotes, likely due to Helsingin 
Sanomat showing the comments in the order of which were left the earliest 
and the most people seeing said comments by reading the article until the 
end. Even so, many first comments that were outliers in topic and perspective 
toward Nokian Tyres did not gain many upvotes, which indicates that the 
order of the comments is not the most important aspect in gaining upvotes. 
 

In this study, the comments were categorized by their implied perception of 
the actions of Nokian Tyres, the number of upvotes, and related topic 
categories. 68% of all comments were negative, 10% were positive, and 22% 
were neutral in their perception on the actions of Nokian Tyres. It has to be 
noted that not all of the neutral comments directly discussed Nokian Tyres, 
making the data realistically more weighted on the positive and negative side. 
A total of ten topic categories were identified during the analysis of the 
comments, with 6 of them containing more than 9% of all comments. The 
topic categories are from the most to least common as follows: economic risk, 
boycott, morals and values, military usage, nationalism, investors, Russian 
invasion, not at fault, competitors, and company history. These categories are 
not always mutually exclusive, so the most relevant topic had to be identified 
for each comment on a case-by-case basis. For example, the announcement 
of a consumer boycott often took priority in categorisation regardless of ether 
or not the boycott was motivated by for example concerns about morals and 
values or the military use of Nokian Tyres products or resources. Below can 
be found the number of comments within each topic category. 
 
 

 
  
Figure 2. Total number of comments about Nokian Tyres by topic category 
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As the categories are not all self-explanatory, the following section gives 
explanations on what is included in each category. 
 

1. Economic risk 
The category of economic risk includes various concerns of financial and 
economic performance. These include but are not limited to concerns about 
the performance of Nokian Tyres, the perfomance of the Finnish national 
economy, and the economic support provided by the European Union. 
Overall, the comments included some more neutral and positive stances on 
the action of Nokian Tyres than other categories, often relating to the difficult 
circumstances that the company was in. 
 

2. Boycott 
The category of boycott includes comments that announced the boycott of 
the commenter or encouraged other consumers to join the boycott. 
 

3. Morals and values 
The category of morals and values includes comments that were concerned 
about the morality of various actions, mostly referring to Nokian Tyres 
staying in Russia and therefore indirectly contributing to the morally 
condemned actions committed by the country. 
 

4. Military usage 
The category of military usage includes comments related to the usage of 
Nokian Tyres products, manufacturing capabilities, as well as tax-payer 
contributions in the Russian invasion of Ukraine.  
 

5. Nationalism 
The category of nationalism includes comments that mostly emphasize 
nationalistic Finnish or anti-Russian sentiments. While these comments 
might imply moral and ethical or economic concerns, the rudimentary 
message of these comments seemed to be motivated by nationalistic 
ideologies. 
 

6. Investors 
The category of investors includes comments that directly discuss the role or 
actions of investors of Nokian Tyres. This includes comments about 
challenging the decisions of investors, the profits of said investors, the 
responsibility that investors hold in regards to business operations, and the 
distribution of the stocks of the company. 
 

7. Russian invasion 
The category of Russian invasion includes comments that are mostly 
concerned about the Russian invasion of Ukraine and the casualties of the 
war, with limited focus on Nokian Tyres.  
 

8. Not at fault 
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The category of not at fault includes comments that challenge the notion that 
Nokian Tyres can be held responsible for contributing to the Russian 
economy and the Russian invasion of Ukraine. This is often argued on the 
basis of the difficulty of immediate departure from Russia and the economic 
hardship that would likely befall the company. While constituting a small 
minority of all comments, this category mostly included comments with 
positive or neutral views on the action of Nokian Tyres. 
 

9. Competitors 
The category of competitors includes comments that discuss the relative 
actions of competing companies within the tire manufacturing industry. This 
is a very small category of comments, but its specific focus on the outside 
competition was distinctly different from the other categories. 
 

10. Company history 
The category of company history includes comments that discuss some 
mishaps and ethically questionable actions of Nokian Tyres in the past and 
reflect on those in the contemporary context. This is a very small category of 
comments, but its specific focus on the past actions of the company was 
distinctly different from the other categories. 
 
 

4.6.2 General analysis of comments in Helsingin Sanomat 
articles about Fazer 
 
Of the four suitable articles that discussed Fazer during the analysis period, 
only the first three gathered comments. Similar to Nokian Tyres, this shows 
a decrease in public attention and discussion related to Fazer in April. A total 
of 41% of comments on the 4 articles came from the second article, which 
featured three widely recognized Finnish consumer brands and discussed the 
pressure the companies had sustained from the Russian government. As 
such, the available sample of comments focusing on solely Fazer is somewhat 
limited. 
 
Overall, the three articles involving Fazer with comments gathered a total of 
127 comments with 7416 total upvotes. As almost half of the total comments 
were left on the article involving multiple companies, distributing all 
comments into topic categories that include an adequate number of 
comments relating to Fazer specifically is difficult. Instead, the more 
common topics are discussed individually for each article. While the number 
of comments sets some limitations to the analysis, the comments gathered a 
relatively large total number of upvotes. Due to this, the analysis of Fazer 
related comments will be drawing more heavily on the distribution of these 
upvotes compared to the analysis of Nokian Tyres. 
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In contrast to Nokian Tyres, Fazer announced their exit from Russia very 
shortly after the war, and as discussed in the earlier analysis of press releases, 
the company targeted their communication on the most relevant 
stakeholders: customers. As such, the clarity of their communication had 
large implications on the public discourse that ensued during the analysis 
period.  
 

 

4.7 Analysis of articles and comments about Nokian Tyres by 
article 
 
The following section delves into individual analysis articles and comments 
related to Nokian Tyres. The section will contain a synopsis of the contents 
of the eight suitable articles, a reflection of the similarities and differences 
between the articles and related press releases when applicable, a discussion 
on the legitimation strategies used in the article, the distribution of topic 
categories of the comments, discussion on the upvote data of the comments, 
as well as the implied perception of actions of Nokian Tyres and their actions 
in the comments. The titles of the articles are presented in the original 
language of Finnish with added translations to English, and references to the 
comments and contents of the articles are represented in rough translations 
to English. The original language of all articles and comments is Finnish. 
 
 

4.7.1 Article number 1 
 
Article name: Nokian Renkaat ei enää pysty arvioimaan liiketoimintansa 
kehittymistä tänä vuonna pakotteiden takia  
(English: Nokian Tyres cannot estimate their business development anymore 
this year due to sanctions) 
 
This article was published four days after the start of the Russian invasion on 
the 28th of February 2022. The European Union had already decided on the 
implementation of three separate sanction packages, and Western countries 
had politically condemned the invasion.  
 
The contents of this article closely reflect the original company statement 
from the same day, mainly informing the readers that Nokian Tyres PLC 
would withdraw financial guidance for 2022. Both texts are short in nature, 
and the Helsingin Sanomat article only adds to the company press release by 
including short mentions of earlier estimated sales estimates for the year 
2022 as well as information about the stock price decrease of Nokian Tyres 
by 24% to 16,2e during the day of the publishment. Much of the article 
directly quotes the original press release, which gives the reader a direct and 
relatively unfiltered perspective on the communication from Nokian Tyres. 
The Russian invasion of Ukraine is not directly mentioned in either the press 
release or the Helsingin Sanomat article. Overall, the legitimation strategies 
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used in the article remain the same as in the original press release. The short 
text mostly attempts to rationalize the actions of the company via the difficult 
situation with embedded uncertainty. 
 
This article did not contain any comments, signaling the lesser public interest 
for the uncertain economic and political challenges that the company was 
facing. Without further decisions or implications yet to be seen, no reaction 
was garnered towards the announcement. Interestingly, this article also 
shows the lesser media attention that Nokian Tyres was gathering before it 
declared any action regarding continuing its operations in Russia. 
 
 

4.7.2 Article number 2 
 
Article name: Nokian Renkaiden kerrotaan arvioineen analyytikoille, että 
sen markkinaosuus Venäjällä kasvaa sodan ansiosta  
(English: Nokian Tyres is told to have estimated to analytics, that its market 
size in Russia will grow due to the war) 
 
This article was published on the 20th of March 2022. The European Union 
had already decided on their 4th sanction package, showing continued unified 
resolve to support Ukraine by applying economic pressure on Russia. Nokian 
Tyres had not commented on the invasion via a press release yet, having only 
published a review of financial performance in 2021 during the three weeks 
in between this and the last article.  
 
The contents of the article discuss reports of a call with outside analysts and 
Nokian Tyres representatives, where the implications of the Russian invasion 
of Ukraine were discussed. The article discloses that no recording of the call 
is available, but directly quotes a written article by an involved analyst. 
Special focus in the discussion received notions that the company estimated 
that the demand of tires would be rising over the supply due to competing 
companies retreating from their Russian operations, which would benefit 
Nokian Tyres, as well as that the company estimated that the number of 
retailers which would refuse selling tires produced in Russia to be marginal. 
The article then described the large public discourse that had surged due to 
the analyst reports and included a Twitter (later to be renamed X) post from 
the Director of OP Financial Group Olavi Kurola, where he indirectly 
criticized the nature of Nokian Tyres’ business practices. After this, a short 
comment from a Nokian Tyres media representative was given, stating that 
the company was not attempting to benefit from the situation,and stating 
that the: “…the estimates of the analytics are their own interpretation”. In 
this manner, Nokian Tyres was trying to prevent the notion that the company 
was staying in Russia to gain a competitive advantage over its competitors 
but failed to give another reason for doing so. Lastly, the article included 
mentions of falling stock prices of Nokian Tyres and that Russia was 
preventing transferring profits from Russia to Finland. 
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When it comes to legitimation strategies, the article was not paraphrasing 
any company press releases and only included a short comment from a 
Nokian Tyres media representative. Thus, the article did not convey any 
legitimation strategies used by Nokian Tyres. However, an example of 
delegitimation can be found, as Helsingin Sanomat demonstrated public 
discontent by providing an example of a successful public figure from a 
Finnish corporation criticizing the company. This together with the rather 
dismissive notions of retail reactions and no mentions of company actions 
against Russia or even direct mention of the ongoing war paints a picture 
where Nokian Tyres holds corporate social responsibility in quite a low 
regard.  
 
The comment section of the article gathered the second most amount of total 
comments in 47 and by far the most total upvotes left in said comments in 
8605. The comments held a mostly negative perception of the actions of 
Nokian Tyres, with 38 being negative, 1 being positive, and 8 being neutral. 
Over half of the topics discussed related to either boycotting at 16 comments 
or morals and values at 10 comments. Other relatively often discussed topics 
were economic concerns at 4 comments, nationalism at 5 comments, and 
investors at 7 comments. Four comments breached the 500 upvote mark, 
which will be individually highlighted in the following section. 
 
The most upvoted comment of article number 2 is comment number 5, which 
discusses morals and values and openly criticizes the morality of Nokian 
Tyres for taking a risky investment in building a large manufacturing site in 
Russia and reaping profits through the invading country. This comment 
gained the most upvotes of all comments in articles related to Nokian Tyres 
at 732 upvotes. Special focus should be put on use of the phrases “waging a 
bloody war” and “complete lack of morality”. The former is a strong contrast 
to Nokian Tyres not having even acknowledged the invasion. This shows that 
while the public largely condemned the invasion, Nokian Tyres was 
portrayed as a simple financial benefactor, impartial to the conflict. This 
impartiality can be seen to contribute to the use of the second phrase, where 
Nokian Tyres had not yet commented on the morality of their actions or taken 
any public stance on the war while still acknowledging the other competitors 
already making plans to leave Russia. 
 
Nokian Tyres article 2, comment number 5 
"Who cares about morals as long as the money comes in? 
Investors are aware that when they invest money somewhere, there is 
always a risk of loss, and no one and nothing should compensate for these 
losses if they occur. 
Continuing to make money through Russia, which is waging a bloody war, 
shows a complete lack of morality. Shocking." 
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The second most upvoted comment at 592 upvotes is comment number 2: a 
neutral comment that discusses Finnish people boycotting Nokian Tyres as a 
possible reaction to staying in Russia. While predicting a negative response 
from consumers, the comment did not condemn the actions of Nokian Tyres 
and is therefore categorized as neutral. The comment quotes the analyst in 
the article, stating that the price premium of the brand would be destroyed 
through these actions in the Finnish consumer base. While this comment 
uses less emotionally charged language, it is showing of the widely supported 
public notion that the comment 
 
Nokian Tyres article 2, comment number 2 
"According to the report, the company does not believe that Russia's attack 
will affect the sales of tires manufactured in Russia, for example, in 
Finland." 
Perhaps the company should buy the tires themselves, because quite a few 
Finns will leave the tire production of warring Russia on the shelf, if it ever 
even makes it there. The price premium of the Finnish brand will also be 
destroyed if Nokian Tyres really tries to take advantage of the war while 
breaking the sanctions against Russia. 
 
The third most upvoted comment is comment number 8 at 552 upvotes is a 
short comment announcing the personal boycott of Nokian Tyres. Special 
focus should be put into the phrase “I’m ashamed”, which carries strong 
emotional weight in such a short comment. The large number of upvotes for 
this indicates the mutual feeling of other consumers and readers in the wider 
public. 
 
Nokian Tyres article 2, comment number 8 
“Tough game from Nokian (Tyres). I'm ashamed. 
I used to buy Nokian tires, and now I need to buy new summer tires. Not 
Nokian.” 
 
On a holistic view of the comments left in this article, the public seems to 
react mostly negatively to the actions of Nokian Tyres. The company had not 
given a public statement of their plans in Russia before this article, and 
Helsingin Sanomat only delivered information after public discourse had 
risen on analyst calls, which shows the already growing negative perception 
of Nokian Tyres. As such, it is not surprising that the news of Nokian Tyres 
allegedly staying in Russia to gain profits over their competitors gathered a 
large and emotional response, where many were publically announcing their 
boycott and encouraging others to do the same. The only positive comment 
on the article was the first one that commenters would see due to it being the 
first one left on the article, but it still gained a measly 17 upvotes compared 
to the relatively high number of upvotes for other comments. This shows that 
the public reaction was hugely negative. It is noteworthy to acknowledge that 
this article provided no active legitimation from the side of Nokian Tyres, 
which likely has a large effect on the outcome. 
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4.7.3 Article number 3 
 
Article name: Nokian Renkaiden toimitus­johtaja: ”Jos vetäytyisimme nyt 
kokonaan Venäjältä, toden­näköisesti tehtaan ottaisi taho, joka ei olisi 
toivottava”  
(English: The CEO of Nokian Tyres: “If we were to now retreat from Russia 
entirely, the factory would likely be overtaken by an entity that would not be 
favourable) 
 
This article was published on the 21st of March 2022, the following day after 
the last article. As shown by the small gap between the articles, the reason for 
the publishment of the article was not tied to any international event or 
phenomena but was instead due to the local pressure on Nokian Tyres that 
was both discussed and emphasized but the Helsingin Sanomat article from 
the day before. 
 
The article is not based on press releases or other publicly available 
information, but instead a private interview between Helsingin Sanomat and 
the CEO of Nokian Tyres, Jukka Moisio. The article is formatted by simply 
showing the questions asked by Helsingin Sanomat, after which the answers 
by the CEO are shown in direct quotes. Little additional information and 
context was given, which included mainly the basic context for the earlier 
discussions by Nokian Tyres with analysts and recent changes in the stock 
price of the company. The questions relate to both humanitarian and 
economic aspects and include moderately confrontational questions such as 
“Does this mean that the investments to Russia should have never been 
done?” or “Many international companies have recently decided to 
voluntarily stop or at least pause operations in Russia as an answer to the 
invasion. Nokian Tyres has not done so. Do you not fear being a target for 
consumer boycott?”. This showcases the position of Helsingin Sanomat as a 
news source that is willing to discuss touchy subjects with Nokian Tyres and 
is informed of the topics of interest to the public. The direct quotes also 
emphasize their neutral position that has been made evident by the tone of 
their reporting. Some clarifications were made to the plans and recent 
operations of Nokian Tyres, such as investment plans abroad, relations with 
local bureaucracy in Russia, and future use of Russian facilities.  
 
Importantly, this article was the first time Nokian Tyres commented on their 
stance on the Russian invasion publically. As one of the first sentences of the 
article, making this stance clear to the public was an apparent priority for 
either Helsingin Sanomat, Nokian Tyres, or both. Moisio commented on the 
matter as follows: “Nokian Tyres condemns war in all ways and is on the side 
of peace. Compared to the size of the company we have a huge factory in St. 
Petersburg and we have to ponder carefully how to proceed with it so that it 
won’t end up in the wrong hands”. While not directly condemning the 
invasion or naming Russia as country, the usage of the words “wrong hands” 
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implies that the company is worried by the potential use of their facilities by 
a morally condemnable party, which in this instance is implied to be Russia. 
The first sentence of the article is also a direct quote from Moisio: “We have 
not said to be benefiting from the growth of our market share and we have 
not said that we are benefiting due to the war. That is an absurd statement”.  
This shows a direct alternative narrative and the stance of Nokian Tyres on 
the critical discussions that were discussed in the article from the day before. 
 
The legitimation strategies used by Nokian Tyres in the article include 
authorisation, narrativisation, moralisation, and rationalisation. Firstly, 
authorisation is apparent in that a public figure and the CEO of Nokian Tyres 
was chosen to participate in the interview. This choice leaves no questions on 
the accuracy of the stances of Nokian Tyres, as a CEO can be expected to be 
informed of all motives and plans of the company and can be seen as fully 
responsible for any mistakes in doing so. This is especially important as 
Moisio can be seen to challenge many concerns and expectations of critics. 
An example of narrativisation can be found in the earlier mentioned quote, 
where Moisio challenged the assumed narrative of Nokian Tyres benefiting 
from the war due to increased market share. Outwardly offering an 
alternative narrative leaves no questions to the public on the stance of Nokian 
Tyres. The rationalisation efforts mainly focused on the economic 
implications of stopping operations in Russia, as well as the implied moral 
duty of Nokian Tyres to prevent the usage of their facilities for continuing the 
invasion. Moralisation was apparent in comments by Moisio on both the war 
and its effects on the war as well as the implications that leaving Russia 
abruptly would have for the employees of Nokian Tyres. Phrases such as “We 
do all this, as the war is a morally difficult matter for us” and “We have over 
20 employees in Ukraine, who we are in contact with every day. Additionally, 
we offer them financial support in everything they need” attempt to 
demonstrate support of Nokian Tyres to Ukraine and the humanitarian care 
that the company is providing, which stands in stark contrast to the implied 
crude and business-minded image that the article from the day before 
implied. 
 
While the contents of the article portray Nokian Tyres in a new light 
compared to the public discourse of the company, the reception within the 
comment section remains largely negative. The article gathered a total of 54 
comments, of which 39 were negative, 4 positive, and 11 neutral. This shows 
a small increase in the number of positive and neutral stances on the actions 
of Nokian Tyres while the number of negative comments remains virtually 
the same compared to the article from the day before. The total number of 
upvotes for all comments was 4289, and negative comments tended to gather 
more upvotes than neutral and positive comments. The most often 
commented topic was related to customer boycotts at 11 comments, with 
economic concerns and military usage standing at 9 and 8 comments each. 
The share of comments was more varied than in the article from the day 
before, and a few comments could be found actively defending Nokian Tyres 
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and the moral position that they hold by reasoning that the company cannot 
be expected to make enormous financial sacrifices due to a political shift they 
are not responsible for. Some also sympathized with their attempts at 
preventing Russia from using their facilities. These stances were still a 
minority, but the emergence of such comments shows a slow shift in the 
public discussion. One notable example of such comments in regards to the 
number of upvotes is the 12th comment with 83 upvotes. While the above 
comment illustrates the slowly growing part of the public that refrains from 
the immediate judgment of Nokian Tyres, it is still a minority in both the 
number of comments and gathered upvotes. While many of the comments 
against Nokian Tyres are emotionally charged in their vocabulary, this shows 
of an example of the same with words such as “lynching” while still defending 
Nokian Tyres. 
 
Nokian Tyres article 3, comment number 12 
You can see how some people in Finland have taken over by a lynching 
mind-set. Death to Nokian Tyres in Russia! This is how lynching has always 
been done – get the people in a frenzy and name something as the target. 
Nevermind the lawfulness. This is the level of some comments against 
Nokian Tyres on this comment section. Life will go on after the war and tires 
will be needed then too. Nokian Tyres is not part of this war. 
 
 
The most upvotes for the article gathered two comments that breached the 
400 upvote threshold. These are comment number 3 with 442 upvotes and 
comment number 1 with 439 upvotes. 
 
The comment number 3 is the most upvoted comment from article three and 
shows the majority of the public condemning Nokian Tyres and demanding 
responsibility for risky business practices. Overall, this notion of financial 
responsibility due to misguided country-specific risk-taking in production is 
one of the most popular objections to the economy-centric rationalisation of 
Nokian Tyres. The use of legitimation strategies related to the prevention of 
military usage of facilities and humanitarian aid to employees was less widely 
objected.  
 
Nokian Tyres article 3, comment number 3 
“Compared to the size of the company we have a huge factory in St. 
Petersburg and we have to ponder carefully how to proceed with it so that 
it won’t end up in the wrong hands”. 
Everyone has large factories in Russia, you are not any kind of exception. 
There are always those whose greed goes before morals. 
 
The comment number 1 underscores the absence of direct condemnation of 
the war by Nokian Tyres. While Nokian Tyres did take an implied stance on 
the invasion for the first time publicly since the start of the war, many 
commenters were quick to point out the the lack of reference to who started 
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and can be deemed responsible for the war. The comments by Moisio on the 
matter can be interpreted as generic and therefore did not convince many 
critics about the values of the company.  
 
Nokian Tyres article 3, comment number 1 
Jukka Moisio from Nokian Tyres condemns “war in all ways” and is “on the 
side of peace”. 
It is notable, that Moisio and Nokian Tyres don’t condemn the invasion 
started by Russia or demand that Russia stops the invasion and retreats 
from Ukraine. 
 
 
 

4.7.4 Article number 4 
 
Article name: Suomi on Nokian Renkaiden suurin yksittäinen omistaja, eikä 
yhtiölle ole valtion mukaan tarjolla hyviä vaihtoehtoja – ”Emme enää 
investoi Venäjän tuotantoon”, sanoo yhtiö itse  
(English: Finland is the largest individual owner of Nokian Tyres, and 
according to the nation the company has no good options available – “We are 
not investing into the Russian production anymore” says the company itself) 
 
The Nokian Tyres article number 4 was published on the 22nd of March 2022, 
a day after article number 3. Due to this, not many changes in the geopolitical 
context occurred between the articles. The article was published to more 
holistically discuss the ongoing public discourse related to Nokian Tyres.  
 
While the article from the 21st of March focused on transparently portraying 
the interview held with the CEO of Nokian Tyres, this article gathered 
comments from other notable public figures and investors as well as some 
financial data and arguments related to the matter. Nokian Tyres published 
a press release after the interview with Helsingin Sanomat, where they 
repeated the information given in the last article. Some quotes from the press 
release were used as an additional source to the interview in the writing of 
article 4. 
 
The contents of the article start by giving the reader some context to the social 
media discourse and ongoing boycott, as well as sharing insights into the 
shareholder divide of Nokian Tyres stock. During the time of the writing of 
this article, Solidium, a state-owned investment company, was the largest 
shareholder of Nokian Tyres with 9,4% of all shares. After sharing initial 
context, article 4 discusses comments made by the CEO of Solidium, Antti 
Mäkinen on Nokian Tyres. According to Mäkinen, Nokian Tyres is in a 
difficult position, citing juristic reasons and the potential threat of military 
usage of Nokian Tyres facilities. In addition, Mäkinen states that “Solidium 
strongly condemns the war started by Russia and sees the sanctions set by 
EU as beneficial and requires adherence to them by their companies”. This 
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inclusion of a strong condemnation of the Russian invasion can be seen as an 
example of steering away from being the target of critical public discourse 
similar to Nokian Tyres. Interestingly, Mäkinen states that they “strongly 
condemn” the Russian invasion, but also makes clear that they act 
responsibly and in accordance with these values by adhering to sanctions. 
While the comments by Mäkinen are short and not the sole focus of the 
article, legitimation had a major part in the communication. In addition to 
the comments of their own values, Mäkinen describes how their companies 
make risk analysis independently and that Solidium expects them to decrease 
or stop operations in Russia. Following this, he describes the situation of 
Nokian Tyres with the following statement: “Nokian Tyres has a big Russia-
risk, which unfortunately has realised. There don’t currently seem to be good 
options available”. While this statement implies some responsibility for 
taking a Russia related risk on Nokian Tyres, Mäkinen does not recommend 
any solution and simply acknowledges the difficult situation of the company.  
 
The remainder of the article consists of quotes from Jukka Moisio as well as 
analysis on the drastically declining stock prices of Nokian Tyres. Finally, the 
article states that if Nokian Tyres were to get rid of their operations in Russia, 
it would lose around half of its total revenue. This together with the analysis 
on stock prices emphasizes the difficult financial situation and therefore 
indirectly legitimizes the cautious actions of Nokian Tyres. 
 
While virtually no new comments were made by Nokian Tyres, some 
legitimation strategies can still be identified. Firstly, the inclusion of 
Mäkinen as the CEO of the largest investor of Nokian Tyres can be seen as a 
way to give the comments about investor values more authority, and 
therefore address possible concerns about the intentions of Nokian Tyres 
investors altogether. Additionally, Mäkinen was quick to comment about 
their stances against Russia, showcasing moral legitimation. Finally, 
Helsingin Sanomat included much information on the financial status and 
implications of stopping operations in Russia for Nokian Tyres. This can be 
seen to benefit Nokian Tyres as it strengthens their use of rationalisation in 
addressing why they are acting cautious in the uncertain political 
environment. 
 
While the two earlier articles on the critical public discourse on Nokian Tyres 
garnered many comments and upvotes, the interest of readers can be seen to 
decrease in the comment section of this article. This decrease can be affected 
by the tight schedule of published articles on the topic during a short period 
of time, as well as the fact that many who have announced the start of their 
boycott have likely done so shortly after the last two articles. The article 
gathered 15 comments altogether with 272 total upvotes. Out of these 
comments, 11 were negative, 1 was positive and 3 were neutral. While the 
number of comments decreased drastically from the last article, the share of 
positive, neutral and negative comments remains unchanged. The topics 
discussed in the comments relate mostly to economic concerns with 8 
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comments, while boycott takes 2nd place with 3 comments. This shift is likely 
affected by the article mostly being related to economic and financial matters 
but does also show a shift in public discourse as both morals and values and 
boycott show stark decreases in the number of comments. Overall, the 
numbers of upvotes indicate that public consensus still leans heavily towards 
negative views on the actions of Nokian Tyres. Interestingly, many comments 
acknowledge the mistakes of Nokian Tyres in risk management and simply 
recommend Nokian Tyres to leave the Russian market. However, some 
emotionally charged vocabulary can still be found such as mentions of 
“blooded tires” and the “blood mark” that is left in the image of the company.  
 
The comment with the most upvotes in article 4 was comment 1 with 58 
upvotes. This comment discusses the “catastrophic mistake” of Nokian Tyres 
in Russian country risk, as well as implies some shared responsibility on 
Solidium for not affecting the situation in advance. This comment 
demonstrates the lingering contempt for Nokian Tyres in what many in the 
public discourse deem as not carrying the responsibility for a risky business 
decision.  
 
Nokian Tyres article 4, comment number 1 
Nokian Tyres has made a catastrophic mistake in putting all its eggs in the 
same basket, to Russia nonetheless. Solidium, meaning the state, owns a 
large share of the company and has a good reason for doing so in principle.  
The production of tires is by all margins a matter of security of supply. 
Basically, nothing runs without tires. The large owner did apparently not 
know how to use its vote right. 
 

 4.7.5 Article number 5 
 
Article name: Ukrainan suurlähettiläs arvostelee poikkeuksellisen jyrkästi 
Nokian Renkaita: ”Katkaiskaa suhteenne Venäjään tai ukrainalaisten veri 
ja kyyneleet ovat käsissänne” 
(English: A Ukrainian ambassador criticizes Nokian Tyres exceptionally 
strongly: “Cut your ties to Russia or Ukrainian blood and tears will be in your 
hands” 
 
Article number five was published on the same day as article number 4: on 
the 22nd of March 2022. Due to the tight publishment schedule, no large 
geopolitical shifts took place between the articles.  
 
Article 5 discusses the critique of a Ukrainian ambassador towards Nokian 
Tyres and its plans to stay in Russia. The text is characterized by heavily 
emotionally charged vocabulary and critical objections to Nokian Tyres, 
followed by a summary of the operational context and statements given by 
Jukka Moisio. The article starts with strong criticism from Olga Dibrova, the 
Ukrainian ambassador: “I encourage Nokian Tyres to stop all operational ties 
to Russia”, followed up by “Otherwise the blood of the people killed in 
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Ukraine by Russia and the tears of the people suffering from Russian crimes 
is in your hands”. This line of text early on sets the tone of the article and 
shifts the focus of the reader to the humanitarian implications of the Russian 
invasion and the responsibility of Nokian Tyres that ensues. As the prior 
articles on Nokian Tyres have mainly focused on the economic and 
operational context, this perspective and emotionally charged language 
stand out. Additionally, the critique from the Ukrainian ambassador is the 
first instance of targeted political pressure from abroad on Nokian Tyres and 
can be seen as a strong symbolic gesture. The remainder of the article consists 
of earlier comments by Jukka Moisio on the stances on war, efforts to keep 
the factory from “going to the wrong hands”, and the additional piece of 
information that the company has announced to not sell heavy tires in 
Russia. 
 
While no new statements from Nokian Tyres were given in article 5, the 
legitimation of Nokia Tyres was instead challenged in the article in a few 
ways. Firstly, publishing an article of a political public figure from the 
country most affected by the Russian invasion directly criticizing Nokian 
Tyres is a clear use of authority to delegitimize Nokian Tyres. Additionally, 
the emotionally charged message from Dibrova moralizes the topic and the 
choices of Nokian Tyres to a large extent. Lastly, the article uses some of the 
earlier comments by Jukka Moisio to rationalize the stance of Nokian Tyres 
as well as somewhat moralize their choice of staying to prevent the military 
use of their production facilities. 
 
The number of comments in article 5 saw a moderate increase from article 4 
to a total of 22, while the number of upvotes rose drastically to 1558. 
Interestingly, the relative share of positive and neutral comments towards 
Nokian Tyres rose. The total number of negative comments was 13, while 
positive and neutral comments stood at 5 and 4 respectively. The share of 
topics was more evenly distributed than in prior articles, with economic 
concerns gathering 5 comments and morals and values and boycott gathering 
the second most with 4 comments each. This shows a moderate rise of morals 
and values and boycott being discussed, while economic concerns still holds 
the most often discussed position with a slight margin. The increased number 
of morals and values and boycott-related comments is likely affected by the 
strong moralisation present in the article, which makes the frequency of 
economic concerns-related comments even more interesting. The nature of 
the discussion has shifted from the early stages of reporting, as many of the 
positive and neutral comments discuss the operational and economic factors 
of the situation more frequently. Even so, the number of upvotes still paints 
a clear picture of the public consensus. All of the five comments that breached 
over 100 upvotes were negative, with boycott being the most frequent and 
most highly voted topic category. This signifies that while the discussion is 
not as unanimously negative towards the actions of Nokian Tyres, the 
majority of the public still holds negative views of the company and a large 
number of people support the boycotts. 
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A good example of the negative views towards Nokian Tyres can be seen in 
the clearly most upvoted comment of article 5 with 360 upvotes, comment 
number 1. This comment simply agrees with the Ukrainian ambassador and 
implies possible humanitarian and economic challenges in the United States, 
as Nokian Tyres also operates a factory in the country and the US is largely 
opposed to business operations in Russia. Lastly, the comment encourages 
other readers to join in boycotting Nokian Tyres.  
 
Nokian Tyres article 5, comment number 1 
The ambassador is correct: Nokian Tyres should retreat from Russia 
immediately.  
For both humanitarian and simply economic reasons: how long will the 
United States watch how a company operating even there is also doing so 
in Russia? 
 
Until Nokian Tyres retreats, my close ones nor I will buy products from 
Nokian Tyres or services from Vianor. 
 
I encourage others to do the same.  
 

4.7.6 Article number 6 
 
Article name: Nokian Renkaat joutuu lopettamaan renkaiden tuomisen 
Venäjältä, mutta jatkaa yhä toimintaansa maassa  
(English: Nokian Tyres must stop importing Tyres from Russia but will 
continue operating in the country) 
 
The article number 6 was published on the 9th of April 2022. Since the last 
article published on the 22nd of March, Nokian Tyres had announced new 
preparations for new capacity in Europe and released invitations to their 
general meeting. Additionally, the European Union had announced its 5th 
sanction package the day. 
 
The publishment of the article is tied to the EU sanction package, as the 
sanctions will prevent Nokian Tyres from importing Tyres from Russia. This 
relatively short article shortly describes the effects of the sanctions, after 
which earlier statements from the CEO of Nokian Tyres Jukka Moisio and 
the Ukrainian ambassador Olga Dibrova are discussed. The article also 
includes a comment from Finnish Prime Minister Sanna Marin from the 
week prior, where she encourages all Western companies to leave Russia. 
While not offering much new information on the status of Nokian Tyres, the 
article continued the ongoing use of authorisation and moralisation to 
delegitimize Nokian Tyres, as well as the legitimizing rationalizing 
arguments provided by the company. In addition to the international 
authority of Dibrova, the inclusion of a local public figure is notable in 
strengthening the delegitimization. 
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The comments of article 6 show the relatively neutral stance and lessened use 
of emotionally charged language related to Nokian Tyres. Only 50% of the 
total 24 comments were negative, while neutral comments amounted to 
almost half at 10 comments. The remaining 2 comments were positive. Many 
of these neutral comments discussed to operations of competing 
international companies at 4 comments, while economic concerns remain 
the most discussed topic at 7 comments followed up by military usage at 5 
comments. The comments in the article gathered a total of 1295 upvotes, of 
which a majority went to negative comments. Out of the 4 comments that 
breached the 100 upvote mark, the three most upvoted were negative while 
the last one was neutral. Topics within the top comments were varied, with 
boycott, economic concerns, morals and values, and army use being 
represented.  
 
The most upvoted comment of article 6 was comment number 8 with 152 
upvotes, which relates mostly the morality of continuing operations in 
Russia. The tone of the comment is much more understanding of the difficult 
situation that Nokian Tyres finds itself in, while still criticizing the company 
for staying in Russia and asserting that the moral responsibility for the 
Russian actions extends to companies willingly operating in the country. This 
notion of demanding corporate responsibility while acknowledging the 
difficult position of Nokian Tyres is widespread in the comments of the article 
and remains perhaps the largest criticism towards the company.  
 
Nokian Tyres article 6, comment number 8: 
I fully understand the pain of Nokian Tyres management in the loss of 
enormous investments and the following crash in the value of the company. 
However, continuing operations in their current state is not only morally 
wrong but also very damaging to the reputation of the company in a 
situation where in the name of European values, human rights and peace 
we all must do difficult decisions. The suffering of Ukrainians and the 
horrendous acts of Russia are so shocking that we must do all we can to stop 
them. I think this responsibility extends to Nokian Tyres as well. 
 

 

4.7.7 Article number 7 
 
Article name: Nokian Renkaiden valtava Venäjä-riski räjähti käsiin – 
yhtiön arvosta on hävinnyt lyhyessä ajassa yli puolet, ja pahempaa voi olla 
vielä luvassa  
(English: The enormous Russia-risk exploded in the hands of Nokian Tyres 
– over half of the value of the company has disappeared within a short time, 
and worse might be still in the horizon) 
 
The article number 7 was published two days after the last article on the 11th 
of April 2022. The cause for the publishment of the article lies in the press 
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release from Nokian Tyres from the same day, where the company reveals 
new information regarding the recent EU sanctions preventing the company 
from importing tires from Russia. The small gap since the previous article 
means that no large geopolitical shifts are expected to change the reception 
of the article 7. 
 
The article starts off by discussing the large financial disruption that the 
company had seen in its stock price and revenue while acknowledging the 
high monetary value that is tied to the Russian factory. Earlier comments 
from Olga Dibrova and Sanna Marin are reinforced, and a new statement 
from a speech by Volodymyr Zelenskiy is included from a recent speech at 
the Finnish government hall. The statement encourages all Finnish 
companies to leave Russia. The article then proceeds to compare Nokian 
Tyres to its larger international competitors. The competitors are mentioned 
to be as financially tied to Russia but having had already announced exiting 
the country. Finally, the article discusses the current plans of Nokian Tyres 
regarding their factory in Russia and explains that the company is still 
attempting to retain operations in the country while scaling back 
significantly.  
 
As the article is mostly prompted by the press release published by Nokian 
tyres, the similarities in reporting are of interest to this study. Contrary to the 
efforts to legitimize company actions by moralisation, authorisation, and 
rationalisation in the interview given by Jukka Moisio, the related press 
release on April 11th gives only short descriptions of the operational plans of 
the company. This can be seen as a way to rationalize the operations by 
complying to the EU sanctions, but the absence of any comments on the 
values and morals of the company seems shortsighted if reporting by news 
organizations was expected. As the press release only discusses operations, 
the Helsingin Sanomat article seems to have inserted outside comments on 
morality and humanitarian concerns to give the readers a more holistic 
outlook on the company. However, this might also be an intentional way by 
Nokian Tyres to not develop more discussion than necessary on the topic and 
reinvigorate to public discussion on the matter. Even so, the continuous 
delegitimization by the inclusion of notable politicians’ critique does remain 
unchallenged by the company for three articles in a row. 
 
The comments of article 7 convey a stagnated situation, where the ratio of 
negative to positive or neutral comments remain unchanged and most 
upvotes go to the negative comments. The article gathered a total of 23 
comments, 13 of which were negative, 4 positive and 6 neutral. The most 
often discussed topic remains economic concerns at 9 comments, followed 
by morals and values at 4 comments and military usage and nationalism at 3 
comments each. The positive comments related to military usage, 
nationalism and Nokian Tyres not being at fault for the situation, while most 
neutral comments discussed economic concerns. 5 comments gathered more 
than 100 upvotes, all of which were negative.  
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The comment with the most upvotes on article 7 is comment 1 with 252 
upvotes. The comment discusses the moral responsibility as a company 
operating in Russia and ties it dramatically to “the blood of Ukrainian 
children and women”. The comment starts by declaring that if the company 
does not stop operating in Russia, it should cease to exist. This likely 
indicates irreparable damage to the image of the company, as even if Nokian 
Tyres were to announce their exit from Russia, they would simply avoid being 
wished to not exist. This does not equate to the public holding even a positive 
view of the company, but simply tolerating their existence.  
 
Nokian tyres article 7, comment number 1: 
If Nokian Tyres does not exit Russia, the whole company should cease to 
exist. Hopefully the moral compass of people is at least working to the extent 
of not buying a single Nokian tire regardless of where it is physically made. 
The country of production does not wash away the blood of Ukrainian 
children and women from the hands of Nokian Tyres management 
 

4.7.8 Article number 8 
 
Article name: Venäjän sota runtelee pahoin Nokian Renkaita: ”lopullisia 
vaikutuksia on mahdotonta arvioida”  
(English: The Russian war is ravaging Nokian Tyres badly: “final implications 
are impossible to estimate”) 
 
The article number 9 was published on the 27th of April 2022 shortly after the 
publication of a PLC interim report from Nokian Tyres discussing the 
financial performance of the company during the first quarter of 2022. No 
new geopolitical shifts are expected to influence the reception of the article 
since the last one, and Nokian Tyres had not released other press releases 
since then.  
 
The article includes a summary of key financial performance metrics from 
the PLC interim report as well as a short comment from the direct moral 
stance on the war given by Jukka Moisio. However, the size of this comment 
does not equate to the length in which Nokian Tyres discussed the morality 
and humanitarian concerns of the invasion in the interim report, as around 
a third of the non-numerical parts of the interim report were designated for 
this purpose. Even so, the mention of direct condemnation of the Russian 
invasion had not been publically announced in Helsingin Sanomat before 
this article. The report also includes the announcement of fully shifting the 
production of western sales to Finland and the United States, which was 
likely prompted by the EU sanctions on tire imports. 
 
The Helsingin Sanomat article and the PLC interim report equate in many 
ways regarding their legitimation. The Helsingin Sanomat article focuses 
more on the performance of the company while not including some of the 
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moral legitimation parts of the report. However, both lean heavily toward 
rationalisation by justifying the cautious actions of Nokian Tyres through the 
unpredictable operating environment and difficult financial situation.  
 
Interestingly, the effects of these rationalisation strategies are difficult to 
measure in-depth, as article 8 gathered no comments. This shows the 
continuation of the veining public interest in the operations of the company, 
as shown by the initial decrease after article 3. While the number of 
comments remained relatively stable for over a month, the interest in the 
company ultimately fell. It should be noted that it is possible that this was 
simply an isolated instance of lessened media attention as no more suitable 
articles fit in the analysis period of this study. However, the lack of comments 
seems to indicate that the period of heightened public interest came to a close 
at this time.  
 
 

4.8. Analysis of articles and comments about Fazer by article 
 
The following section delves into the analysis of articles and comments 
related to Fazer. The section will contain a synopsis of the contents of the four 
suitable articles, a reflection of the similarities and differences between the 
article and related media publications when applicable, a discussion on the 
legitimation strategies used in the article, and an analysis of comments when 
appropriate. The titles of the articles are presented in the original language 
of Finnish with added translations to English, and references to the 
comments and contents of the articles are represented in rough translations 
to English. The original language of all articles and comments is Finnish. As 
discussed earlier, the first three articles include comments, and the first and 
the last draw directly from simultaneous releases of Russia-related media 
announcements from Fazer. 
 

4.8.1 Article number 1 
 
Article name: Fazer luopuu kaikista toiminnoistaan Venäjällä 
(English: Fazer discontinues all operations in Russia) 
 
The article number 1 was published more than a week after the beginning of 
the war on the 6th of March 2022. The publication of the article was prompted 
by the media announcement made by Fazer on the same day announcing that 
the company would discontinue all operation in Russia. 
 
The contents of this relatively short article can be divided into two parts: the 
initial discussion on the operations of Fazer and the discussion on the 
Russian operations of other widely recognized Finnish companies. While the 
authors of this study are not certain on why Fazer was chosen to get more 
focus than other Finnish companies, the highly recognizable consumer brand 
image of Fazer might have an effect on the choice. The article starts by taking 
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a direct quote from Fazer’s media announcement, that uses emotionally 
charged language to condemn both the Russian invasion of Ukraine and the 
suffering that is causes. Additionally, a comment from Fazer that the 
company announced a few days before the article on the essential nature of 
bread and baked goods is mentioned. This comment was an attempt to 
rationalize continuing operations of Fazer bakeries in Russia, but the 
company ultimately decided to exit the country in its entirety. Lastly, the 
large number of employees and revenue that the company held during the 
time of the article is mentioned. After this, the article moves on to mention 
plans of other Finnish brands such as Stora Enso, Kesko, Nokia, UPM, Alko, 
S-Ryhmä, Tokmanni, Halpa-Halli, Stockmann, Motonet and SOK.  
 
Compared to the related media announcement from Fazer, the Helsingin 
Sanomat article includes almost all relevant information. The only part of the 
announcement that was not included in the Helsingin Sanomat article 
addresses the reader as a “loyal and valued customer” and addresses possible 
concerns on why Fazer had not announced their exit sooner, assuring that 
the company would have done so if not pressured by “several stakeholders 
and consequences”. However, the use of direct quotes from the 
announcement and the inclusion direct condemnation of the Russian 
invasion conveys the main legitimation strategy used in the media 
announcement: moralisation. The use of personification through the media 
announcements use of the “I” pronoun in reference to the CEO of the 
company in addressing the reader gives a sense of leadership and can be seen 
as personification, but this was not included in the quotes referenced by 
Helsingin Sanomat. 
 
The article number 1 gathered a total of 14 comments and 434 upvotes on 
said comments. The majority of these comments were neutral in their stance 
on the actions of Fazer, while three were positive and one was negative. When 
looking at the distribution of upvotes, the neutral and positive gathered the 
most upvotes, with the only negative comment gaining only 2 upvotes. The 
last six comments were left on the following day after the publication of the 
article, which likely explains their significantly decreased number of upvotes: 
a total of 19. The topics of the comments mostly relate to possible donations 
that the commenters encourage Fazer to make to aid Ukraine with the money 
they gained via their Russian operations. Almost half of the comments 
include mentions of such donations, which is the most reoccurring theme in 
the comments. 
 
The comment with the most upvotes is comment number 1 with 183 upvotes. 
The comment shortly acknowledges that the decision to leave Russia was the 
only correct one, but also states that the decision to leave was made too late. 
Lastly, the comment encourages Fazer to donate to aid Ukraine with its 
profits from Russia. Overall, the large number of upvotes on this comment 
shows that a large part of the public still deems the exit to be made too late 
but regards it as a good choice overall. The reasoning that stakeholders and 
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consequences prevented Fazer from making the decision sooner is not noted 
in any of the comments, implying that this reasoning was not convincing to 
many. 
 
Fazer article 1, comment number 1 
The only correct choice. But the image still got a new stain. Now you could 
donate the profits from Russian operations to support Ukraine as 
compensation. 
 
 
 

4.8.2 Article number 2 
 
Article name: Venäjän valtapuolue ehdottaa Fazerin, Valion ja Pauligin 
toimintojen kansallistamista – ”Emme suvaitse puukotuksia selkään” 
(English: Russia's ruling party proposes nationalisation of Fazer, Valio and 
Paulig's operations – "We will not tolerate stabbing in the back") 
 
Article 2 was published two days after article 1 on the 8th of March 2022. The 
article was published due to a comment made by the secretary of the United 
Russia party, Andrey Turchak, where he and the party suggest the 
nationalization of firms leaving Russia. According to the article, three 
Finnish companies are named: Fazer, Valio, and Paulig. As mentioned 
earlier, the article does not solely focus on Fazer but does comment on the 
number of employees for each company individually. Rather, the main focus 
of the article are the direct quotes given by Turchak.  
 
As the article does not focus on the companies or the exact details of their 
operations in Russia and no media or press release functions as a basis of the 
article, no legitimation can be found on Fazer’s behalf. Instead, the article 
represents all parties rather non-partially. Context is given for the reasoning 
to nationalize Western companies by the large scale and sudden negative 
effects to employment in Russia. Companies leaving Russia is mentioned to 
result in a potential loss of over 100 000 occupations in the country, which 
can be seen as rationalisation for nationalization. However, the inclusion of 
a comments by Turchak such as “This is an extreme measure, but we do not 
tolerate stabbing in the back” and that “Russia must take on strong revenge 
actions” likely paint a vengeful and unlawful picture in the eyes of the Finnish 
public due to the shared history between the two countries. 
 
The comments in the article convey a strong response from the Finnish 
public, as the article gathered the second most comments in the entire study 
at 52 and a sizeable number of upvotes at 6982. No comments discuss the 
effects or actions of individual companies, however. This can be seen by 
looking at the number of comments that hold either positive or negative 
views of the actions of Fazer at only 2 and 1 comment respectively. As seen 
by this, most of the comments did not imply judgment or support for 
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companies but instead directed their attention on the political and economic 
implications of nationalization. Most of the comments convey a notion of 
anti-Russianism through direct critique of Russian nationalization, 
suggested countermeasures by nationalizing Russian possessions in Finland, 
or the assumed negative effects that nationalization has on foreign direct 
investment in Russia. This can be seen in the two most upvoted comments, 
comment number 4 and 5. 
 
Fazer article 2, comment number 4 
If this happens, we can reciprocally “nationalize” Western frozen assets of 
the Russian government and oligarchs.  
 
Fazer article 2, comment number 5 
Russia nails a few more extra nails into its coffin. Now everyone who invests 
even a little bit knows to stay far from Russia. The last foreign firm can close 
the lights when they leave! 
 

4.9.3 Article number 3 
 
Article name: Fazer joutui Venäjällä viranomaisten silmätikuksi 
(English: Fazer has become a target for authorities in Russia) 
 
The article number 3 was published on the 25th of March. After a period of 
over two weeks since the last Helsingin Sanomat article on Fazer, the article 
functions as a way to share details of the process of exiting the Russian 
market and the challenges that the company faced doing so. No new media 
releases had been announced in between the articles. 
 
The article revolves around a lengthy Helsingin Sanomat interview and the 
CEO of Fazer, Christoph Vitzthum. Vitzthum discusses the planning process 
of leaving Russia and the involvement of Russian politics. The reasons for the 
belated announcement of exit are discussed, after which Helsingin Sanomat 
provides context for the nature of Fazer's operations in the country. Lastly, 
the future plans of the company are discussed. 
 
The language used by Vitzhum can be seen to humanize the management of 
the company in the midst of a challenging situation. Mentions of how tired 
the management team is and how shocked they initially were during the start 
of the war bring the reader closer to the emotional side of the leadership. 
Vitzhum also explicitly condemns the invasion and uses that as the sole 
reason for exiting Russia. This is then contrasted to the large financial 
investments the company has tied to the country. This acknowledgement 
showcases the determination to leave the market and the strong value-based 
leadership of the company, as regardless of the financial losses, the decision 
to is described to be clear from the beginning. After this, the difficulties of 
navigating the Russian business world from a legislative standpoint are 
discussed. This portrays the company to be in a vulnerable position while 
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painting an image of the Russian bureaucracy as an unjust and corrupt user 
of power. This is likely an attempt to evoke sympathy from the reader but also 
runs the risk of the reader shifting the responsibility of operating in an 
unstable country to Fazer, similar to the case with Nokian Tyres. 
 
The legitimation strategies used in the article mainly focus on moralisation 
and rationalisation, as well as authorisation. Moralisation is demonstrated 
through strong value-based leadership, which portrays the company in a 
morally responsible light to the reader. Rationalisation on the other hand is 
used in explaining the challenges and barriers preventing the company from 
committing to an immediate exit, which a portion of the public had been 
concerned about according to the comments of article 2. Authorisation 
emphasized by the personification of management in statements by Vitzhum 
where he describes that the decision was clear to him that the company 
should leave the country, which signals personal leadership and 
accountability for the direction of the company. 
 
Compared to the other articles about Fazer, the public reaction in the 
comment section of article 3 is sizable. The article gathered a total of 61 
comments and 6252 upvotes on said comments. The focus on solely Fazer 
likely has a large effect on the share of comments with negative, positive, and 
neutral views on the company but a slight positive shift can still be seen 
overall: out of the 61 comments, 4 were negative, 14 were positive, and 43 
were neutral. Many commenters stated their appreciation for the 
transparency in reporting and the business-related insights, as can be seen 
in the following example: 
 
Fazer article 3, comment number 2 
An excellent article, as the many things that the management has to 
consider are portrayed very well in my opinion. News coverage like this is 
needed very much as it is easy to demand actions, but when you elaborate 
on background information like this it adds to the understanding of 
systematic nature. Everything influences everything, 
 
Fazer article 3, comment number 25 
An amazing article! In the current discussion the loudest voices are those 
who understand business operations the least. 
 
Comment number 2 is especially notable, as it managed to gather by far the 
most upvotes of all comments at 1156 upvotes. This is almost three times the 
number of upvotes that the second most popular comment had. While 
comments such as these do not directly announce the support of company 
actions, they do show a notion of understanding and sympathy to the 
leadership and stands against the culture of public demands to companies in 
similar positions. As such, they can be seen as a positive influence for the 
company overall. The second most upvoted comment shows an example of 
demands made by the public to companies: 
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Fazer article 3, comment number 3 
If Fazer does not return to Russia, it could, after the possible preservation 
of peace and independence, invest in Ukraine. It is important that Ukraine 
is rebuilt with Western, not Eastern, investments and loans. Furthermore, 
the value of all companies that enter Ukraine after the war will rise in my 
eyes, and I believe, in the eyes of others as well. Personally, I aim to put my 
modest savings towards helping their economic growth after the war, and 
of course, I hope to earn some profit in the process. 
 
Comments similar to comment number 3 often created discussions on the 
rationale behind the asserted demands or wishes, questioning for example 
the corruption present in Ukraine, concerns of the Finnish economy, and the 
responsibility of Finnish companies for the situation. On the contrary, the 
appreciative comments for the transparency did not gather opposite 
reactions. 
 
The comments with negative views of the actions of Fazer mostly related to 
concerns about the Finnish economy, critique of the late exit from the 
country compared to some other Finnish companies, and critique of the 
capitalist aim of continuous growth. While these comments did not gather as 
many upvotes as the positive ones, one was somewhat of an exception. 
Comment number seven gathered a total of 300 upvotes while containing a 
mostly negative tone of the company. The critique in the comment is directed 
at the belated departure from Russia. However, the comment gathered a total 
of seven answers from different commenters defending the company, one of 
which gathered even more upvotes at 340. This shows that the reception of 
Fazer’s actions was overall positive in the public eye.  
 
Fazer article 3, comment number 3 
I have no understanding or sympathy for Fazer's actions, even though it is 
being solicited through the article. The solution is simple: remove the local 
management from the country under the threat of imprisonment and shut 
down the factories. Continuing to feed a nation waging an aggressive war 
is not an acceptable option. The fact that the authorities are interested in 
this matter indicates that halting production might have significance. 
Perhaps increasing misery will unite the Russians instead of prompting 
them to protest against their own government. However, this risk is worth 
taking if it has even the slightest impact on ending the war. 
 

4.8.4 Article number 4 
 
Article name: Fazer on sopinut venäläisen tytär­yhtiönsä myynnistä 
(English: Fazer has agreed to sell its Russian subsidiary) 
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Article number 4 was published at the end of the analysis period on the 29th 
of April 2022. The article is very short in comparison to article number 3 and 
includes a summary of the media announcement by Fazer from the same day. 
 
The article discusses the announced sale of Fazer’s Russian subsidiary to a 
Russian company named Kolomenskij Bakery and Confectionery Holding. 
The article starts by discussing the basic details of the sales process, followed 
by some information on the financial share of the subsidiary to Fazer. Lastly, 
a quote is given from the media release where the process of reaching an 
agreement on the purchase and the operations of the subsidiary are 
discussed, and the efforts of Fazer are said to have been “diligent”. The article 
contains mostly all of the relevant information from the media release.  
 
Legitimation strategies are not heavily used in either of the articles or the 
media release. The media release does include a statement from the CEO of 
the company announcing the sale of the subsidiary, which can be seen as 
personification. The use of the positively connotated word diligent in the 
description of the efforts of Fazer can also be linked to moralisation, as the 
company has asserted to be selling the subsidiary for moral reasons. 
However, this link is not obvious and is therefore not heavily leaned on as a 
core legitimation strategy. 
 
Interestingly, article number 4 did not gather any comments. While the 
length and the simple descriptive nature can be assumed to have an effect on 
the size of the public reaction, the lack of a single comment demonstrates a 
decrease in public interest for the actions of the company. 
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5. Discussion and Conclusion 
 
This study offers a valuable opportunity to observe two different kinds of 
approaches to legitimation strategies, public transparency, management 
styles, and exit strategies in the challenging business environment resulting 
from the Russian invasion of Ukraine in 2022. Both of the Finnish case 
companies were subject to immense public and financial pressure to make 
quick decisions related to their international operations and had to adjust 
accordingly. These differences resulted in extremely differing reactions from 
the Finnish public. 
 
Firstly, the reporting styles of the two companies, Fazer and Nokian Tyres 
were very different during the analysis period. The reporting by Fazer can be 
seen to target their large consumer base and by extension the larger Finnish 
public, while Nokian Tyres can be seen to report mainly to their shareholders. 
This culture of self-reporting had large implications to the discussions within 
the Finnish public, as suddenly both companies and their Russian operations 
garnered wide interest and the focus of the Finnish press. As the target 
audiences for the companies are different, both the legitimation strategies 
employed and the information shared differed considerably. 
 
When reflecting on the work of Suchman (1995) and the divide into three 
different kinds of legitimacy: pragmatic, moral, and cognitive legitimacy, the 
two case companies used very different approaches. Nokian Tyres focused 
mostly on creating pragmatic legitimacy, arguing that their actions and 
decisions are pragmatic considering the uncertain political and business 
environment. On the other hand, moral legitimacy was the sole focus of 
Fazer’s communication, with strong moral stands and little hesitation in the 
face of economic consequences. This lack of emphasis on the pragmatic side 
of legitimation can be seen as an enforcing aspect of their attempt in the 
creation of moral legitimacy. Overall, the moral legitimation of Fazer was 
deemed to be far more effective in positively influencing the reception of the 
Finnish public while the moral legitimation used by Nokian Tyres later on 
was the most effective attempt at creating legitimacy for the company. 
Interestingly, Fazer also attempted to accrue legitimacy by referring to the 



 

88 
 

essential nature of their products to the Russian public which can be seen as 
cognitive legitimation as described by Suchman, however, this gained mixed 
perceptions from the public. Overall, the Finnish public was far more 
positively responsive toward the usage and creation of moral legitimation in 
this case study compared to pragmatic and cognitive legitimacy. 
 
According to the framework of Dowling and Pfeffer (1975), legitimation can 
be divided into three categories. Out of these, both companies solely focused 
on the first category: changing the actions of the company to align with the 
morals and values of the surrounding society and communicating that to 
create legitimacy. The other two categories of changing the values of the 
surrounding society via outward company communication and using 
emblems and symbols to accrue legitimacy were not used by the case 
companies. Due to this, further evaluation of the effectiveness of these 
various strategies cannot be commented on. Although the framework on 
consumer power by Denegri-Knott et al. (2006) was found to be difficult to 
apply in the writing of this paper, it serves as an avenue for understanding 
the importance of legitimation in the eyes of consumers. 
 
For a period of almost a month since the start of the Russian invasion of 
Ukraine, Nokian Tyres’ reporting focused solely on descriptions of financial 
and performance-related matters, while conveying no value-based stances on 
the ongoing geopolitical turmoil. The discussion by the company referenced 
the uncertain business environment as a reason for limited public 
announcements and operational decisions, emphasizing rationalisation as 
their sole legitimation strategy. However, this legitimation did not address 
the moral and ethical concerns of continuing operations in Russia, which was 
the main concern of the wider Finnish public. While the CEO of Nokian 
Tyres, Jukka Moisio, did somewhat address the stance of Nokian Tyres on 
the Russian invasion during an interview with Helsingin Sanomat on the 21st 
of March, this can be seen as a reactionary measure to the heightened critique 
of the company after allegedly false interpretations on the aims of the 
company by separate analysts. Even then, Moisio neglected to directly 
condemn the invasion of Ukraine, which likely had a large impact on the size 
of the negative reaction by the public. During the interview, Moisio also used 
different legitimation strategies from past company reporting from the 
analysis period, but the extensive use of the uncertainty rhetoric and the 
attempted rationalisation of continuing company operations did not sway the 
public opinion to support the decisions of the company. Moisio attempted to 
address ethical concerns by directly condemning the invasion at a later date, 
but this had minimal effects as the height of public interest had already fallen, 
and the recent negative effects on the company’s image could not be changed 
so easily. The rhetoric used by Nokian Tyres that seems to have resonated 
with the Finnish public the most was the prevention of military use of the 
company’s assets. This continued to garner some sympathy from the Finnish 
public after it was communicated during the interview. This rhetoric could 
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have benefited the image of the company more if it had been communicated 
earlier and acted upon more decisively.  
 
Contrary to the slow and performance-oriented communication style of 
Nokian Tyres, Fazer had a far quicker reaction to the invasion by making 
their moral stances on the crisis explicitly clear early on. The intentions of 
the company were also communicated early on compared to Nokian Tyres, 
which demonstrates transparency. While the company did not announce its 
exit from Russia early on, the use of moralisation and the lack of financial 
focus in its reporting evoked much more understanding and sympathy from 
the Finnish public compared to Nokian Tyres. As such, when the CEO of 
Fazer, Christoph Vitzthum, gave an interview for the basis of an Helsingin 
Sanomat Article a few days after the interview by Moisio, the public reaction 
was considerably more positive. While both companies were still operating 
in Russia at the time, Nokian Tyres was communicating their aims of 
preparing for financial difficulty with no plans of exiting Russia, while Fazer 
had already announced their plans for exiting the country and used the 
interview as an opportunity to explain the delay in doing so.  
 
The use of the interview by the company CEO’s can be viewed as very 
different. The interview with Nokian Tyres was a reactionary measure to 
address the ongoing public critique of the company, while conveying the 
operational difficulties of the company. On the other hand, Fazer used the 
company as an opportunity to inform the public about the already announced 
and ongoing plans, while addressing moral concerns directly. This difference 
in the communication to the public by both companies before the interviews 
can be seen to have large implications in their public reception: the 
commenters described the information by Fazer as enlightening and 
interesting, which evoked sympathy and encouraged people to defend the 
company from the minority of critical commenters. The moral considerations 
were communicated to be the sole reason for exiting Russia, while 
rationalisation and moralisation were used in conveying how Fazer is facing 
its operational challenges with responsibility. Nokian Tyres on the other 
hand communicated information about the financial stakes and operational 
difficulties of exiting Russia, while the moral justification to stay in Russia to 
prevent the military use of their facilities was a more heavily focused on 
theme in later communication. The commenters were prone to hold the 
financial difficulties of Nokian Tyres as a result of their own country-risk-
related mistake, and therefore not an adequate reason to continue 
operations. A similar critique was absent in the comments about Fazer, as 
they justified their delayed exit mainly with the challenging Russian 
bureaucracy and the moral consideration of their employees. 
 
The strong recurring theme in the comments of articles about both 
companies was the anti-Russian sentiment. This can be seen as a driving 
source for discourse in the public, and its effects are also seen in the reaction 
to the communication of the companies. In comparison to Fazer, Nokian 
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Tyres attracted much more critique due to not addressing the immorality of 
the attack on Ukraine. In addition, the justification used by Fazer to remain 
in the country due to difficulties in navigating Russian bureaucracy paints 
the company as the victim of Russian policymakers, which gathered 
sympathy from many in the Finnish public. Overall, Fazer did not attempt to 
make themselves the center of discussion by focusing on their financial losses 
and risks of exiting the market, but instead focused on more external issues 
such as the changing demands by Russian policymakers and the well-being 
of their employees. These are issues that can be seen to stem from the 
pressure of Russian policymakers, which resonated with the public. 
 
Interestingly, some changes in the public discussion could be seen during the 
analysis period. For both companies, the height of public discourse took place 
a month after the start of the invasion, when articles including the interviews 
of the companies’ CEOs were published. This is likely influenced by the 
nature of the articles but the number of commenters and upvotes in articles 
after this decreased significantly regardless. Additionally, the public reaction 
to updates of the companies dried off entirely two months after the start of 
the war, when articles on the companies gathered no more comments. While 
Fazer gathered no commenters announcing their boycotts of the company, 
this was very common in the case of Nokian Tyres for the first month or so 
after the start of the war. Additionally, some commenters who were 
concerned about the economic performance of Finland and the companies 
emerged to either defend the company for their choice of staying in Russia or 
to criticize the company for exiting so early. However, these commenters only 
emerged later on and stayed as a minority. 
 
Overall, Helsingin Sanomat can be seen to have portrayed the 
communication of the companies very non-partially. This gave the 
companies increasred control over their image in the press, as their 
communication styles and content were portrayed rather efficiently to the 
wider public. It has to be noted that this is not always the case with 
independent news publishers, which sets limitations to how effectively 
companies can truly affect their image through reporting during a crisis. 
 
To conclude, this study managed to gather useful insights to answer both 
research questions.  
 

1. What kind of legitimation strategies have Finnish companies used to 
justify leaving or staying in Russia? 
 

The two Finnish case companies used various different legitimation 
strategies. The companies put varying amounts of importance on specific 
strategies, with the most notable being rationalisation and moralisation for 
the two companies respectively. However, both companies showed usage of 
all strategies identified in previous studies in some capacity. These include 
moralisation, rationalisation, narrativisation, authorisation, and 
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normalisation. The usage of these various strategies varied during the 
analysis period, as companies adapted to the reactions of the public and 
shaped their legitimation strategies accordingly. However, the initial choices 
in company communication can be seen to have lasting effects on the stances 
of the Finnish public for the duration of the analysis period. 
 

2. How does a company’s reasoning regarding staying or leaving affect 
the public opinion of the company in Finland? 

 
Multiple arguments and narratives for reasoning their decision on staying or 
leaving were used by both of the case companies. Overall, the arguments 
presented by Fazer for exiting were more successful in garnering the support 
of the Finnish public, while the arguments for staying in Russia given by 
Nokian Tyres were highly criticized. However, different arguments and the 
usage of different legitimation strategies were received with varying degrees 
of support from the public. Out of these, more financially and economically 
focused arguments did not address many of the core criticisms, while 
arguments related to humanitarian concerns and security were perceived 
more positively. Nokian Tyres’ decision to stay in Russia was also found to 
initially evoke a significant number of public announcements of customer 
boycotts. The number of these announcements lessened by the end of the 
analysis period and focus shifted slightly to include more positive and neutral 
reactions to the actions of the company. For Fazer, the reaction was far more 
positive with virtually no boycotts announced. Even so, the initial choices in 
company actions and style of communication can be seen to have lasting 
impacts on the public reception of the company. For example, Nokian Tyres 
kept a low profile in their communication and decided to not comment on 
the humanitarian effects of the invasion for a relatively lengthy period after 
the start of the invasion. This influenced the public discourse early on and 
can be seen to have had a large negative effect on the perception of the 
company. Interestingly, the attention garnered by the actions of both 
companies also decreased significantly at the end of the analysis period, 
showing the limited period of heightened attention from the public. 
 

5.1 Impact on existing academic literature and further 
studies 
 
This paper can be seen as further practical extensions of many theoretical 
frameworks used in this study. Previously developed academic frameworks 
by authors such as Suchman (1995) and Vaara et al. (2006) on categories of 
legitimation and discursive legitimation strategies provided a solid basis for 
interpreting and identifying various legitimation strategies, while the work 
done by Vaara et al. (2024) offered us the necessary understanding of 
different factors in discursive legitimation. This case study offers valuable 
insights into the effectiveness of different discursive strategies and the effects 
of news articles as discursive arenas in altering the results of such strategies.  
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The findings of this study offer valuable continuation points for further 
studies. To expand on the themes of this study, further qualitative and 
quantitative methods can be applied to analyse public discussion more 
extensively. Differing cultural, political, and business contexts can also be 
studied to expand on the limits of this study for a more holistic outlook. 
Finally, this study raised important questions on the role of news media in 
representing portraying companies to the public, which offers another 
interesting angle for further studies to expand upon. 
 
 
 
 
 
6. Managerial considerations 
 
This section functions as a piece of guidance for managers based on the 
findings of this comparative study. The following recommendations should 
be considered: 
 
1. Communication style and legitimation strategies 
 
Overall, company communication and legitimation strategies used had large 
effects on the public reception of the case companies. While the target 
audience of press releases was the shareholders in the case of Nokian Tyres, 
the lack of adjustments in style and content of the reporting during a time of 
heightened public interest conveyed an image of the company that was non-
partial to moral considerations and driven by financial performance. On the 
contrary, Fazer had already targeted their media releases to the public 
audience, and the style of their announcements reflected this with rapid 
announcements of their stances in the conflict and the moral implications 
that ensued. While it is true that press releases and media releases are 
different formats for communication, both were the main source of 
information for news outlets during the analysis period. As such, 
adjustments to the contents and style should be done when needed during a 
time of heightened public interest. 
 
2. Immediate influence 
 
Due to the relatively short period of time of public interest in large 
discussions on the actions of individual companies, companies should take 
the initiative in their communication to influence public discussions early on. 
This way things such as key ethical considerations can be addressed with 
thought early on, which should have lasting effects on the topics discussed 
afterwards. Transparency in communication was highly commended by 
commenters in the study and should be a priority, as it builds trust between 
the company and the public. Notably, late changes to the narratives and 
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legitimation strategies used by companies had limited effects after the height 
of the public interest had veined. 
 
3. Topics discussed in reporting 
 
It is paramount that during a time of political turmoil, companies should 
address ethical concerns and make their stances clear if they aim to retain 
the trust of the public. Ethical considerations should be a driving factor in 
decision-making, or companies can face the risks of breaking public trust by 
attempting to address ethical considerations and then acting against their 
own values or not communicating their aims at all and being subject to 
potentially large public critique. This case study demonstrated that acting 
against the interests of the wider public can result in operations being 
disrupted later by legislation, which can develop into a situation where public 
trust is severely damaged and the operations cannot be continued regardless. 
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